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EXPLANATORY NOTE 


This first edition of the ADVERT'SING AGE EDITORIAL INDEX is a complete listing of 
major and minor articles by subject, agency or advertiser name, product category, per- 
sonal name and author (if not on AA staff). Items mentioned in news “briefs” columns 
titted FOR THE RECORD, LAST MINUTE NEWS, ADBEAT, and PHOTO REVIEW are 
not indexed, nor are the personnel change columns. 


Articles in the FEATURE SECTION are listed under subject(s) and author. Editorial page 
comments are under Editorials, and in addition to the headline, an abstract of the com- 
mentary is included. 


Articles are listed in chronological order except in special cases where an alphabetical 
form is better suited. Under Obituaries for example, listings are arranged by last name of 
the deceased. Other exceptions are Magazines—New, Companies—New and Adver- 
tising Agencies—New. The order under these entries is alphabetical by the name of the 
new magazine, company or agency. 


The same applies to the following entries: 


Acquisitions & Mergers 

Advertising Agencies—A-quisitions & Mergers 
Advertising Agencies— {i 3funct 

Awards 

Books & Book Reviews 

Linage 

Magazine Failures. 


The location abbreviation reads as follows: 
9 Ap/62 = April 9. p. 62 
All articles appeared in 1973 issues. 
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The Advertising Age Editorial Index is published annually at 
740 Rush Street, Chicago, Illinois 60611. 

Cost is $25.00 

Copyright 1974 by Crain Communications Inc. 


Advertising Age/Annual index 1973/ 3 


ABORTION 

Groups attack AHP, others for pulling ‘Maude’ ads. M. Christopher. 
20 Ag/55 

AC SPARK PLUG DIVISION (of General Motors) 

AC will cite fuel crisis in ads. 9 J//47 

ACADEMY LIFE INSURANCE CO. 

Burl Ives for Academy Life joins star spokesman ranks. 5 F/28 

ACADEMY OF TELEVISION ARTS & SCIENCES 

Talent provides hints on better commercials. 5 F/33 

ACCOUNT CHANGES 

Major Account changes of 1972. 15 Ja/57 

1972 account changes by major industry. 15 Ja/67 

Account changes in ‘72 up 30% in dollar volume over ‘71, tally 
reveals. 15 Ja/2 

‘73 first half account changes by major industry. 23 J//72 

Correction on Uniroyal. 30 J//51 

Account shift rate slowed 15% in ‘73 first half. 23 J//1 

Major account changes—first half of 1973. 23 J//34 

ACCOUNT CONFLICTS 

FC&B, Rosenfeld lose Alberto-Culver billings. 30 Ap/2 

FC&B turns down Schick unit, cites ‘corporate conflict’; Needham/ 
West is selected. 30 Ap/78 

Philco cites conflict in move to K&E. 28 My/18 

Sara Lee adds B&B; cites conflict with TL&K accounts. 25 Je/4 

Competing accounts. Editorial. (AA welcomes attempts to solve 
the confliciting accounts problem; Y&R’s half-owned APA 
agency is such an attempt). 170 S/14 

Harvester plows under Y&R’s spin-off scheme. 7 O/2 

ACE HARDWARE 

National ad plans, rise of amateur builder are hardware market 
trends. 22 0/3 

ACKERMAN ADVERTISING COMMUNICATIONS 

Ackerman, Mont, White split, open separate shops. 3 D/23 

ACKERMAN MONT WHITE 

Ackerman, Mont, White split, open separate shops. 3 D/23 

‘ACQUIRE’ 

‘Acquire’ bows in May. 30 Ap/43 

ACQUISITIONS & MERGERS 

Ad Works and Sosart merge to form AdWorks/Sosart, San Antonio. 
31 D/29 

Advertising & Art Council buys MetroGraphics, Birmingham. 
23 JI/27 

Advertising Contractors, New York, buys Audiplan Media Services. 
22 0/38 

American Brands buys W. R. Case & Sons, Bradford, Pa. 8 Ja/50 

Anderson, Clayton & Co., Houston, buys Woody's Cheese Co., 
Waupaca, Wis. 8 0/58 

Ralph Andrews Productions buys Pacific Media Corp., Palm 
Springs, Cal. 5 Mr/57 

Atlas Match, Dallas, buys Visual Panographics. 16 Ap/93 

Automated Marketing Systems, Chicago, buys ‘Gebbie House 
Magazine Directory’ from House Magazine Publishing Co. 
27 Ag/166 

Baker Laboratories, East Troy, Wisc. buys Squibb’s Beech-Nut 
baby foods. 12 Mr/16 

Beatrice Foods, Chicago, buys Brookside Enterprises, Guasti, 
Cal. 29 Ja/60 

Beatrice Foods, Chicago buys Samsonite Corp., Denver. 23 Ap/145 

Arthur Birsh, New York buys ‘Playbill’ from Metromedia. 12 N/8& 

Booth Newspapers, Ann Arbor buys Parade Publications. 15 Ja/65 

Borden Inc. buys Alex Colman Inc., LA. 78 Je/8 

British Overseas Airways Corp. and British European Airways 
merge into British Airways. 1 0/32 

Broad Street Communications Corp., Riverside, Conn. buys KTOK. 
12 Mr/66 

Browning & Meizer and Genesis Design, Chicago. Renamed BBDM. 
18 Je/48 

Leo Burnett, Chicago, buys Wesley Bowman Studio. 8 0/24 

‘California Farmer’, San Francisco, buys ‘Agrichemical Age’ and 
‘Animal Nutrition & Health’. 9 Ap/10 

Capital Cities Broadcasting Corp., New York, buys Fort Worth 
Star Telegram, and WBPA am/fm, from Carter Publications. 
15 Ja/21 

John Mack Carter buys ‘American Home’ from Downe Publishing, 
New York. 24 D/1 

CHC/Publishing Sciences Group agrees to buy Pacific West 
Publishing Co., Los Angeles. 13 Ag/32 

Chesebrough buys Health-Tex Inc., NY. 5 Mr/59 


Christian Broadcasting Network buys KDTV, Dallas, from 
Doubleday Broadcasting. 16 J//56 

CHUM Ltd.. Toronto buys CKVN, Vancouver. 22 Ja/42 

Coca-Cola Bottling of N.Y. buys Igloo Corp., Houston. 8 Ja/10 

Colgate-Palmolive, New York buys Helena Rubinstein Inc. 4 Je/2 

CBS Publications buys ‘World Tennis’ from World Tennis Inc., 
Houston. 8 Ja/48 

Columbia Communications, NY, buys ‘Juvenile Merchandising’ 
from Wilsir Publications. 29 Ja/76 

Combined Communications buys Posters Ltd., Toronto. 8 Ja/10' 

Combined to add Pacific & Southern Broadcasting Co., Phoenix, 
Arizona. 2 Ap/40 

Combined Communications buys Tennessee Continental Corp.. 
Centerville, Tenn. 9 Ap/66 

Communications Channels, NY, buys Palmerton Publishing. 
23 Ji/28 

ComPub Inc., New York, buys ‘Marine Products’ from Chilton Co., 
Radnor, Pa. 29 Ja/60 

Continental Corp. buys JWT’s insurance subsidiary, Puerto- 
Rican American Corp., NY. 15 0/2 

Corinthian Broadcasting agrees to buy TVS Inc., NY. 26 F/6 

Cox Broadcasting buys KFI, L.A. from E. C. Anthony Inc. 17 Je/62 

Cybermatics Inc. buys Norton-Simon’s Graphic Color Plate 
subsidiary, Stamford, Conn. 14 My/72 

Donrey Media Group buys the ‘Springdale News,’ Ark. 25 Je/69 

Donrey Media Group, Ft. Smith, Ark. buys Register Publishing Co. 
10 S/65 

E. J. Dowie, Stoner System, buys the co.’s outdoor ad facilities, 
Cedar Rapids, la. Renamed Dowie Outdoor Inc. 18 Je/2 

Downe Communications, New York, buys Joys, Ltd., Chicago, and 
Hamilton Mint, Inc., Arlington Heights, Ili. 22 Ja/42 

Doyle Dane Bernbach acquires Norman Kosarin Associates, New 
York. 10 D/12 

Dupont Glore Forgan merges with Walston to form Dupont 
Walston, N.Y.C. 13 Ag/3 

Robert Esty buys KRKT, Albany, Ore. from Interstate Broadcasting 
Co. 12 Mr/32 

Evening News Assn. buys Times Graphics, Vineland, N.J. 78 Je/57 

Max Factor, N.Y. merges with Norton Simon. 26 F/133 

Family Stations, Oakland, buys WCAS, Cambridge. 
Mass. 27 My/85 

‘Farm Chemicals’, Willoughby, Ohio, buys ‘AG Chem & Commercial 
Fertilizer’... Cedar Grove, N. J. 9 Ap/74 

Feldman Calleux et Associes buys Leydier Ketchum, Paris. 
14 My/93 

Field Communications, Chicago and Kaiser Broadcasting, Oakland, 
Calif. form partnership. New name: Kaiser Broadcasting Co. 
9 JI/86 

Forrest Broadcasting buys KDON, Salinas, Cal. 2 Ap/48 

Gannett Co. buys three newspapers, three radio stations and 
others properties in Missouri and Oklahoma. 27 Ag/190 

Gannett Co. buys ‘Brooksville (Fla.) Cun Ji.’ 77 S/23 

Gannett Co. buys Statesman-Journal Co., Salem, Oregon. 
22 0/153 

Globetrotter Communications to buy WNUS and WNUS-FM. 
Chicago, from McLendon Co., Dallas. 9 J//35 

Graphidyne buys Coakley/Heagerty, San Jose. 28 My/46 

Greyhound Corp. buys Russ Togs, NYC. 14 My/42 

Gross agrees to buy WKJG-TV. Fort Wayne, from Federated 
Media. 70 S/60 

Harcourt Brace Jovanovich buys ‘Quick Frozen’ from Cahners 
Publishing Co., N.Y.C. 12 Mr/28 

Hoke Communications, Garden City, N.Y. buys ‘Trade Marketing 
Information Guide’, Washington, D.C. 5 F/20 

HWAF Enterprises, San Francisco, buys ‘Homemaking with a Flair’ 
from Koratec Communications. 3 S/47 

Insight Pty. buys Grant Advertising Pty. from Grant Advertising 
International, all in Australia. 2 J//49 

Interpublic to buy Grant's Africa shops. 15 0/95 

IWC Communications, Toronto, buys Western Broadcasting, 
Vancouver. 29 0/56 

Jefferson-Pilot Broadcasting Co. to buy KIMN, Denver and WQXI. 
Atlanta, from Pacific & Southern Broadcasting if P&S’s merger 
is finalized. 71 0/23 

Herff Jones, Indianapolis merges with Carnation Co. 29 0/52 

Ralph Ingersoll buys 2 Auburn, N.Y. newspapers. 3 D/60. 

Dale Kassel buys Republic Outdoor, Dallas from Harold Collom. 
26 N/10 
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Knight Newspapers, Miami, agrees to buy 3 southern newspapers 
from R.W. Page Corp. 7 0/65 
Knight Newspapers buys 5 southern newspapers. 22 0/155 
Landmark Communications, Norfolk, Va., buys Newspapers Inc., 
Shelbyville, Ky. 8 0/45 
LIN Broadcasting, New York, buys WBPA-TV, from Carter 
Publications, Fort Worth. 15 Ja/27 
Liquifin bids for Ronson, Loews seeks Gimbel’s, NYC 17 Je/6 
Lowe & Stevens Inc., Atlanta, & David W. Evans, Inc., Salt 
Lake City merge with Lowe & Stevens operating as a subsidiary. 
24 S/73 
‘McCalls’ from NSI to Jay Pritzker, Chicago. 7 0/2 
McCormick Communications buys WEZE Boston from Easy 
*Mdustries, Dayton, O. 23 J//4 
MacDonald Tobacco Co., Montreal, buys Venturi Inc., Burlingame, 
Cal. 15 Ja/58 
McDonough Communications and Kelly & Associates, Mountain 
View California, merge as Kelly & McDonough Communications. 
12 Mr/22 
Media Horizons, New York, buys KROD, El Paso, and KDEF 
(am/fm) Albuquerque, from Doubleday & Co. 15 Ja/40, 
18 Je/24 
Miller-Freeman, San Francisco, buys ‘Flight’ magazine, Dallas. 
29 0/65 
Neustadt, MR, NPC, NYC merger still shaky. 26 Mr/110 
New York Times Co. buys ‘Lexington (N.C.) Dispatch.’ from Sink 
family. 5 N/32 
Norton Simon buys Halston trademark, NYC. 8 0/70 
Park Broadcasting Ithaca, buys KJIB, Portland, from contemporary 
FM Inc. 10 D/43 
Park Newspapers, Ithaca, N.Y. buys ‘Manassas (Va.) Journal- 
Messenger’ from Mrs. J. Galleher, et. al. 26 F/140 
Christopher Perry buys ‘Delaware Today’, Wilmington from John 
Rollins & Associates. 29 Ja/76 
Petersen Publishing, NYC, buys ‘Speed & Custom Equipment 
News’ and ‘Speed & Custom Equipment Directory’. 23 Ap/38 
Photo Electronics Corp. buys WEAT-TV, West Palm Beach. 
16 Ap/24 
PJS Publications, Peoria, buys ‘Profitable Craft Merchandising.’ 
17 D/128 
Sam Price Co. buys Phillips Inc., Dallas. 9 Ap/82 
Prudential Building Maintenance Corp. buys Transworld 
Communications from Columbia Pictures Industries, New York. 
8 0/45 Agreement between Columbia & Prudential 
terminated. 22 0/8 
Quinn Martin Productions buys Fred Calvert Productions, 
N. Hollywood. 3 D/26 
RHP Newspapers, Ithaca, N.Y. buys the ‘Lockport (N.Y.) Union- 
Sun & Journal,’ and ‘Tri-County News.’ 13 Ag/24 
‘The Record’, Hackensack, N.J. buys the Reporter Newspapers, 
Toms River, N.J. 20 Ag/60 
Rheingold, N.Y. to purchase Piel brewery. 72 F/37 
Rockwell International Makes initial offer to buy Admiral Corp., 
Chicago. 12 N/60 
Royal Crown “ola Co. to acquire Couroc of Monterey (Cal.). 
1 Ja/8 
San Antonio Broadcasting acquires KCNW, Tulsa from Tracy- 
Locke. 19 N/20 
Seehafer & Johnson Broadcasting buys WXCO. Wausau, Wis. 
from Post Corp. 18 Je/96 
Signal Cos. may merge with United Aircraft, New Haven. 23 J//28 
Signor Corp. buys KXOL, Fort Worth. 27 My/97 
Southeastern Displays, Anchorage, Ky., buys Brandenburg 
Advertising Co., Elizabethtown, Ky. 3 D/60 
Starr Broadcasting buys WBLG-TV, Lexington, Ky. 14 My/25 
Storer Broadcasting buys KCST, San Diego. 2 Ap/46 
Storer Broadcasting buys KCST-TV, San Diego and Western 
Telecasters Inc. from Bass Bros. 17 Je/24 
Sunline Inc. buys Willy Wonka candy line from Quaker Oats. 7 Ja/2 
Synercom Communications, Birmingham, Mich. and Observer 
Newspapers, Livonia sign merger pact. 12 N/6 
S&W Fine Foods,San Francisco, buys Rancho Francisco. 26 F/140 
TCI buys 5 cable tv franchises from FC&B. 9 Ap/14 
Ten Eighty Corp. buys WTIC, Hartford. 9 Ap/46 
Times Mirror Co. buys KTBC-TV from Texas Broadcasting Co., 
Austin. 5 N/79 
“— Corp., Minneapolis, buys Ceramichrome, Westminster, Cal. 
0/40 


Tracy-Locke Co., Dallas, buys PS! Film Laboratory. 15 Ja/20 

Tracy-Locke buys KRNT am, fm, Des Moines. 16 Ap/93 

TWA buys Canteen Corp., Chicago. 17 S/56 

Turner Communications buys outdoor operation of Southern Ad 
Co., Chattanooga. 11 Je/77 

United Media buys American Printing Co., Phoenix. 17 S/30 

United Media, Phoenix, buys Buyers Guide, Seattle. 29 0/50 

Vending Times Co. buys ‘VEND’ from Billboad Publications, 
New York. 24 D/24 

Viacom International, New York, buys Suffolk Cablevision. 
15 Ja/32 

Virginia Inn Inc. buys Schrafft’s ice cream business from Pet Inc. 
18 Je/84 

The Washington Post Co. reaches a preliminary agreement to 
buy WTIC-TV, Hartford, Conn., from Travelers Corp. 29 Ja/80 

Howard Wasserman buys Commercial Circular Co., New York 
§ N/12 

Western Publishing Co., Racine, Wis. buys Golden Press Pty. 
Ltd., Australia. 77 S/36 

Whitney Communications Corp., New York, adds ‘Hockey News’. 
22 0/45 

Yankee Inc., Dublin, N.H. buys ‘New Englander’, from Walsh 
Publishing Co., Portsmouth, N.H. 75 Ja/30 

Ziff-Davis, New York, to buy C/R/M publishing, New York. 
27 Ag/190 

Ziff-Davis buys Gellert Publishing, NYC. 26 F/155 

See Also ADVERTISING AGENCIES—ACQUISITIONS & 
MERGERS 

ACTION FOR CHILDREN’S TELEVISION 

ABC exec warns against hurting kid tv ad base. 26 F/134 

ACT limns, boos kids’ tv advertisers. 26 F/135 

Kellogg, Gen’! Mills will testify before Senate committee. S. Cohen. 
12 Mr/1 

Selling yes, exploiting no on kids’ tv. F. McDonald. 14 My/55 

ACTION ON SMOKING & HEALTH 

ASH petition is rejected as FTC seeks a wider cig ban. J. Revett. 
29 Ja/3 

ASH petitions networks to remove Winchester ads. 5 F/73 

ACTORS & ACTRESSES 

See ADVERTISING SPOKESMEN 

ADAMEC ASSOCIATES 

Adamec agency opens. 29 0/63 

ADAMS CORP. 

Oodles O’Noodles makes national move. 16 Ap/90 

ADAMS & MCGUIRE 

Adams & McGuire open. 27 My/50 

ADAMS & OTHER 

Adams & Other formed. 15 0/94 

AD-COLOGY 

Ad-Cology to sell litter receptacle ad space in N.Y. 22 Ja *6 

AD CONCEPTS 

Norman, Lawrence, Ad Concepts merge. 26 F/130 

AD DIRECTORS INC. 

Ad Directors open. 15 0/48 

AD FOLLIES 

1972 Ad Follies Program. (Presenting the AA Thumbs Down 
Award winners). 8 Ja/64 

1973 Ad Follies Program. (Presenting the AA Thumbs Down 
Award winners). 77 D/22 

ADMAN OF THE YEAR 

Roy Chapin Jr., American Motors chairman is named Adman 
of the Year by Advertising Age. H. Quinn. 8 Ja/1 

W. T. Beebe of Delta Air Lines is named Adman 
of the Year by Advertising Age. 77 D/1 

AD/MARK CONSULTANTS INC. 

Ad/Mark established. 13 Ag/54 

ADMARKETING 

Admarketing opens. 12 Mr/23 

ADMINISTRATIVE CONFERENCE 

Harm done to business by regulatory agencies to get top-level 
review. S. Cohen. 4 Je/2 

Curbs on regulatory press releases—would they help or hurt 
businesses? S. Cohen. 18 Je/12 

ADMIRAL CORP. 

Admiral sets $2,500,000 color tv push. 20 Ag/4 

Rockwell seeks Admiral. 12 N/60 

ADS (college-based advg society) 

ADS group merges with AAF. 27 My/98 


oe 
- - - 
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ADULT MARKET 

Stouffer aims new soups at adult gourmet. 5 F/72 

ADVERTISERS, LEADING 

100 Leading national advertisers in six media: 1972. 16 Ap/100 

Uncle Sam moves up on LNA ad list; P&G still 1st. 16 Ap/2 

Government joins 100 leaders list; P&G first again in ‘72 ad 
spending. 25 Je/? 

The top 100 national advertisers of 1972. 25 Je/51 

Top 100 national advertisers’ ad total reaches $5.27 billion. 
M. Kingman. (Annual 100 leading national advertisers issue). 
27 Ag/1 Addition to tampon shares reported in profile of 
Rapid-American Corp. 3 S/42 Correction to Pepsi Cola figures. 
10S/78 

ADVERTISING 

Does consumerism show signs of giving up the ghost? Not quite. 
E.B. Weiss. (#9 of series). 30 Ap/47 

Four A’s is out of touch, Harris says. 7 My/38 

Consume:. admen are not at war, avers Ted Steele. 28 My/59 

Gray tolls end of frivolous ad era, blasts tv. 9 J//6 

Communications Week. Editorial. (The first Communications Week 
in the history of advertising begins in NY). 23 J//16 

Chamber objects to FTC’s call for ad, business data. 22 0/8 

Keeping regulators away is top topic at AAF. 29 0/4 

Self rule needs more publicity; do-it-yourself trend growing. J. 
O'Gara. (Advertising as a marketing tool will be totally 
ineffective unless the industry convinces government and the 
consumer that it can regulate itself). 5 N/7 

Agency execs tell ‘how to.’ (Bernbach, Dillon, Seaman speak at 
ANA meeting) 5 N/76 

The sky above, the mud below. Editorial. (AA urges the industry 
to never lose sight of the basic, gut-level problems plaguing 
them, Marcella Rosen gets back to basics in her support of a 
centralized credit bureau to rate clients). 12 N/14 

Products must justify ads, ads must be credible: Smith. 712 N/94 

Advertising is worth advertising. H. Stein. (Top U.S. economic 
advisor looks at advertising-as-persuader). 27 N/4 

The advertiser—how he operates for mass selling to mass 
markets. 27 N/20 


Toynbee speaks to AA about advertising. Arnold Toynbee 
21 N/194 
Government isn’t hostile to ad field: Crichton. 17 D/31 


ADVERTISING AGE 

AA stance criticized by cigar makers. J. O'Connor. 8 Ja/1 

The Book of Job—it was no joke. S. Bernstein. (SRB warns of 
subtle humor being taken seriously, citing an Ad Age experience 
in 1945). 8 Ja/18 


ADVERTISING AGENCIES 

Agency business looks good. Editorial. 5 Mr/12 

Tight shop? Fine, but time and people are needed for good, 
long-term work. H. Maneloveg. 30 Ap/54 

‘Big idea’ need will keep agencies in demand: Weiss. 24 S/78 

Self rule needs more publicity: do-it-yourself trend growing. 
(Survey of how ANA members manage the advertising function 
—in house, media buying services, creative-only services, etc.). 
5 N/1 

The advertising agency—what it is and what it does for advertisers. 
21 N/34 

How admen see their business—getting better, more secure. 
21 N/48 


ADVERTISING AGENCIES—ACQUISITIONS & MERGERS 

Advertising Management Inc. merges with Brackensmith & 
Associates, Salt Lake City. 15 Ja/36 

N.W. Ayer, Philadelphia, buys Pritikin & Gibbons Communications, 
San Francisco. 5 Mr/55 

Ayres Compton merges with William D. Patton Advertising to 
form Ayres Compton Associates, Dallas. 17 S/27 

Russell Baker and Creative Concepts merge to form Baker 
Griffiths Group, Buffalo. § Mr/47 

Barlow/Johnson, Syracuse, buys Jules Klein Advertising, 
Springfield, Mass. 77 D/108 

Ted Bates buys Horst Slesina Werbegeselischaft, Germany. 29 0/16 

Batz-Hodgson-Neuwoenner, St. Louis, absorbs Winius-Brandon 
Co. 8 0/66 

Wm. Biggs, Communication Technic Center, Kalazamoo, buys the 
co.'s Wm. Upjohn Associates ad division. 18 Je/8 

Bond Group merges with Robert H. Kurz Inc., Dallas. 
14 My/43 


Browning & Melzer merges with Genesis Design to form BBDM. 
Chicago. 18 Je/48 

Robert E. Burger Advertising merges with Parker Wood Co. to 
form Burger, Felix & Wood, San Francisco. 12 F/37 

Cockfield, Brown & Co., Vancouver, buys industrial Advertising 
Agency. 12 N/31 

Contemporary Advg. buys Michael P. Martin & Associates, 
Spokane. 9 Ap/38 

D'Arcy adds Jacka, Auckland, N.Z. 9 Ap/2 

Donrey Media Group, Fort Smith, Ark. buys Knapp Advertising. 
Wichita. 1 0/70 

DDB Pty. Ltd. Australia, buys Singleton Palmer & Strauss 
McAllan. 12 N/74, 17 S/10. Correction 1 0/59 

Eke & Burk merge with J.P. Richards Associates, Philadelphia. 
16 Ji/55 

Exchange Media West and Recht & Co. merge to form 
Admarketing, Beverly Hills. 72 Mr/23 

FC&B to acquire Jennings & Thompson, Phoenix. 8 Ja/8, 
9 Ap/41 

Leo Fremont Associates merges with Peter D. Boo & Associates, 
St. Paul. 29 Ja/12 

GFPA, Australia, merges with Canny Gabriel Castle Jackson to 
form GFPA-CJ. 24 S/91 

Gary Outdoor Advertising Co. buys Sun-Land Advertising Co., 
Phoenix. 22 Ja/8 

Gates-Bourgeois merges into Bayless-Kerr Co., Cleveland. 
14 My/93 

Glenn Advertising buys Jillson, Jillson, Nicholson & Associates, 
Dallas. 15 Ja/68 

Helms & Associates merges into David W. Evans Inc. Seattle. 
8 Ja/20 

Hoffman, York, Baker & Johnson and Klau-Van Pietersom-Dunlap 
holding merger discussions. 37 D/1 

Humbert & Jones merges with Milan, Howard & Dunne, NYC. 
1 Ja/25 

Interpublic agrees in principle to purchase all of Grant Advertising’s 
interests in South Africa, Rhodesia, Kenya & Zambia. 15 0/95 

Jerron Associates and Varon Advertising merge into Kurtis/ 
Varon Advertising, W. Bloomfield, Mich. 7 0/68 

T.W. Keating & M. Klein buy Jacobson/Wallace, New York, from 
the estate of Edmund Jacobson. 3 D/42 

Ladd/Wells and Presba-Muench, Chicago, merge to form Ladd/ 
Wells/Presba Advertising. 12 N/102 

Lando Inc., Pittsburgh and Bishopric & Felden, Miami merge into 
Lando/Bishopric, Miami. 29 Ja/84 

Lord, Geller merges with JWT, NYC. 17 D/4 

Lowe & Stevens, Atlanta, merges with David W. Evans Inc., 
Salt Lake City. 24 S/73 

Lowengard & Brotherhood consolidates with Graceman/Boothroyd, 
Hartford. 26 F/133 

McConnell Advertising, Toronto, acquires all accounts of 
Dancer-Fitzgerald-Sample, Canada. Division named McConnell/ 
DFS. 12 Mr/23 

John Malmo Advertising, Memphis, buys Branch Advertising. 
19 N/65 

M.A.P. Advertising merges with Coffee Cup Productions, 
Springfield, Mo. 12 N/78 

NC&K buys Publipromo, Portugal. 29 /a/62 

Norman, Lawrence & Richard merges with Ad Concepts to form 
Norman, Lawrence, Patterson & Farrell, NYC. 26 F/130 

O&M International buys remaining two-thirds of AB Svenska 
Telegrambyran. 16 Ap/6 

Old Montreal Communicators Group buys J.H. Burley Ltd., Toronto. 
31 D/28 

Publicis, S.A., Paris, acquires Swiss-based Farner Group. 18 Je/1 

Rollins Outdoor Advertising, Atlanta, buys ABS Advertising, 
Corpus Christi. 22 Ja/27 

Schreiber, Chiara and Brownstein Advertising merge to form 
Schreiber, Chiara & Brownstein Advertising, Philadelphia. 
10 D/71 

Scott & Co. merges with Love Advertising, Des Moines. 10 D/4 

Stonedale Advertising and Trebeck Advertising merge into 
Trebeck-Stonedale Inc.. Houston. 7 0/33 

Sweetrock Advertising & Communigraphs merges with David/ 
Walker Associates. 10 D/66 


Douglas Turner Inc., Newark, buys Persons Advertising, NY. 
8 0/8 
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Vinyard & Lee & Partners, St. Louis, buys Jackson 
Waterbury & Co., St. Louis. 22 0/155 

Watts, Lee & Kenyon merges with Carpenter, Lamb & Herrick, 
Cleveland. 9 Ap/78 

Wilson, Ryan & Leigh, Westport, buys Pierpont & Co. (pr), 
Darien, Conn. 17 D/127 

Young & Roehr and Gary White, Portland, merge as Young, 
White & Roehr. 24 S/76 

Y&R merges with Wunderman, Ricotta & Kline, New York. 
26 N/3 

Y&R acquires Sudier & Hennessey, NYC 72 F/1, 
11 Je/55 

See also ACQUISITIONS & MERGERS 

ADVERTISING AGENCIES—ADVERTISING 

Better late than never. S. Bernstein. (Agencies should look into 
buying advertising for themselves to project a better image to 
Wall St. & others). 72 Mr/14 

Marsteller piugs itself on London commercial radio. 22 0/128 

ADVERTISING AGENCIES—BILLINGS 

Special Billings issue. (A comprehensive view of the agency 
business is presented with profiles of U.S. agencies, including 
their billings in 1972 and 1971, accounts won & lost, media 
mix, total employes and key personnel shifts. All agencies 
billing over $5 million and many under $5 million are covered). 
26 F. Updates and corrections in agency billings issue. 5 Mr/44,15 

Special issue on foreign agency billings. 26 Mr 

ADVERTISING AGENCIES—BLACK-OWNED 

Afro-American agency group formed. 19 Mr/60 

Jennings agency bows. 23 Ap/35 

Blacks, Whites wrangle ethnic cell controversy. 4 Je/92 

Motown top black business, ‘BE’ says. 18 Je/16 

Hagood elected Eden chairman. 16 J//22 

Black Creative Group formed. 20 Ag/55 

Petrie shop formed. 1 0/66 

ADVERTISING AGENCIES—BRANCH OFFICES 

Gray, Rogers adds unit in Wilmington. 15 Ja/63 

FC&B trims Houston unit after losing Hughes. 2 Ap/4 

VanSant opens D.C. office. 6 Ag/57 

Humphrey opens office. 15 0/93 

Ayer Philadelphia staff moving to New York. 29 O/1 

ADVERTISING AGENCIES—CLIENT RELATIONS 

Production can run smoother—if the client plays his role right. 
A. Bellaire. 2 Ap/36 

What to think about when you decide to change the ads. H. 
Fisher. 16 Ap/78 

How to get along with writers, art directors and account men. 
H. Fisher. (last of 3-part series). 23 Ap/112 

Kimberly, FC&B celebrating 50th anniversary. 29 O/6 

Agency execs tell ‘how to’. 5 N/76 

ADVERTISING AGENCIES—COMPENSATION 

B-M, Avco to try to buy honor system. 30 Ap/1 

ANA group gets tips on pay for services. 18 Je/51 

Agency totes up profits as Bowmar sales soar. S. Feldman. 
19 N/20 

ADVERTISING AGENCIES—COMPENSATION—SLOW-PAY 

Vitt: Slow-pay answer lies in escrow accounts; American uses 
system. 712 F/2 

Advice to the harried smail agency with a slow pay or no pay 
account. J. W. Ure. 12 Mr/55 

Slow pay problems growing; more advertisers pay direct. D. Grant. 
13 Ag/1 

Slow pay problem well under control—at least at B&B, execs 
insist. 20 Ag/1 

Agency chief asks for credit bureau, blacklist of client deadbeats. 
M. Rosen. 5 N/50 

Broadcast group forms unit to fight slow pay problem. 3 D/82 

See also LIABILITY 

ADVERTISING AGENCIES—DEFUNCT 

Ackerman Mont White, New York. 3 D/23 

Alfred Sidney Noble, Richmond, Va. 8 Ja/16 

Dreher Advertising, New York. 26 N/2 

Galbraith, Hoffman & Rogers, NYC. 28 My/85 

Grunewald, Unger & Hornstein, NYC. 25 Je/67 

Herbert Arthur Morris, NYC. 9 J//8 

Kracht, Ryder, Minicus, NYC. 14 My/8& 

Mead-Ross Associates, Hanover, N.H. 10 D/67 

Paccione International, NYC. 8 Ja/8 

Philadelphia Agency, Phil., Pa. 7 My/74 


Selvin & Jaffe, Hackensack, N.J. 24 S/72 

Solow/Wexton, NYC. 712 Mr/2 

ADVERTISING AGENCIES—EMPLOYMENT 

See EMPLOYMENT 

ADVERTISING AGENCIES—FAILURES 

See ADVERTISING AGENCIES—DEFUNCT 

ADVERTISING AGENCIES—FINANCIAL MANAGEMENT 

Agency men hear Carson, Schultz and Spielvogel at AA’s 
management. 14 My/48 

ADVERTISING AGENCIES—FORECASTS 

Advertisers hopeful for ‘74; Four A‘s survey also upbeat. (Agencies 
1st half good; top 30 shops expect this year to beat 1972). 
9 JI/1 

‘Big idea’ need will keep agencies in demand: Weiss. 24 S/78 

Bloede sees good ‘73 for agencies, tight ‘74. 22 0/154 

The agency business in 1980. P.C. Harper. 719 N/35 

34 coming innovations in agencies. E.B. Weiss. 27 N/44 

Agencies paint a rosy picture for Wall Streeters. 77 D/1 

Agency men say feedback indicates uncertainty. 17 D/2 

Analysts probe outlook for agency, media stock. 77 D/129 

ADVERTISING AGENCIES—FOREIGN 

See ADVERTISING AGENCIES—INTERNATIONAL 

ADVERTISING AGENCIES—FRINGE BENEFITS 

See FRINGE BENEFITS 

ADVERTISING AGENCIES—HISTORY 

The story of Voilney Palmer, the nation’s first agency man. D. 
Holland. 23 Ap/107 

The changing face of agencies. S. Bernstein. (SRB recalls past 
when names on the doors of agencies belonged to living people). 
30 Ap/14 

ADVERTISING AGENCIES—iIN-HOUSE 

See HOUSE AGENCIES 

ADVERTISING AGENCIES—INTERNATIONAL 

Herzbrun affiliates with London agency. 7 Ja/24 

GAAA admits Lever-dominated Lintas Hellas. 22 Ja/42 

Intermarco, Farner agree to ‘cooperate’. 22 Ja/67 

Expanding Ogilvy purchases third of STB agency. 22 Ja/63 

NC&K adds $3,790,000 overseas, buys into Portuguese 
Publipromo. (News of NC&K’s international members reported). 
29 Ja/62 

Standard Propaganda, Brazil, renamed Standard Ogilvy & Mather, 
S.A. 29 Ja/62 

Thailand orders foreigners’ exclusion from advertising. (New law 
orders all foreign ad agencies to hand over ownership to Thai 
citizens). 29 Ja/64 

Pemberton buys into O’Kennedy. 29 Ja/76 

Recla-Janssens, Citeh shops join IMAA network. 29 Ja/83 

Devaluation boosts cost of agency expansion. R. Bechtos. 
19 F/2 

Brazilian agencies growing faster than U.S. shops: finances strong. 
R. Bechtos. (#2 in series). 19 F/46 

Canada agencies argue influence of U.S. shops. 26 F/142 

Brazil agencies big on creativity; many execs boast JWT ex- 
perience. R. Bechtos. (#3 in series). 26 F/160 

BBDO Int'l hikes its share of Team. 5 Mr/51 

Agency billings rise overseas—but how much? R. Bechtos. 26 Mr/1 

JWT names two in international unit to strengthen overseas 
operations. 26 Mr/2 

European agency exec says continent doesn’t need U.S. shops 
today. 26 Mr/12 

Foreign Agency growth. Editorial. (Trends pointed out by the 
15th annual survey of foreign agency billings). 2 Ap/12 

O&M Internat’! adds rest of STB. 16 Ap/6 

KM&G Int'l billings up 20%. 23 Ap/36 

European agency network sees U.S. as the lair of ‘big bad 
wolf’ shops. R. Bechtos. 30 Ap/67 

Five execs buy control of Foster in Canada. 7 My/35 

K&E sets internat'l moves. 14 My/69 

Mid-size agency is alive and living in Europe. A. Stridsberg. 
(Comprehensive look at giant multi-national agencies vs. 
national mid-size agencies). 4 Je/35 

Group heads O&M Canada. 25 Je/24 

No merger, but BBDO, Ayer both study overseas moves. 25 Je/71 

Publicis purchase of Farner makes it largest in Europe. 2 J//2 

Grant sells out to Insight Pty. in Australia. 2 J//49 

NCK gains $4,900,000 in internationa! billings. 9 J//4 

M&F, Markcom affiliate. 9 J//28 

Gruner sets office. 6 Ag/56 
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Doremus, Zecha exchange of services. 13 Ag/28 

Y&R foreign billings up $24,000,000. 13 Ag/28 

Japan agency link may shift ad power balance. R. Bechtos. 
(Hakuhodo and Daiko complete an affiliation agreement). 
20 Ag/4 

JWT buys in Lisbon. 20 Ag/28 

O&M billings gain overseas. 10 S/78 

K&E glad it retained Chile office. R. Bechtos. 17 S/2 

DDB to purchase Australian shop. 17 S/10 Correction 1 0/59 

Australian agency group merges with Canny Gabriel. (GFPA- 
CJ formed). 24 S/91 

Compton adds business. 24 S/97 

Dutch agencies facing competition, inflation. 24 S/94 

JWT's London man organizes for future. R. Bechtos. 24 S/94 

Marsteller in Japan venture. 1 0/26 

JBS adds Paraguay shop. 7 0/35 

Wirz and Vision set working agreement 1 0/54 

Interpublic to buy Grant's Africa shops. 15 0/95 

Marsteller plugs itself on London commercial radio. 22 0/128 

Israeli agencies hit hard by cuts. 29 0/8 

Bates gets Slesina; will merge it into own German office. 29 0/16 

Cole & Weber eyes further expansion. E. Marple. 72 N/30 

European creatives hard to find: O'Toole. R. Bechtos. 12 N/47 

Botsford, Tokyo shop joins forces. 19 N/65 

International advertising grows apace as multi-national agencies 
ride, wave. 27 N/184 

‘72 good year for British agencies. 26 N/26 

FC&B’s Schultz record ‘73 internat'l to grow. 26 N/28 

ADVERTISING AGENCIES—LIABILITY 

See LIABILITY 

ADVERTISING AGENCIES—MIDDLE-SIZED 

See ADVERTISING AGENCIES—SMALL 

ADVERTISING AGENCIES—NETWORKS 

Advertising Agency networks—what they are. 27 N/57 

ADVERTISING AGENCIES—NEW 

Ackerman Advertising Communications, Greenvale, N.Y. 3 D/23 

Adamec Associates, NYC. 29 0/63 

Adams & McGuire, Coral Gables, Fla. 27 My/50 

Advertising Associates, Bloomington, Ill. 7 My/6 

Ammirati Puris AvRutick, NYC. 3 S/7 

Norman R. Anderson & Associates, San Antonio, Texas. 17 D/8 

Baron, Costello & Fine, NYC. 4 Je/8 

Buzz Barton & Associates ad agency, Chicago. 8 Ja/10 

Benchmark Advertising, Dallas. 77 Je/16 

Black Creative Group, NYC. 20 Ag/55 

William Brodsky Advertising, Philadelphia. 27 Ag/175 

Camille Victoria & Associates, Los Angeles. 20 Ag/56 

Capital Communications Co., Los Angeles. 10 D/75 

Center for Communications Planning, Chicago. 70 S/30 

Challenge Advertising, Providence. 26 Mr/104 

John Christopher shop, Los Angeles. 23 J//33 

Cohen, Pasqualina & Lowe, NYC. 16 Ap/6 

Communications Associates, Houston. 170 D/66 

Conrad Inc., Hingham, Mass. 23 J//74 

J. B. Dewing Associates, Hingham, Mass. 29 0/16 

Dillon Communications Associates, Ridgewood, N.J. 28 My/30 

Dunk, Grace, Kennard & Shevack, Houston. 4 Je/81 

Mitchell Epstein agency, NYC. 17 S/81 

Fashion Advertising, Seattle. 16 J//12 

Robert E. Fleming Advertising, Framingham, Mass. 70 S/79 

Floudaras Associates, Boston. 30 Ap/66 

Jim Fraser Advertising, Phoenix. 20 Ag/46 

Gala Media, NYC. 27 Ag/22 

David R. Ganfield & Associates. Chicago. 13 Ag/58 

Goff Group Inc., Elmira, N.Y. 23 J//34 

Hackenberg, Normann & Associates, Chicago. 15 0/95 

Hagan, Scotti & Associates, NYC. 27 My/94 

Les J. Harmon Agency, Ardmore, Pa. 16 J//69 

Hatch Agency, Denver. 27 Ag/175 

David Herzbrun & Co., Westport, Conn. 2 Ap/60 

Hodgen, Ron. Unnamed agency to be formed, NYC. 7 My/31 

Homer Advertising Ltd., NYC. 13 Ag/66 

L.W. Howe Inc., Lake Forest, Ill. 76 J//10 

Isidore, Lefkowitz, Elgort, NYC. 27 My/70 

Jud Jaffe Advertising, Hackensack, N.J. 23 Ap/36 

Jennings Advertising Agency, West Hartford, Conn. 23 Ap/35 

Jones & Wetherhold Inc., Fort Lauderdale. 15 0/40 

Ed Kaplan, N.Y. 26 Mr/88 


Lewis/Unitas Inc., NYC. 5 Mr/55 

Carl Lind & Partners, NYC. 27 Ag/181 

Littleton Advertising, Grand Rapids, Mich. 29 0/63 

McAward & Associates, Phoenix. 15 0/6 

R.J. McConnell Advertising, Seattle. 10 D/35 

McPhail & Associates Inc., Oklahoma City. 15 0/24 

Mar-King Co., Houston. 12 N/4 

Nappi-Davlin Agency, NYC. 29 0/16 

Patrick Nugent & Co., Boston. 13 Ag/12 

Paddock, Smith & Aydilotte, Atlanta. 76 J//68 

The Partners, Minneapolis. 3 D/83 

Pendleton Associates, Raleigh, N.C. 16 Ap/12 

Persuasive Communications, Lincolnwood, Ill. 10 S/37 

Petersen, Koepp & Associates, Milwaukee. 78 Je/96 

Raymond Petrie Advertising, NYC. 7 0/66 

Shirley Polykoff & Betuel Inc., NYC. 26 F/8 

Pyramid Advertising, Greenville, S.C. 8 Ja/10 

Richards & Partners, San Jose. 3 D/16 

Richardson & Associates, Ridgewood, N.J. 16 Ap/99 

Shapiro Advertising, Miami Beach. 20 Ag/48 

Sherin & Majetka Inc., NYC. 712 N/60 

Siler Communications, Scottsdale, Ariz. 10 S/36 

Slatter/Banks, Branford, Conn. 22 0/46 

Sollish & Co., Beverly Hills, Cal. 19 Mr/44 

Stef & Associates, East Hartford, Ct. 78 Je/96 

Suburban Marketing Center, Southfield, Mich. 6 Ag/4 

Supermarket Advertising Services, E. Brunswick, N.J. 17 S/56 

Don Tennant Co., Chicago. 77 S/8 

Travel Marketing Inc., Seattle. 30 J//42 

Tycer Associates, Palo Alto, Cal. 28 My/58 

Unlimited Sales Assistance (USA), Chicago. 78 Je/56 

Wallace River Creative Works, Gold Bar, Wash. 15 Ja/36 

Jean Whipple Associates, Providence, R.!. 6 Ag/54 

White, Roslin, Hafemann Inc., NYC. 3 D/23 

Whitford Assoiiates, Caldwell, N.J. 13 Ag/61 

See also COMPANIES—NEW 

ADVERTISING AGENCIES—OPERATING COSTS 

Agency profits fell below 10% of gross profit in 1972: Rubel study. 
L. Edwards. 14 My/3 

Four A’s agencies costs, profits: 1963-1972. 6 Ag/46 

Agency costs, profits: A 10-year record. 27 N/36 


ADVERTISING AGENCIES—PROFITS 

Doremus profits rise 7%. 26 F/154 

McCraffrey profits jump. 26 F/163 

Grey profits rise 52%. 2 Ap/54 

Agency profits fell below 10% of gross profit in 1972: Rubel 
study. L. Edwards. 14 My/3 

Tracy-Locke revenues rise, profits off 14%. 28 My/10 

Agencies first half good; top 30 shops expect this year to beat 
1972. 9 Ji/1 

Four A's agencies costs, profits: 1963-1972. 6 Ag/46 

FC&B first-half profits up 70%. 713 Ag/10 

Bernstein sees profit increase despite losses. 13 Ag/28 

Agency costs, profits: A 10 year record. 27 N/36 

ADVERTISING AGENCIES—SELECTION PROCESS 

1040 a breeze compared to Navy questionnaire. 2 Ap/3 

Army releases partial data on agency bids for account. J. Revett 
9 Ap/3 

Military keeps everyone in the dark about agency selection 
procedures. S. Cohen. 9 Ap/4 

How to work with an advertising agency. H. Fisher. 9 Ap/57 

When it came to picking an ad agency, Frank Perdue proved he 
wasn't chicken. J. O'Gara. 16 Ap/64 

Few vie for Grey's Navy account; Herbert studies Army controversy. 
J. Revett. 23 Ap/? 

Ad execs see need for revamp of military ad review policy J. Revett. 
30 Ap/3 

Sad state of affairs—Navy account goes begging. Editorial 
(Defeatism now at crisis proportions). 7 My/16 

Jax will go slow with agency pick. 77 Je/69 

ADVERTISING AGENCIES—SMALL 

The big trend in 1973. Editorial. (Increased emphasis on local 
markets will be one of the most significant trends in 1973.) 
15 Ja/14 

Advice to the harried small agency with a slow pay or no pay 
account. J.W. Ure. 12 Mr/55 

Shows how to make little ad budgets work. 14 My/68 
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Mid-size agency is alive and living in Europe. A. Stridsberg 
(Comprehensive look at giant multi-national agencies vs. the 
national mid-size agencies. 4 Je/35 

Michigan's sales tax law moves in on small agencies. 

6 Ag/28 

| left giant JWT to run a small agency—all my own. P. Sandhaus. 
17 S/41 

ADVERTISING AGENCIES—STOCKS 

— blic leads agency pr effort to woo Wall St. D. Grant. 

19 F/1 

SAMS offer 41% of stock. 2 Ap/8 

JWT says it’s very healthy: sets pr unit. D. Grant. 23 Ap/? 

Stock shift, fund setup key topics at JWT meeting. 30 Ap/2 

Despite profit, stock declines, JWT healthy, stockholders assured 
D. Grant. 27 My/3 

Grey reports record ‘72, ‘73 outlook optimistic. 17 Je/8 

Wall St. is questioning Clint Frank's unpublic bid. 30 J//2 

Burton Sohigian goes public. 6 Ag/4 

Clint Frank shows income, billings loss in ‘73 half. 13 Ag/6 

Doremus first half down. 13 Ag/67 

Klee liquidation will not affect Burton Sohigian. 27 Ag/183 

Clint Frank's ‘unpublic’ bid approved by stockholders. 3 S/1 

‘Going private’ may be new trend of public agencies. W. Tyler. 
17 S/50 

‘Going private’ a new trend? S. Bernstein. (Comments on Clinton 
Frank's decision to go private). 1 0/16 

BBDO readies stock offering again. D. Grant. 8 O/7 

BBDO finally goes public after one-year wait. 29 0/3 

Ogilvy sets dividend. 29 0/74 

Agencies paint a rosy picture for Wall Streeters. 17 D/1 

ADVERTISING ALLOWANCES 

See MERCHANDISING ALLOWANCES 

ADVERTISING & ART COUNCIL 

Birmingham agency buys graphics shop. 23 J//27 

ADVERTISING ASSOCIATES 

Advertising Associates bows in Bloomington. 7 My/6 

ADVERTISING ASSOCIATIONS 

Advertising associations—what, where and how big. 27 N/132 

ADVERTISING BANS AND REFUSALS 

Okla. utility appeals state ban on ads. 715 Ja/30 

Small cigars’ tv days seen numbered as ban is mulled. 22 Ja/1 

Drug men squelch ban of kid-viewed tv drug ads. 5 F/2 

Canada cigaret sales up despite broadcast bans. 26 F/136 

B.C. anti-alcohol group asks liquor ad ban revival. 9 Ap/38 

B.C. broadcasters ask end of liquor, tobacco ad ban. 9 Ap/76 

Liquor men reply to B.C. body on ads/alcohol issue. 16 Ap/106 

Utility ad group readies fight against ‘muzzling’. 7 My/6 

‘Palo Alto Times’ lifts liquor, racing ban. 27 My/44 

Some magazines turn down U.K. doctorates-for-sale ads. 27 My/66 

Church group calls for cigaret, liquor ad ban. 27 My/8&2 

Ronson plans move against Schick. J. O'Connor. (New York 
Times rejects recent Ronson ad). 4 Je/2 

Networks happy about court ruling; losers see tv access door 
closing. M. Christopher. 4 Je/97 

Louisville paper wins first round in ad refusal suit. 23 J//74 

Australia sets cigaret/tobacco ad ban rules. 13 Ag/28 

Little cigar tv ban is now a reality. 17 S/6 

Candidate to protest ban of ad by station. 15 0/39 

Oregon dentists seek to extract restrictive ad law. 22 0/113 

FCC turns down candidate's plaint on ad spot refusal. 29 0/37 

NBC-TV sued for refusing movie ads. 72 N/2 

Stockbroker ads set. 10 D/59 

Nader unit defends right to advertise. 37 D/22 

ADVERTISING BUDGETS 

VW quits co-op spending; will boost nat’! ad budget by 
$17,000,000. H. Quinn. 7 Ja/? 

BofA study finds 45% of retailers plan ‘73 ad hikes. 8 Ja/27 

Shows how to make little ad budgets work. (“How to Get Big 
Results From Small Advertising Budget,” by C. Smith). 

14 My/68 

Industrial budgets on the upswing; execs seek methods to level 
curves. 18 Je/3 

ee | men paint a hazy picture of economy's future. D. Grant. 
2 Ji/1 

Food admen poised to cut budgets in supply crisis. 2 J//17 

Food client ad budgets off, agency men admit. M. Christopher. 
27 Ag/1 

Banks go 50% over budgets for ‘73 ads. 26 N/4 


Most advertisers indicate budgets will hold up. 17 D/6 

No major auto ad cutbacks seen by Detroit for 1974. 17 D/126 

ADVERTISING CAREERS 

To get into agencies, climb into Trojan horse: Fields. (Report on 
AWNY’'s career conference). 12 N/84 

ADVERTISING CLAIMS 

For follow-up articles on specific cases cited. see entries under 
companies involved. 

Margarine case reveals FTC shift in minority scientific opinion 
view. 8 Ja/? 

Norelco challenges Schick tv claims; reveals own tests. J. O'Connor. 
15 Ja/1 

Cold sufferers! Have you wondered which preparation is best for 
you? 22 Ja/2 

NARB panel takes hard stance on Kal Kan ad claim. 29 Ja/1 

NARB upholds Bristol-Myers on ad claims for Ultra Ban. N. Giges. 
§ F/1 

Will advertisers back their claims? Not very often. A. Woodside. 
(Professor shows results of a project which had students ask 
advertisers to document ad claims). 12 F/40 

Put up or... Editorial. (‘Put up or shut up’ is a colloquialism 
which applies to the advertiser's obligation to the public when 
he makes a claim; Schick Flexamatic and Ultra Ban 5000 
cited). 19 F/14 

Zenith asks Moss refute Sony ad featuring study from Georgetown 
group. 26 F/2 

FTC to ask lay language recap in future ad substantiations. 
§ Mr/3 

Complete text of the last chapter of ‘Advertising and the Public 
Interest,’ an analysis of the FTC’s hearings on modern 
advertising practices. 12 Mr/4B 

FTC issues plaint against three in analgesic ad case. 19 Mr/2 

FTC asks for car ad proof; Chrysler is ‘disturbed’. 26 Mr/2 

Volvo agrees to document claims. 26 Mr/12 

Prudential to footnote its ‘piece of the rock’ ads. 9 Ap/16 

FTC finds inadequate backup in early look at tire ad data. 
23 Ap/3 

FTC asks D.C. retailers to prove claims. 27 My/94 

FTC orders dryness claim verification by top deodorants. 28 My/7 

FTC asks substantiation for shampoo ad claims. 18 Je/1 

FTC wins latest gas additive case. J. Revett. 78 Je/2 

More NAD disclosure. Editorial. (NAD's policy of refusing to 
disclose substantiation data unrealistically assumes that the 
public and industry have faith that NAD has seen persuasive 
data). 25 Je/12 

Bristol-Myers’ ad names names in new tv drive for Ultra Ban 5000. 
N. Giges. 713 Ag/2 

Soapers heavy on ad substantiation data, FTC discovers. 20 Ag/2 

ADA agrees to back up its milk claims. 27 Ag/189 

CU testing substantiation system for automobile ads. 7 0/8 

FTC's newest commissioner for voluntary ad disclosure. J. Revett. 
29 O/1 

Ford ad substantiation proves to be a blast. 72 N/2 

FTC seeking more ad data on toiletries. 72 N/57 

FTC settles Rheem, Amstar ad cases. 12 N/89 

New ad hearings? Disclosure rules under FTC study. 79 N/2 

With Easy-Off under review, AHP denies data to NAD. 79 N/50 

Firestone loses appeal in tire ad claims ruling. 24 D/2. 
Correction. 31 D/25 

ADVERTISING CLUBS 

Seibert to ACLA: Good ads depend on cooperation. 5 F/24 

Doetsch named Chicago adwoman of the year. 79 F/21 

Madison, Wis. ad council set. 19 Mr/32 

Problems spawn product ideas, Gruenwald says. (Ad Club of 
Des Moines). 9 Ap/36 

Atlanta junior ad club plans foster parent push. 23 Ap/145 

Westchester adclub, BBB back ad review board. 30 Ap/29 

Phoenix juniors launch drive to show ads’ role. 27 My/44 

Harnessing young talent. Editorial. (Merger of ADS into AAF 
praised; Ad Council could act as repository for AD |! campaigns). 
28 My/14 

D.C. adclub awards Addys. 77 Je/69 

Adcraft picks Gillespie. (as president). 9 J//3 

Women’s ad group set. (San Francisco Women in Advertising). 
9 JI/35 

Adclub picks Ms. Borrup. (Ad Club of Greater Hartford). 16 J//10 

Wray to head adclub. (Charlotte Adclub). 76 J//69 

Adclub votes deBruyn. (El Paso Ad Club). 23 J//26 
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Humphrey elected. (Ad club of Greater Boston). 23 J//27 

R.1. Ad Club picks. 10 S/26 

Boston Ad Club sets public service effort. 10 S/62 

Roach elected. (Pres. of San Francisco ad club). 10 S/65 

SF ad club picks slate. 15 0/97 

Try ‘You're O.K.' on critics, Genge telis Houston club. 22 0/1517 

To get into agencies, climb into Trojan horse: Fields. (Report on 
AWNY's career conference). 12 N/84 

AdClub picks Dib. (Detroit AdClub). 26 N/4 

Ad club picks Pace. (San Francisco adclub). 3 D/71 

en ea ile (Ad Club of LA) 

ADVERTISING CONTRACTORS 

Ad Contractors buys. 22 0/38 

ADVERTISING COUNCIL 

Ad Council picks Rusk. 26 Mr/26 

Ad Council at work on campaign to push productivity. 23 Ap/125 

Agencies get compulsion to do good—outlet is public service ads. 
W. Tyler. 30 J//23 

Ad Council campaign to stress productivity. 6 Ag/2 

Gov't to back ads pushing conservation as way of life. J. Revett. 
15 0/3 

Advertising Council hails volunteer agencies, execs. 22 0/113 

Ad Council, ASHA set national VD information push. 12 N/38 

The Advertising Council: An American phenomenon. 27 N/172 

The Advertising Council at Work—two studies. 27 N/177 

U.S. energy ads won't hit high-use items—yet. 26 N/8 

Ad Council dominates free time: Dr. Parker. 17 D/37 

Ad Council has new drive on nutrition. .24 D/8 

ADVERTISING, CRITICISM OF 

Council unit paper rebuts consumerists. 15 Ja/2 

Book based on FTC study skeptical of brand managers, market 
research. 19 Mr/4 

Dumb like a fox. Editorial. (Goodrich, not ad critics, should have 
final say on whether its new campaign is dumb or right on 
target). 19 Mr/14 

Public tv program devotes most of the time to critics. S. Cohen. 
9 Ap/90 

Industry's voice weak in CBS special on ads. S. Cohen. 30 Ap/2 

Unfair is fair in strange new world, CBS show proves. Editorial. 
(CBS News’ documentary on advertising and tv commercials 
was unfair and slanted). 30 Ap/2 


Bloede asks newspaper execs to join fight for ‘freedom to advertise’. 


J. Forkan. 30 Ap/3 

You need both. Editorial. (Sherwood Electronics anti-advertising 
ads criticized; good product and persuasive advertising needed). 
30 Ap/14 

Ad shows’ critics sound off; Secretary Dent ‘incredulous’. J. 
Revett, M. Christopher. 7 My/2 

Aftermath of Watergate. Editorial. (Ad people must not be 
discouraged from participating in the political process; 
Watergate should not be used to put down the ad profession). 
14 My/16 

Young critic offers cheers, boos for one evening of tv ad viewing. 
M. Christopher. 14 My/20 

Agency head urges: Hear honest critic. 14 My/94 

Youth tunes out advertising, speakers warn AAF meeting. J. 
Graham. 27 My/3 

Too complacent about criticism? S. Bernstein. 27 My/16 

Ad critics’ new buzz word may be ‘fairness’ —whatever that means. 
S. Cohen. 2 J//4 

Gray tolls end of frivolous ad era, blasts tv. 9 J//6 

Is advertising leader or follower? S. Bernstein. 9 J//16 

Ads create monopoly, Betty Furness. 77 S/82 

New ICA head feels there’s less hostility toward ads. 15 0/76 

Study finds men distrust most auto ads. 75 0/95 

Crichton asks slowdown of self criticism. 5 N/76 

Products must justify ads, ads must be credible: Smith. 12 N/94 

What is advertising? What does it do? 27 N/8& 

Toynbee speaks to AA about advertising. Arnold Toynbee. 
21 N/194 

See also 
ADVERTISING—IMAGE 
ADVERTISING—SUPPORT 

ADVERTISING DIRECTORS 

Dietz to ANA: Bring back the ad director. 5 N/12 

ADVERTISING DISCLOSURE 

See ADVERTISING CLAIMS 


ADVERTISING EDUCATION 

See EDUCATION 

ADVERTISING EDUCATIONAL FOUNDATION 

Ad Education Foundation is activated at AAF. J. Graham. 27 My/6 

Let's tell the facts. Editorial. (Praise for the Ad Education 
Foundation and the 4A’‘s speakers’ bureau). 28 My/14 

ADVERTISING EFFECTIVENESS 

Council unit paper rebuts consumerists. 15 Ja/2 

Seibert to ACLA: Goods ads depend on cooperation. 5 F/24 

Action created by business press ads outlined in study. (MCRC’s 
‘Ad Action study’). 19 Mr/66 

NAB to resist ‘institute’ bill; Moss staff revising. 2 Ap/57 

Creative, research must get together to reach youth. 9 Ap/63 

Public tv program devotes most of the time to critics S. Cohen. 
9 Ap/90 

New Starch study shows blacks have fewer misgivings about 
advertising. 16 Ap/30 

Industry's voice weak in CBS special on ads. S. Cohen. 30 Ap/2 

Ad effectiveness dips; brand manager system partly to blame: 
Buell. L. Edwards. 30 Ap/3 

You need both. Editorial. (Sherwood Electronics anti-advertising ads 
criticized; good product and persuasive advertising needed). 
30 Ap/14 

Unfair is fair in strange new world, CBS show proves. Editorial. 
(CBS News’ documentary on advertising and tv commercials 
was unfair and slanted). 30 Ap/2 

Can ad effectiveness be measured? AMA conference hears both 
sides. J. Revett. 14 My/2 

Senate to poll public on how government communicates. 3 S/37 

Puffery won't sell any more, Adams tells RV makers. 22 0/113 

Ads’ role: Boost brand use. 26 N/8 

See also ADVERTISING—ROLE 


ADVERTISING EXPENDITURES 

See Leading National Advertisers issue Aug 27, 1973 

National advertising growth good in ‘72; trend will continue. 
8 Ja/20 

National ads in newspapers hit $927.200,000 in 1971. 5 F/33 

Advertising volume in the United States in 1971 & 1972. (Chart) 
19 F/64 

Net tv total $1.8 billion for new high. 5 Mr/2 

Newspapers pass $7 billion in ad revenue in ‘72. 5 Mr/15 

Early indications borne out; ad index shows ‘72 spending closed 
with spurt. R. Coen. 26 Mr/90 

100 leading national advertisers in six media: 1972. 16 Ap/2,100 

First ‘73 reports show ad outlays ahead of ‘72. R. Coen. 23 Ap/141 

Predict local tv ad level will top $1 billion mark. 14 My/24 

ABP’s Mill says ‘73 ad vol could top $900 million. 27 My/10 

Business press ‘72 ads up: first page gain since ‘66. 4 Je/6 

B-M again leads users of business publications. 77 Je/20 

‘73 ad pace still up as tv budgets expands. R. Coen. 77 Je/69 

The top 100 national advertisers of 1972. 25 Je/51,1 

Top 100 advertisers in spot radio, 1972 vs. ‘71. 9 J//40 

1st quarter growth tops record. R. Coen. 16 J//62 

Nader group ad figures arrived at by inference. 23 J//2 

Ad volume in ‘73 expected to pass $25 billion mark. R. Coen. 
(Includes an estimate of 1973 ad volume and estimated annual 
U.S. expenditures 1935-1972). 27 Ag/3 Correction 4 S/6 

National ad volume for 9 media shows 5% gain for 1973. 29 O/1 

FTC to seek detailed data on ad investments. (FTC begins a new 
statistical project which will help the investor determine which 
product lines are most productive in terms of return to the 
investor). 3 S/3 

Top 100 national newspaper advertisers invested $465,728, 400 
during 1972. (See Newspaper insert in this issue) 70 S/N2 

Local tv ads up 24% for first half. 24 S/108 

Advertising boom begins to slow. R. Coen. 15 0/48 

Chamber objects to FTC's call for ad, business data. 22 0/8 

U. S. Advertising hits $23.1 billion; expect rise to $37 
billion by 1980. 27 N/6é 

Ad index is up 7% through the third quarter. 26 N/517 

ones report record ad volume, slower growth rate. D. Grant 
10 D/2 

Ad oo in ‘73 may top $25 billion; largest year yet. R. Coen. 
17D 

ADVERTISING FORECASTS 

See Dec 17 issue for ‘74 forecast 

See Jan 8 issue for ‘73 forecast 
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Joel predicts iong life for print media. (Not threatened by electronic 
media). 12 Mr/24 

2010 big year for marketing. 23 Ap/37 

Brazil warned of dangers of heightened competition. 23 Ap/38 

Advertisers hopeful for ‘74; Four A’s survey also upbeat. (Big ad 
spenders see growth, but food admen glum about price freeze; 
Agencies 1st half good; top 30 shops expect this year to beat 
1972). 9 Ji/T 

1974: Bright outlook. Editorial. (Despite economic doom-n-gloom 
vibrations, major companies remain optimistic and see 
continued gains ahead). 16 J//14 

National ad volume for 9 media shows 5% gain for 1973. 29 O/1 

U.S. advertising hits $23.1 billion; expect rise to $37 billion by 
1980. 21 N/6 

British admen see several bright spots amid the crisis. M. 
Kallenbach. 24 D/25 

See also ADVERTISING AGENCIES—FORECASTS 

ADVERTISING—FUTURE 

Can admen help reshape consumer's values to meet the energy 
crisis? S. Cohen. 5 F/16 

Needham’s Harper steers group toward future needs. (Product 
strategy must change as product value changes take place.) 
12 Mr/48 

2010 big year for marketing. 23 Ap/31 

Creative advertising moves towerd the new society. E.B. Weiss. 
2 Ji/27 

Tannenbaum urges pro-ad ad campaign. 29 0/64 

Today's woes may help ad field: Crain. 29 0/77 

Self rule needs more publicity; do-it-yourself trend growing. J. 
O'Gara. (Advertising as a marketing tooi will be totally ineffec- 
tive unless the industry convinces government and the 
consumer that it can regulate itself). 5 N/7 

Crichton asks slowdown of self criticism. 5 N/76 

An interview with Alvin Toffler. 27 N/198 

See also WEISS, E.B.—’ADVERTISING IN SEARCH OF ITS 
FUTURE’ SERIES 

ADVERTISING HISTORY 

Truman's distrust of big business led to jousts with advertising. 
S. Cohen. 7 Ja/4 

Leo Burnett as | remember him. F. Strother Cary. 5 Mr/37 

A remembrance of James W. Young, ad pioneer. S. Bernstein. 
12 Mr/4 

Museum features early Pepsi ads. 17 Je/38 

Book review: ‘A Treasury of Advertising Collectibles’ by Ted Hake 
(Includes ad slogans and advertisers of the 1890's). 9 J//47 

Would these ads make it in today’s marketplace? V. Adams (A 
look at some of FC&B’s ads as far back as 1895). 23 J//30 

John Caples: For half a century a writer of classic mail order ads. 
J. O'Gara. 10 S/42 

The fortunes of Gen'l Foods—and Marjorie Post. 15 0/917 

Gillette's Cavalcade of Sports ride early boom in broadcasting 
World Series, boxing classics. A. Leonard. 22 0/3 

Early movies to TV commercials—rise & fall of a film company. 
S. Kuehn. 29 0/43 

Kimberly, FC&B celebrating 50th anniversary. 29 0/6 

ADVERTISING—IMAGE 

Federal judge debunks advertising in decision on breath mint 
names. S. Diamond. 8 Ja/42 

JWT exec tells professors to clarify role. 26 Mr/108 

DMAA will study market with O&M research help. 9 Ap/& 

Four A's is out of touch, -Harris says. 7 My/38 

Business unaware, ‘house is on fire, McCaffrey says. 7 My/74 

The advertising game vs. insurance and mutual funds. Editorial. 
(Criticism of advertising industry no less warranted than that 
of any other business; Equity Funding Corp. cited). 7 My/16 

Public’s view of tv ads: Necessary, but annoying. (Roper'’s report 
on the public reaction to mass media). 25 Je/10 

Admen, shake your huckster image. B. Colarossi and T. Halaki. 
10 S/47 

O'Toole urges ‘outrage’; Goodis: Refuse bad ads. 24 S/71 

Study finds men distrust most auto ads. 75 0/95 

More controls for life insurance ads urged at LIAA. (Also, advertis- 
ing should give the public what it wants rather than persuade 
the public to buy what is offered). 22 0/173 

How admen see their business—getting better, more secure. 
Martin Mayer. 27 N/48 

Europeans say advertising is vital, are less critical than Americans. 
26 N/26 


Australia ad unit to boost industry image. 3 D/37 

See also 
ADVERTISING,.CRITICISM OF 
ADVERTISING—SUPPORT 

ADVERTISING INDUSTRY EMERGENCY FUND 

AIEF, angel for needy admen, puts on benefit. H. Bernstein. 9 J//3 

Advertising’s neediest cases are finally getting some help. 
Editorial. (Praise for the AIEF which provides ad people with 
financial assistance when needed). 16 J//14 

ADVERTISING—INTERNATIONAL 

See CANADA for all articles on Canadian Advertising 

Foreign Agency Billings issue. Mar 26 

International issue June 4 

Wasey-Quadrant efforts crowned by Vauxhall win. H. Quinn. 
15 Ja/8 

Coordinate ad efforts overseas, exporters told. 19 F/52 

Grey sews up part of creative work for Singer abroad. 26 Mr/8 

Greek ad spending rose 22% in ‘72. 9 Ap/44 

Allied Chemical begins U.S.-German campaign. 28 My/57 

Devaluation, larger EEC alter markets; Jolts also come from 
inflation and consumerism. R. Bechtos. 4 Je/23 

Kurnit, others contend U.S. lock on creativity in ads has been 
broken. 30 Ji/2 

Greek gov't hopes ad push will help curb rising prices. (Ad 
campaign by the Athens Stock Exchange attempts to curb 
prices and excessive consumption). 13 Ag/65 

Short on internal media, Belgium is still fine European test 
market. A. Bernard. 27 Ag/180 

BBDO moves into Brazil for Henkel. 70 S/3 

A ‘superfluous’ adman visits China. 17 S/25 

Korea ad field will grow, Culver’s Asia exec says. 17 S/32 

British admen want ads on fourth channel. 17 S/57 

Ad fields lose out in Greek occupation survey. 24 S/917 

Serena napkins getting print ads. 24 S/95 

Econ Verlag publishes current ad annual. (Latest edition of 
‘Advertising in Germany’ out). 8 0/34 

Mideast war trims Israeli ad activities. B. Halpern. 15 0/8 

Neither war nor trade row deters ads for Aeroflot. 22 O/7 

Sponsors put $16 million in U.K. sports. 22 0/126 

Finns’ low ad profile laid to bilingualism. 29 0/56 

Sweden's ad war on VD is paying off. R. Choate. 29 0/67 

U.S. exports to get plugs on VOA radio. J. Revett. 5 N/2 

Retail chemists in U.K. name McCann. 12 N/90 

U.K. ad authority looks askance at ‘instant antiques’. 19 N/59 

International advertising grows apace as multi-national agencies 
ride wave. 27 N/184 

EMAD will try for further expansion. 26 N/26 

Europeans say advertising is vital, are less critical than Americans. 
26 N/26 

Manitoba deals direct with media. N. Cotter. 26 N/28 

Australia ad unit to boost industry image. 3 D/37 

Europe ad groups pushing for wrong things: O'Connor. 10 D/74 

London Indemnity readies ad push. 10 D/75 

Aims sets campaign. 77 D/119 

So. Africa asks agency to drop ad. 17 D/34 

Less whimsey but fewer duds today in British ads. W. Tyler. 
24 D/13 

Orbis campaign set. 24 D/24 

Israeli ad group creates campaign to improve morale. 37 D/28 

Wimpy using British tv. 37 D/28 

See also 
ADVERTISING AGENCIES—INTERNATIONAL 
INTERNATIONAL ADVERTISING ASSN. 

ADVERTISING INVESTMENTS 

See ADVERTISING EXPENDITURES 

ADVERTISING, LOCAL 

The big trend in 1973. Editorial. (Increased emphasis on local 
markets will be one of the most significant trends in 1973). 
15 Ja/14 

ADVERTISING MANAGEMENT INC. 

Salt Lake Shops merge. 15 Ja/36 

APVERTISING MANAGERS 

Ad manager's woe—overload, underinformed. 14 My/10 

Typical industrial adman earns 32% above 5 years ago. 16 J//65 

If marketing hot-shots snow you, here are some helpful tips. 
(An anonymous ad manager strips today’s marketing jargon 
down to plain English). 20 Ag/34 
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ADVERTISING & MARKETING RESEARCH LIBRARY 

Renamed Information Source. 23 Ap/31 

ADVERTISING PAGES 

See LINAGE 

ADVERTISING PEOPLE 

Ten who made ad news ir 1972. 8 Ja/2 

Age at death of admen 61.8 years; below national average of 
of 67.1. V. Adams. (AA obituaries study). 29 Ja/72 

| left the ad business for a place on the beach (and I'm happy— 
| think) S.P. Bowers 5 F/47 

Top Chicago adwoman began agency career after bit of wandering. 
K. Sederberg. (TL&K's Virginia Doetsch). 26 F/12 


Charts help guide Kathy's career as member of ‘Girl Talk’ rep team. 


J. O'Gara. (Kathy Aaronson, Girl Talk space-selling staff). 
26 Mr/89 
Cunningham, > ffy selected for AAF’s Ad Hall of Fame. 9 Ap/6 
Lubow says Bernbach ‘restored my faith.’ F. Danzig. 4 Je/88 
John Caples: For half a century a writer of classic mail order ads. 
J. O'Gara. 10 S/42 
A ‘superfluous’ adman visits China. 717 S/25 
Ten who made ad news in 1973. 17 D/2 
ADVERTISING, PREEMPTIVE 
When preemption becomes foolish. S. Bernstein (Preemptive 
advertising, by its very nature, won't work if all the competitors 
are trying to preempt the same thing). 5 N/14 
ADVERTISING—REGULATION 
See 
GOVERNMENT REGULATION 
LOCAL REGULATIONS 
SELF REGULATION 
STATE REGULATIONS 


ADVERTISING RESEARCH FOUNDATION 

Whatever became of...? An up date on some of 72's research 
projects. J. Honomichi. 26 F/154 

Simmons forming new research unit. J. Forkan. 26 N/48 

ADVERTISING REVIEW BOARDS 

Montgomery will head new Oregon ad review board. 12 Mr/39 

San Diego ad complaint desk formed. 26 Mr/109 

Minnesota starts ad review setup. 30 Ap/24 

Westchester adclub, BBB back ad review board. 30 Ap/29 

Reddin named to S. Calif. ad review board. 24 S/2 

Keeping regulators away is top topic at AAF. 29 0/4 

Campbell to urge more local review. 19 N/51 

See also 
LOCAL REGULATIONS 
STATE REGULATIONS 

ADVERTISING REVENUES 

See ADVERTISING EXPENDITURES 

ADVERTISING—ROLE 

Complete text of the last chapter of ‘Advertising and the Public 
Interest,’ an analysis of the FTC’s hearings on modern advertis- 
ing practices. 12 Mr/78A 

Unfair is fair in strange new world, CBS show proves. Editorial. 
(CBS News’ documentary on advertising and tv commercials 
was unfair and slanted). 30 Ap/2 


Bloede asks newspaper execs to join fight for ‘freedom to advertise’. 


J. Forkan. 30 Ap/3 
Smithsonian's adless view of press points up lack of good 
spokesmen. S. Cohen. 7 My/12 
Tatham assesses agencies’ role in print, tv, research. 7 My/42 
Canadian advertisers urged to be responsive to growing pressures. 
R. Bechtos. 27 My/38 
New 4A's president sets battle for ad ‘freedom.’ J. O'Gara. 
21 My/32 
Phoenix juniors launch drive to show ads’ role. 27 My/44 
Consumers can’t be forced to buy through ads: Dunn. (Researcher 
says that consumers do not buy against their wills; products are 
developed to satisfy consumers’ wants & needs). 3 S/6 
O'Toole urges ‘outrage’; Goodis: Refuse bad ads. 24 S/77 
More controls for life insurance ads urged at LIAA. (Also, 
advertising should give the public what it wants rather than 
persuade the public to buy what is offered). 22 0/173 
Demsetz says ad freedom is best tool against fraud. 22 0/151 
Today's woes may help ad fieid: Crain. 29 0/77 
Kirkpatrick hails ad role. § N/75 ~ 
No alternatives to ads, Stuart declares to AAF. 12 N/80 
Shortages seen affecting every advertised product. 79 N/23 


Without advertising, no food industry. C.W. (“Tex”) Cook. 
(Excerpt from a presentation by Tex Cook to the FTC hearings 
on advertising in 1971.) 19 N/40 

What is advertising? What does it do? 27 N/8 

The advertiser—how he operates for mass selling to mass markets. 
21 N/20 

Basic convictions about advertising. 27 N/26 

Freedom must advertise, or it surely will lose itself. T. Dillon. 
21 N/204 

Ads’ role: Boost brand use. 26 N/8 

Europeans say advertising is vital, are less critical than Americans. 
26 N/26 

See also ADVERTISING EFFECTIVENESS 

ADVERTISING & SALES 

See ADVERTISING EFFECTIVENESS 

ADVERTISING—SIMPLE-MINDED 

Simple-minded advertising may sell—-but is it worth it? Larry 
Plapler. 29 0/44 

The tv spot: If you enjoy it, maybe you shouldn't run it. David 
Grayson. 3 D/52 

ADVERTISING SPOKESMEN 

General Foods Cora against Mrs. Olson. 7 Ja/2 

DeBusschere touts Great Day item. 15 Ja/29 

Burl Ives for Academy Life joins star spokesman ranks. 5 F/28 

Talent provides hints on better commercials. 5 F/33 

Fina ads feature Don Knotts. 19 F/16 

Aurora lures Flip Wilson for tv spots. 79 F/10 

Jack Stewart does ads for Mr. Wrangler. 26 F/159 

B.-Ramo tv ads feature ad manager. 19 Mr/37 

Mr. Dirt’s a household word; Mobil flushed with success. 26 Mr/6 

DiMaggio ad for Bowery doesn't score with some. 9 Ap/27 

Chad Everett to star for credit unions. 9 Ap/69 

Struggling actors are struggling harder, as celebs star in tv ads. 
M. Christopher. 23 Ap/18 

American sets freight push. (Chet Huntley is spokesmen). 

7 My/40 

Murray the Cop likes tv ad beat. M. Christopher. 78 Je/38 

Dick & Dan push ‘Dial 1.’ (Bell Sytem spots use Rowan & Martin). 
25 Je/31 

Bill Russell tosses ‘em in again in rematch with AT&T !ong lines. 
J. O'Connor. 23 Ji/2 

The Winchester man—he can talk. H. Bernstein. 23 J//6 

Duke puts his mark on Hair Trigger men’s line. (John Wayne is ad 
spokesman). 6 Ag/54 

Hamilton Beach wares set for $2,700,000 fall drive (Joe Namath 
is spokesman for corn popper). 6 Ag/54 

Reilly dons banana suit for new Bic ink crayons. 13 Ag/8& 

Karras stars for Faygo line. 13 Ag/24 

Citrus group overlooks bare facts, gives Rigby nod to sell grape- 
fruit. 20 Ag/1 

Hart Schaffner tv spots to star actors, athletes. 10 S/45 

Cessna stays with Meredith for its new fall campaign. 77 S/59 

Alan King stars in ‘Newsday’ push. 24 S/52 

Art Linkletter to promote gifts for bank savers. 1 0/33 

NAIA sets broadcast. (Robert Vaughn is spokesman). 7 0/59 

Berol tests Spree pen with Killy ads. 1 0/66 

Pope Paul in radio ads for Quebec group. 15 O/2 

Rubinstein may drop Katharine Ross from ad program. 15 0/34 

Rodney a star via Jack-in-the-Box. H. Bernstein. 15 O/52 

Yogi's son runs afoul of NCAA for skivvies ad. 15 0/94 

Jantzen again uses celebs. 15 0/96 

Superstars push product lines; for some, start of a new career. 
22 0/32 

Scovill broadens Namath’s assignment to corporate. 22 0/46 

Avis, Hertz ads take problem-solving approach. (Jack Palance is 
spokesman). 29 0/16 

Though not first, Della Femina still wants Lovelace. 29 0/78 

‘Dial down,’ exhorts new Amoco effort. (Johnny Cash is spokesman). 
5 N/4 

Ol’ Redhead plugs automobile items from W. Germany. (Arthur 
Godfrey is the spokesman). 5 N/26 

Drug chain signs skater. (Karen Magnussen for Shoppers Drug 
Mart). 3 D/31 

Dodge returns Rebellion Girl for auto show. 3 D/75 

Doris Day tv ads indicate rollout for GF dog food item. 24 D/3 

Baseball stars top poll of ‘trusted endorsers.’ 37 D/22 

ADVERTISING SUBSTANTIATION 

See ADVERTISING CLAIMS 
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ADVERTISING—SUPPORT 

The nest fouler is a nasty bird. S. Bernstein. (Public's distrust 
of advertising stems from the unwillingness of advertising’s 
own people to say a kind word for it. and their eagerness to run 
it down). 12 F/12 

The real value of advertising. S. Bernstein (When all other things 
are equal or nearly so, advertising can—and does—guide the 
buyer's hand to a preference for one brand over another). 
19 F/14 

Wheeler to ANA: Back ad profession. 26 F/3 

Ad Education Foundation is activated at AAF. J. Graham. 
21 My/6 

Too complacent about criticism? S. Bernstein. (SRB agrees with 
AA's vigorous denunciation of CBS News’ special tv program 
on advg.). 27 My/16 

Group seeks FCC ruling on NAB spots. (Radio Free America 
spots challenged). 27 My/50 

ls advertising leader or follower? S. Bernstein. (Advertising caters 
to the demands of society and does not claim the role of 
social leader; ads to children cited as an example). 9 J//16 

Hotline adman Kert fills the info gap for Canada consumer. 
3 S/37 

Demsetz says ad freedom is best tool against fraud. 22 0/157 

Try ‘You're O.K.’ on critics, Genge tells Houston club. 22 0/1517 

Tannenbaum urges pro-ad ad campaign. 29 0/64 

Crichton asks slowdown of self criticism. 5 N/76 

No alternatives to ads, Stuart declares to AAF. 12 N/80 

Freedom must advertise, or it surely will lose itself. Tom Dillon. 
21 N/204 

Clean up taste in television programs—and commercials will 
improve, critics abate. Fairfax Cone. 27 N/225 

See also 
ADVERTISING, CRITICISM OF 
ADVERTISING—IMAGE 

ADVERTISING VOLUME 

See ADVERTISING EXPENDITURES 

ADVERTISING VS. EDITORIAL 

INAE told to exercise more influence on news. (Major retailers 
told to be mindful of news stories that could be written about 
retail establishments). 29 Ja/3 

It's censorship, and it's needed. S. Bernstein. (The prime target 
for the owner of any medium is the audience; the advertiser 
must be secondary). 29 0/14 

Texaco objects io logo use by counter ad group. 26 N/59 

ADVERTISING VS. SALES 

Percentage of sales invested in advertising in 1969-70. 16 J//34 

FTC to seek detailed data on ad investments. (FTC begins a new 
statistical project which will help the investor determine which 
product lines are most productive in terms of return to the 
investor). 3 S/3 

ADVO-SYSTEMS 

Advo appoints Cowie. 17 S/64 

AENEID EQUITIES INC. 

Aeneid revenues rise. 72 Mr/39 

Name change tc New York Magazine Co. 14 My/93 

AEROFLOT 

Neither war nor trade row deters ads for Aeroflot. 22 O/1 

AEROSOL CONTAINERS 

Aerosol problems may shift hair spray lines to manual pump 
bottles. L. Baltera 10 D/3 

AETNA LIFE & CASUALTY 

Aetna opens shops in suburban malls. 26 N/59 

AFFILIATED ADVERTISING AGENCIES INTERNATIONAL 

Littman is elected AAAI president. 7 My/32 

AFRICA 

Interpublic to buy Grant's Africa shops. 15 0/95 

AFRO-AMERICAN ASSN. OF ADVERTISING AGENCIES. 

Afro-American agency group formed. 19 Mr/60 

AFRO-AMERICAN NEWSPAPERS 

Black supplement set for April bow. 5 F/67 

AGRICULTURE 

How agriculture uses advertising. 27 N/162 

AGRICULTURE COUNCIL OF AMERICA 

Farmer's viewpoint is tack for new Agri Council spots. 26 N/8& 

AIR BAGS 

After talks, revisions, ABC airs Allstate air bag spot. 5 F/3 

GM air bag will bow sans ad support. 17 D/109 


AIR CANADA 

Air Canada’s ‘enRoute’ resumed as monthly. 26 F/132 

AIR CONDITIONING & HEATING 

Day & Night sets tv. 19 F/65 

Tappan budgets $2,000,000 for air conditioning drive. 26 F/6 

Advertising to feel energy pinch for 15 years. E.B. Weiss (#1 in 
series, causes and future of the energy crisis). 9 J//1 

U.S. not for efficiency labels; public is cool, say appliance 
makers. T. Rowan. (Consumers not too interested in more 
costly but more efficient appliances, major manufacturers say). 
30 Ji/2 

FTC settles Rheem, Amstar ad cases. 12 N/89 

Fuel crisis sparks heavy electric heater sales. 3 D/2 

Construction men see shortages hit building design. 10 D/12 

AIR FREIGHT 

See SHIPPING 

AIR TRANSPORT ASSN. 

Domestic charter bill may hypo air budgets. 7 0/70 

AIR TRAVEL ASSN. 

Airlines against ads saying that you could get bumped. 29 0/2 

AIRBORNE FREIGHT CORP. 

Airborne tackles Emery in current print push. 23 Ap/137 

AIRLINES 

Ketchum uses postage-free coupon for JAL campaign. 15 Ja/29 

Southwest escalates battle with Braniff over air fares. 19 F/28 

British Caledonian enters airlines’ low-fare scramble. 19 F/29 

UAL ads wed prior efforts: friendly skies, your land. 19 F/62 

Allegheny, Pan Am set joint ad drive. 2 Ap/8 

Southwest Air extends cut fare. 9 Ap/47 

Airline, travel advertising declined in ‘71. 9 Ap/66 

TWA runs corrective ads to settle CAB complaint. 9 Ap/86 

CAB warns airlines on deceptive ads as TWA, Mercury end 
throwaways.’ 77 Je/3 

Ogilvy loses Texas airline for pitching Continental. 6 Ag/2 

American ads alter offer of ‘fairest fares’. 6 Ag/53 

Retailers now push United's ‘Six-Pack’s.’ 6 Ag/58 

New NH&S ads ready but Continental still looking. 3 S/8& 

National to ‘Fly me’ for third time in new ads. 10 S/2 

Expanded Eastern service to Florida gets Chicago push. 17 S/64 

Continental picks B&B as airlines’ turbulence grows. D. Grant. 
1 O/1 

Domestic charter bill may hypo air budgets. 7 0/70 

Merger-made British Airways gets $5,000,000 U.K. push. 7 0/32 

Eastern plans major drive to counter travel slowdown. R. Bechtos. 
(A look at how the major airlines are playing up services). 
15 0/2 

Neither war nor trade row deters ads for Aeroflot. 22 O/1 

Getting back to basics. Editorial. (Airline advertising presents a 
lesson to marketers: find out what consumers want—then 
give it to them & forget building campaigns on meaningless 
slogans and promises.) 22 0/14 

Western Airlines Whoosh ‘n Schuss promo lures skiers. 22 0/131 

— sets new ad campaign for computerized vacation tours. 
29 0/2 

Airlines against ads saying that you could get bumped. 29 0/2 

Eastern drafts flight cut ads; United undecided. R. Bechtos. 
5 N/2 

British Airways in major drive. 72 N/217 

Isn't it fun to do it the hard way? S. Bernstein (The problem of 
overbooking by airlines can be solved by charging a modest 
no-show fee to those who don’t cancel within a certain time 
limit). 26 N/12 

Qantas drops ‘kick around’ quote in ad. 3 D/16 

Airline ads tackle shortage; TWA ‘flying again.’ 24 D/2 

See also TRAVEL & TOURS 

AIRPLANES 

Cessna sets learn-to-fly net tv drive. 19 Mr/2 

Cessna stays with Meredith for its new fall campaign. 17 S/59 

Bede introduces low-cost plane; jet version next. 7 0/68 

AIRPORTS 

O'Hare airport ad agency in federal probe. 20 Ag/57 

AIRWICK INDUSTRIES 

Airwick tests disinfectant, ads aimed directly at Lysol. 4 Je/97 

ALBANY FOUR STAR TRAVEL 

Four Star ads try to peddle travel to public. 3 S/38 

ALASKA 

Ads seek Alaskan claimants. 7 Ja/25 
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ALBERTO-CULVER CO. 

NAB votes multi-30s curbs over Alberto protest. 15 Ja/3 

Alberto backs new VO5 item with heavy tv. 15 Ja/8 

‘Disappointed’ Alberto ponders new code rules. 29 J/a/41 

Miss Alberto Whipped creme is company’s newest youth effort. 
V. Adams. 12 Mr/22 

FC&B, Rosenfeld lose Alberto-Culver billings.30 Ag/2 

Loose A-C billings given to three. 14 My/8 

Alberto MT5 in nat'l distribution. 25 Je/69 

Code men bend on 30s. M. Christopher. 2 J//8 

—a 30s still a no-no, code board says. M. Christopher. 
23 Jif 

Alberto sets heavy ad drive for new-formula FDS spray. 7 O/3 

Alberto drops N.Y. shops; Post-Keyes added to roster. 177 D/130 

ALEXANDER, PEARSON & DAWSON 

Alexander, Pearson tv reps formed. 4 Je/87 

ALITALIA AIRLINES 

Alitalia lands account at DKG shop. 8 Ja/8 

ALLEGHENY AIRLINES 

Allegheny, Pan Am set joint ad drive. 2 Ap/8 

Airlines against ads saying that you could get bumped. 29 0/2 

ALLEN PRODUCTS 

NARB panel takes hard stance on Kal Kan ad claim. 29 Ja/1 

Purina, Alpo battle turns into dog fight as spots air. 12 Mr/1 

Wayne tries head-on ploy against Alpo. 9 Ap/73 

Alpo diversifies into booming dry category. 7 0/3 

ALLER & ASSOCIATES 

Aller forms unit. 19 Mr/46 

ALLIED CHEMICAL CORP. 

Allied Chemical begins U.S.-German campaign. 28 My/57 

ALLIED MILLS INC. 

Wayne tries head-on ploy against Alpo. 9 Ap/73 

Wayne Tail Wagger set. 6 Ag/49 

ALLSTATE INSURANCE CO. 

After talks, revisions, ABC airs Allstate air bag spot. 5 F/3 

Allstate tv ‘family’ bows. 16 Ap/24 

ALLY, CARL, INC. 

Interpublic leads agency pr effort to woo Wall St. D. Grant. 
(BBDO & Ally still waiting for better market conditions before 
going public.) 79 F/7 

Bates says it will ignore Avis in new Hertz drive. D. Grant. 

28 My/2 

Five N.Y. shops fill top positions. 4 Je/98 

ALTES BEER (div. of National Brewing). 

Altes jingle is hit in Detroit. 17 Je/43 


ALUMINUM CO. OF AMERICA 

Alcoa ads seek lyrical rig. 13 Ag/53 

AMANA REFRIGERATION 

Two items lead new Amana push. 72 F/50 

Microwave units take 5% of range market in ‘72; consumers 
still cool. L. Baltera. 719 Mr/3 

Amana files with FTC on CU report. 9 Ap/8 

Am: , uses ex-CU man in rebuttal. 2 J//53 

Ar .a offers skillet with Radarange buy. 3 D/76 

4 .ana promotes Radarange as energy-saving appliance./0 D/6 


AMERICAN ACADEMY OF ADVERTISING 

Nagging dilemma facing academia. S. Bernstein. (Ad professors 
should direct students toward ad-related jobs as agency 
employment is going down). 2 Ap/12 


AMERICAN ADVERTISING FEDERATION 

AAF hears Schick, Kellogg responses to consumerism. S. Cohen. 
§ F/1 

Ads to kids, drug spots defended at AAF meet. 5 F/3 

Cunningham, Duffy selected for AAF’s Ad Hall of Fame. 9 Ap/6 

Four A's is out of touch, Harris says. 7 My/38 

AAF names seven adwomen of year. 7 My/39 

McCann, Botsford, Grey share Best in West honors. 7 My/64 

Youth tunes out advertising, speakers warn AAF mesting. J. 
Graham. 27 My/3 

Ad Education Foundation is activated at AAF. J. Graham. 27 My/6 

ADS group merges with AAF. 27 My/98 

Harnessing young talent. Editorial. (Merger of ADS into AAF 
praised; Ad Council could act as repository for AD |! campaigns). 
28 My/14 

Let's tell the facts. Editorial (Praise for the Advg Educational 
Foundation and the Four A’s speakers’ bureau). 28 My/14 

Keeping regulators away is top topic at AAF. 29 0/4 


Anti-trust newest worry for ad field, AAF meet hears. H. 
Bernstein. 5 N/2 

No alternatives to ads, Stuart declares to AAF. 12 N/80 

Consumer role in FTC children’s ad project may trigger AAF 
exit. S. Cohen. 10 D/1 

AMERICAN AIRLINES 

Chait set to file plea of ‘not guilty’; others mum in American 
bribery case. 72 F/? 

American Airlines supplier changes to plea of guilty. 72 Mr/23 

American Air ‘72 revenue was up 8.7%. 16 Ap/88 

American sets freight push. 7 My/40 

Pan Am boosts budget as devaluation worries threaten foreign 
trips. R. Bechtos. (Report on how setbacks in the economy are 
affecting leading airlines). 16 J//2 

American ads alter offer of ‘fairest fares’. 6 Ag/53 

C.R. Smith return to American puts freeze on plan to drop DDB. 
D. Grant. 24 S/1 

Continental picks B&B as airlines’ turbulence grows. D. Grant. 
1 O/1 

Eastern plans major drive to counter travel showdown. R. Bechtos. 
(Report on latest airline campaigns). 75 0/2 

American's Andersen out as DDB stays. 24 D/8 

AMERICAN ASSN OF ADVERTISING AGENCIES 

Cual responsibility option is okayed by 4A’s, MPA, ABP. D. 
Grant (Magazines can hold advertiser liable). 19 Mr/1 

Four A's plans to print new magazine contracts despite MPA 
board delay. D. Grant. 26 Mr/1 

Four A's faces ‘the Form’. Editorial. (Four A’s lends subtle recogni- 
tion to dual responsibility—a concept long favored by AA). 
26 Mr/16 

Nagging dilemma facing academia. S. Bernstein. (Ad professors 
should direct students toward ad-related jobs as agency 
employment is going down). 2 Ap/12 

NAB to resist ‘institute bill; Moss staff revising. 2 Ap/57 

Four A's is out of touch, Harris says. 7 My/38 

Four A's elects officers for regional, local units. 7 My/66 

Challenge counter ads or free press in trouble, Stanton warns 
Four A's. (Also Crichton criticizes govt. attitude, 4A’s forms 
speakers bureau).27 My/2 

4A's elects Bloede. 27 My/2 

New 4A's president sets battle for ad ‘freedom.’ J. O'Gara. 
21 My/32 

Let's tell the facts. Editorial. (Praise for the Advertising Educational 
Foundation and the Four A’s speakers’ bureau). 28 My/14 

Four A's elects western officers. 25 Je/72 

Agencies’ 1st half good; top 30 shops expect this year to beat 
1972. 9 Ji/1 

Stephens new western vp for Four A's. 9 J//80 

Four A’s agencies costs, profits: 1963-1972. 6 Ag/46 

Black interns get taste of ad agency life; many desire longer 
program. C. Colman. 3 S/34 

Let industry regulate itself, I'll enforce law, Engman says. H. 
Bernstein. 22 0/1,10,54 

Be hard on comparison ads: Roberts to Four A’s. D. Grant. (A 
number of advertising people give views on comparative 
advertising at the 4 A’s eastern conference.) 19 N/1 

Blasts Anacin, old Spic & Span ads. 79 N/3 

Four A’s unruffled by Tracy-Locke proposal; says ‘allowances’ 
common. 10 D/2 

Johnson appointed. 70 D/10 

Not enough of us are aghast. S. Bernstein. (SRB is aghast at 
- 4A’s reaction to the Tracy-Locke media shakedown affair). 

7 0/14 

AMERICAN ASSN. OF NEWSPAPER REPRESENTATIVE 

Renamed National Advertising Sales Assn. 15 0/39 

AMERICAN ASSN. OF PUBLISHERS’ FREEDOM TO READ 

COMMITTEE 

Film makers, publishers join forces; unsure of obscenity ruling 
effects. (Notes the mixed reactions of publishers and film 
producers over the probable effect of the Supreme Court's 
obscenity ruling). 9 J//3 

‘AMERICAN AUTO DIGEST’ 

Cassette monthly bows in Detroit. 22 Ja/64 

AMERICAN AUTOMOTIVE UNITS INC. 

Court sets fine in ‘gas misers’ false ad case. 23 J//27 


AMERICAN BAKERIES CO. 
American Bakeries pits Honey V vs. naturals. 18 Je/109 
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AMERICAN BANKERS ASSN. 
ABA account to Leo Burnett Co. 30 Ap/8& 
AMERICAN BRANDS INC. 
American Brands buys. (W.R. Case & Sons). 8 /Ja/50 
American Brands names Heimann chairman. 26 F/133 
AMERICAN BROADCASTING COS. INC. 
ABC revenues up 15%. 2 Ap/49 
ABC posts a record 1972. 23 Ap/42 
—ABC FILMS 
Renamed Worldivision Enterprises. 26 Mr/96 
—ABC RADIO 
ABC announces five shifts; KWGN names West, Rosella. 
30 Ap/81 
ABC Radio sets 4th quarter ‘73 test ad campaign. 
29 0/65 
—ABC-TV 
Potential sponsors calm as NBC hits ABC ‘swipe’ of 
Olympic coverage. J. Forkan. 7 Ja/? 
Way ahead on all sales, ABC-TV tells affiliates. M. 
Christopher. 28 My/2 
‘Bob & Carol’ gets axe from ABC, other cuts at least two 
weeks away. 29 0/3 
Axe finally falls at ABC-TV as six shows are canceled, 
three shifted. M. Christopher. 26 N/7 
ABC expects Olympic losses in ‘76 despite more hours. 
22 Ja/4 
CTW asks prime time rule waiver, seeks ABC deal for 
spscial show. J. Revett. 26 F/3 
ABC exec warns against hurting kid tv ad base. 26 F/134 
Little new in ‘73 warm weather tv. J. Forkan. 27 My/4 
Tennis boosts ABC in first demographic ratings. M. 
Christopher. 22 O/7 
ABC signs up for Nielsen overnights. 8 0/70 


AMERICAN BUSINESS PRESS 

Ries unveils ABP’s new Avis-type ads. 79 F/2 

Dual responsibility option is okayed by 4A’s, MPA, ABP. D. Grant. 
19 Mr/1 

Raps med journal ‘clutter’ at ABP. S. Feldman. 7 My/2 

Business press under-used, says Lingren, new ABP head. 7 My/70 

Some ABP men leery about cassettes, non-print media. 14 My/42 

ABP’s Mill says ‘73 ad vol could top $900 million. 27 My/10 

ABP names 21 for ad awards. 28 My/20 

Paper men, others should rely more on ads to sell. 20 Ag/52 

ABP initiates Phase Two of ‘star’ effort. 8 0/65 

Be watchdog for free enterprise, ABP told. 29 0/8 

Editors’ survey shows ‘74 up, but not as much. 77 D/127 

See also BUSINESS PRESS 

AMERICAN CAN CO. 

Y&R splits as American Can spendin dips. 8 Ja/57 

American Can to Esty for paper group. 5 Mr/43 

AMERICAN CHICLE CO. 

Chiclets pits its Super Cherry against Life Savers gum. 15 Ja/4 

W-L reports record sales. (Profile of W-L in ‘72). 9 Ap/28 

Adams gum rolls out. 14 My/25 

Trident rolls out gum. 8 0/65 

W-L protests mint lead with Dynamints vs. Tic Tac import. 37 D/1 


AMERICAN CIVIL LIBERTIES UNION 

ACLU plans suit on N.Y. drug law. 26 Mr/6 

Challenge FCC sex talk fine. 27 My/8 

AMERICAN CYANAMID CO. 

Cyanamid assigns Dreher billings to Ferber & Strauss. 8 Ja/54 

Amer. Cyanamid profits hit peak. 9 Ap/44 

Breck adds funds for summer drive. 23 Ap/8 

LaDove named to head Watsco Winslow unit. 23 J//74 

Dial bids to buy Burley, Man-Power. 17 D/130 

AMERICAN DAIRY ASSN. 

ADA agrees to back up its milk claims. 27 Ag/189 

AMERICAN EXPRESS CO. 

Carte Blanche to start tv ad drive aimed at No. 1. H. Bernstein. 
19 F/1 

Let's make price perfectly clear. S. Bernstein. (Clear indication of 
$15 annual fee needed in American Express ads). 23 Ap/16 

American Express makes fee clear. S. Bernstein. 17 Je/14 

AMERICAN EXPRESS PUBLISHING CORP. 

American Express ‘T&L’ is monthly; ‘Europa’ also bows. 22 0/153 


AMERICAN FEDERATION OF TELEVISION & RADIO 
ARTISTS 

NAB sets its defense to AFTRA suit. (AFTRA challenges code 
tules denying kid tv hosts from endorsing products in com- 
mercials in or adjacent to their own shows; also, Court rules 
Wm. Buckley does not have to join the union to work on tv). 
29 Ja/80 

Rates up, but some leeway exists in new contract on tv ad talent. 
M. Christopher. 12 F/4 

Broadcasters talk, record men mum on payola. J. Forkan. 2 J//3 

AMERICAN FILM THEATRE 

Film Theatre sets push. 19 F/53 

AMERICAN FINANCIAL CORP. 

Keating new chief exec at ‘Enquirer’; Gormley exits.5 N/76 

AMERICAN HOME PRODUCTS CORP. 

Cold suffers! Have you wondered which preparation is best for 
you? (FTC released cold remedy data.) 22 Ja/2 

FTC issues plaint against three in analgesic ad case. 19 Mr/2 

Pilot feels Dristan traffic spotter tv ad could be ‘misleading’. 
23 Ap/3 

AHP finishes tv buys: raps price hikes. 23 Ap/140 

Harper names at Whitehall; Petersen to AHP vp post. 6 Ag/3 

Groups attack AHP, others for pulling ‘Maude’ ads. M. Christopher. 
20 Ag/55 

With Easy-Off under review, AHP denies data to NAD. 79 N/50 

AMERICAN HOME PUBLISHING CO. 

Carter buys Downe’s ‘AH’; will head his own company. 24 D/1 

AMERICAN HONDA MOTOR CO. 

New Honda models to bow. 7 Ja/8 

One small problem. (Honda Civics travel 29.1 mpg but U.S. 
delivery dates have not been set). 24 S/? 

Honda to use ail three tv nets in ‘74 cycle campaign. 3 D/52 

AMERICAN MARKETING ASSN. 

McCall raps the positioners; Trout says strategy is king. 5 F/3 

Ad effectiveness dips; brand manager system partly to blame: 
Buell. L. Edwards. 30 Ap/3 

Business unaware, ‘house is on fire,, McCaffrey says. 7 My/74 

Can ad effectiveness be measured? AMA conference hears both 
sides. J. Revett 14 My/2 

McCann tops Clio-Effie competition. D. Grant. 717 Je/4 

Grey, B&B, Needham print Clio leaders. 25 Je/26 

Objectivity essential to effective research efforts, AMA meet hears. 
T. Rowan. 12 N/6 

AMERICAN MEDICAL ASSN. 

AMA protests NBC health special; asks FCC for time. 14 My/517 

AMERICAN MOTORS CORP. 

Roy Chapin Jr. American Motors chairman is named Adman 
of the Year by Advertising Age. H. Quinn. 8 Ja/1 

For my money, this is advertising. S. Bernstein. (AMC's ‘Extended 
Buyer Protection Plan’ lauded). 719 Mr/14 

Nichols: Big idea plus consumerism makes good ads. 14 My/41 

CBBB readies 3-city test of emblem use for members. (AMC first 
to use CBBB endorsement in an ad). 9 J//2 

American Motors ‘74 ad campaign centers on Buyer Protection 
Plan. R. Gray. 6 Ag/3 

American Motors will use humor in new car campaign. 3 S/4 

Volkswagen boosts ‘74 ad budget for new Security Blanket 
warranty. R. Gray. (Compared to AMC's Buyer Protection Plan). 
15 0/3 

Jeep’s broadened line getting more tv support. 75 0/38 

AMC's ad theme boost for research, Freeman says. 12 N/67 

Luxury car makers cite record sales. 19 N/62 

AMERICAN NEWSPAPER PUBLISHERS ASSN. 

ANPA issues first survey of readership. 30 Ap/82 

Bloede asks newspaper execs to join fight for ‘freedom to adver- 
tise’. J. Forkan. 30 Ap/3 

Have enough newsprint: ANPA head. 24 S/101 

AMERICAN OPTICAL CORP. 

American Optical loses its fight to bar Autotrol’s circled ‘A’ logo. 
S.A. Diamond. 12 Mr/61 

AMERICAN PETROFINA INC. 

Fina ads feature Don Knotts. 19 F/16 

AMERICAN RED BALL TRANSIT CO. 

Red Ball code gets ad play. 29 Ja/42 

AMERICAN RED CROSS 

Red Cross gets ‘thank you’ ads. 9 Ap/87 

AMERICAN RESEARCH BUREAU 

Spanish-language net still battling ratings. 26 F/140 
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ARB studies entry into TV measurement. 12 Mr/23 

ARB local brand rating reports set. 9 J//32 

ARB ratings list few new shows at top. 26 N/2 

Arbitron sample grows. 3 D/32 

AMERICAN REVOLUTION BICENTENNIAL COMMISSION 

See BICENTENNIAL 

AMERICAN SAFETY RAZOR CO. 

Leg men all, Schick, Gillette, ASR heat up women’s wet shave 
market. 26 Mr/3 

ASR to push new Double |i razor system. J. O'Connor. 30 Ap/? 

AMERICAN SOCIETY OF TRAVEL AGENTS 

Alka-Seltzer tv spot gives travel agents a headache. 25 Je/49 

Don't dare be funny? Editorial. (ASTA’s warpath against an Alka- 
Seltzer spot shows an overreaction and a lack of a sense of 
humor). 25 Je/12 

AMERICAN TELEPHONE & TELEGRAPH 

AT&T drops Long Lines tv specials. 7 Ja/3 

Happy with ‘Call Me’ radio effort, Long Lines unit is expanding 
buy. 16 Ap/3 

Dick & Dan push ‘Dial 1.’ (Bell spots use Rowan & Martin). 
25 Je/31 

Bill Russell tosses ‘em in again in rematch with AT&T long lines. 
J. O'Connor. 23 Ji/2 

MCI seeking counter ads from FCC to fight AT&T. 19 N/2 

AT&T leads ‘72 corporate ad spending. 3 D/40 

AMERICAN TELEVISION COMMUNICATION CORP. 

ATC acquires rest of Time cable systems. 4 Je/69 

AMERICAN TELEVISION & RADIO COMMERCIALS 
FESTIVAL 

McCann tops Clio-Effie competition. (tv). 17 Je/4 

Grey, B&B, Needham print Clio leaders. 25 Je/26 

Mazda tops radio Clio, Effie awards. 25 Je/58 

AMERICAN TOBACCO CO. 

Iceberg 10 is national. 8 Ja/48 

Lemon-flavor Twist cigaret begins tests in two cities. 27 My/1 

Lorillard drops Redford; L&M quits test of Adam. J. O'Connor. 
(Also, lemon Twist completes national roll out). 77 S/7 

American beats drums for new Safari cigarets. J. O'Connor. 5 N/& 

AMERICAN VEGETARIAN ASSOCIATION 

Vegetarians will go to court over Oscar Mayer ads. 22 Ja/26 

AMES CO. 

Miles unit, Rystan pick Lavey/Wolff. 8 Ja/63 

Ames sales aid hit with medicos. 15 0/68 

Ames taps 3 to fill vacated posts. 14 My/25 

AMFAC INC. 

Fred Harvey seeks shop. 22 Ja/42 

AMITY LEATHER 

Print leads Amity drive. 5 Mr/59 

AMMIRATI PURIS AVRUTICK 

New Y&R-backed shop gets Chrysler vehicle. 3 S/7 

Competing accounts. Editorial. (AA welcomes attempts to solve 
the conflicting accounts problem; Y&R’s half-owned APA 
agency is such an attempt). 70 S/14 

Harvester plows under Y&R's spin-off scheme. 7 0/2 

AMOCO OIL CO. 

Survey data substantiates Amoco claims, NARB rules. 4 Je/7 

‘Dial down,’ exhorts new Amoco effort. 5 N/4 

AMSTAR CORP. 

Amstar okays corrective ads on sugar.18 Je/8 

FTC settles Rheem, Amstar ad cases. 12 N/89 


AMTRAK 

Continental steers clear of Greyhound, Amtrak ad hassle. J. 
O'Connor. 25 Je/2 

Amtrak turboliner getting ad support. 8 0/56 

How U.S. uses advertising—a growing activity. 27 N/167 

Amtrak may hike ad budget to lure more travelers and save fuel. 
3 D/3 

ANALGESICS 

NARB turns down Kass on aspirin, Bauer complaints. 5 Mr/6 

A time for soft sell. Editorial. (NAB asked to tighten code rules 
to mute over-dramatized claims for medicine). 712 Mr/14 

FTC issues plaint against three in analgesic ad case. 719 Mr/2 

Headache helps may be Alka-Seltzer target if antacid rules pass. 
J. Revett. 9 Ap/3 

Blasts Anacin, old Spic & Span ads. 79 N/3 


ANDERSEN, JOHN 
American's Andersen out as DDB stays. 24 D/8 


ANDERSON, JON & ABRA 

‘Chicagoan’ will debut with 92.3 pages of ads. 3 S/47 

ANDERSON, CLAYTON & CO. 

Clayton buys Woody's. 8 0/58 

ANDERSON, NORMAN R., & ASSOCIATES 

Anderson shop opens with two accounts. 17 D/8 

ANDREWS, RALPH, PRODUCTIONS 

Andrews buys KPLM-TV. 5 Mr/57 

ANGEVINE, ERMA 

“aa Bristol-Myers on ad claims for Ultra Ban. N. Giges. 
5 F/1 

ANHEUSER-BUSCH INC. 

Busch beer adds eastward areas. 23 Ap/142 

Drive within drive set for Bud ‘73 push. 7 My/42 

Anheuser-Busch will stop marketing Bud malt liquor. 6 Ag/54 

ANIMALS 

Vegetarians will go to court over Oscar Mayer ads. 22 Ja/26 

Metaframe goes amphibian; looks for small agency. 5 F/72 

Hamm tests real bear in major market tv ads. 78 Je/2 

Chrysler's new tv spot proves hard to make—for the birds. 
A.C. Thomson. 29 0/46 

ANIMATION 

Hamm tests real beer in major market tv ads. 78 Je/2 

Animated version of Star Trek to bow Sept. 8. 6 Ag/56 

ANNUAL REPORTS 

Annual reports aid marketing aims; media cash in with special 
sections. S. Feldman. 16 Ap/58 

ANTACIDS 

Headache helps may be Alka-Seltzer target if antacid rules pass. 
J. Revett. 9 Ap/3 

Brioschi adds tv in rap at competiton. 30 Ap/81 

Alka-Seltzer exec says ads comply with FDA report. 7 My/50 

CU asks o.t.c. ads include side effects. (Latest report on FDA & 
antacid standards). 17 Je/2 

ANTIDIARRHEALS 

Upjohn begins 1st Kaopectate drive for consumers 13 Ag/4 

ANTIDOTES 

Ormont launches drug. 9 Ap/69 

ANTI-PERSPIRANTS 

See DEODORANTS & ANTIPERSPIRANTS 

ANTI-SKID SYSTEMS 

See AUTOMOBILE ACCESSORIES & PARTS 

ANTI-TRUST 

NAB sets its defense to AFTRA suit. (AFTRA challenges code 
ru'as denying kid tv hosts from endorsing products in com- 
mercials in or adjacent to their own shows). 29 Ja/80 

Heublein denies FTC Vintners buy complaints. 26 F/144 

Energy and resource crisis strain anti-trust laws; changes needed. 
E.B. Weiss. (Conditions have changed since the anti-trust laws 
were formed which means they may need liberalizing for 
consumer, as well as corporate, survival) 3 S/27 

Oil competition is growing, White House unit tells FTC. (The Oil 
Policy Committee makes public a study critical of the FTC’s 
anti-trust complaints against major oil companies). 70 S/4 

Anti-trust newest worry for ad field, AAF meet hears. H. Bernstein. 
5 N/2 

FCC votes for RKO station; Johnson out. 70 D/8 

See also LEGAL ACTIONS 

ANTIQUES 

U.K. ad authority looks askance at ‘instant antiques.’ 79 N/59 

APACHE CORP. 

Apache launches push. 23 J//64 

APPLIANCES 

U.S. hot for efficiency labels; public is coo!, say appliance makers. 
J. Revett and T. Rowan. 30 J//2 

Wake up, appliance makers! Editorial. (Appliance industry urged to 
provide and promote efficient appliances in these years of the 
energy crisis). 6 Ag/16 

Industry questions go unanswered as U.S. tells labeling proposals. 
(EPA unveils samples of gas labels it wants on 1974 cars, and 
the Bureau of Standards studies comments of appliance industry 
members on a voluntary energy conservation program). 
27 Ag/3 

Appliance downturn seen for ‘74. 29 0/30 

Gillette sets new unit for appliances. 72 N/2 


APPLIANCES—MAJOR 
Whirlpool introduces mini-washer. 17 Je/43 
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Hot lather units, curling irons will get major Yule drives. T. 
Rowan. (Farberware introduces Turbo-Oven at Chicago's 
Housewares Exhibition). 16 J//3 

Frigidaire’s Touch-N-Cook stove ready. 27 Ag/24 

Amana promotes Radarange as energy saving appliance. (Includes 
other news related to the energy shortage.)70 D/6 

APPLIANCES—SMALL 

Hamilton Beach promotes items for Mother's Day. 29 Ja/72 

Others hold fire as Hamilton Beach ads compare irons. 7 My/72 

Regal Ware's new consumer drive pushes Poly Perk. 28 My/47 

Proctor, Waring campaigns push new appliance lines. 17 Je/10 

Drip filters perk up coffeemaker market. J. O'Connor. 9 J//6 

Hot lather units, curling irons will get major Yule drives. T. Rowan. 
(Report on new and old products displayed at Chicago's 
Housewares Exhibition). 76 J//3 

Hamilton Beach wares set for $2,700,000 fall drive. 6 Ag/54 

‘How about this, chief? We build a 500 Ib. iron, see .. ." (GE creates 
a large model of its self-cleaning iron).7 0/26 

ARBITRON 

See AMERICAN RESEARCH BUREAU 

ARDEN, ELIZABETH, INC. 

Skin Dynamics gets ads. 12 Mr/10 

ARGENTINA 

Argentine shops say mayor's tax would be fatal. 76 Ap/90 

Nielsen in Argentina. 22 0/158 

ARGUS, INC. 

Rewinning ‘serious amateur’ aim of new Argus campaign. T. 
Rowan. 8 0/70 

ARGYLE SYNDICATE LTD. 

Argyle to handle pr for Creative Partners. 29 0/50 

ARMED FORCES 

See Individual Branches under U.S. 

ARMOUR & CO. 

Swift sued by Armour on Butterbalis. 23 Ap/135 

ARMOUR-DIAL CO. 

Lemon Chiffon national. 30 Ap/78 

Armour-Dial retests Tone. 13 Ag/6 

Dial bids to buy Burley, Man-Power. 17 D/130 

ARMOUR FOOD CO. 

Armour uses co-op tv with food chain. 10 D/74 

ARMSTRONG CORK CO. 

Hallmark, Armstrong tell media strategies. 70 D/30 

ARMS & AMMUNITION 

Weapons ad techniques hit. (Includes list of top 10 defense 
advertisers.) 15 Ja/65 

ARMY TIMES PUBLISHING CO. 

Army Times to encircle D.C. with weeklies. 18 Je/34 

ARPEJA-CALIFORNIA INC. 

Arpeja ads aim at independent gals. 26 F/135 

ART 

Codpiece caper raises eyebrows at art museum. (New ad campaign 
for Chauvenet red cap wine features a Breughel painting). 26 F/3 

Beam bottles use Weiss art in holiday collector's series. 1 0/69 

ART DIRECTORS 

Gruswitz is looking. A. Gruswitz. (A report from the job front from 
a job hunting ad artist). 29 Ja/54 

My life and times as an agency's first 23-year-old whiz bang. 
G. Treaster Jr. (Group Four’s 24-year-old AD looks back at the 
successes of his 23rd year). 6 Ag/38 

Art Directors opens. 30 Ap/81 

ARTIFICIAL SWEETENERS 

See DIET FOODS 

ASCH ADVERTISING 

Free taps Asch shop. 20 Ag/55 

ASSOCIATED PRODUCTS INC. 

Nabisco buy adds to pet, toiletries lines. 7 My/35 

Bristol-Myers’ ad names names in new tv drive ad for Ultra Ban 
5000. 13 Ag/2 

ASSOCIATED SPRING CORP. 

Marsteller gets ASC. 27 Ag/188 

ASSN. OF INDUSTRIAL ADVERTISERS 

AIA study indicates advertisers had highest median salary boosts. 
S. Feldman. 27 My/3 

AIA name change due, but maybe not until '74. 78 Je/3 

Increased supplier cost is serious problem for industrial advertisers. 
S. Feldman. (Report on the ‘73 AIA meet). 25 Je/3 

Ries new AIA president; seeks more member activity. 25 Je/72 


Advertising can exacerbate problems created by heavy demand, 
industrial men told. 2 J//55 

PPG and Ketchum win two AIA awards. 16 J//20 

AIA survey shows lass of an adman, management gap. 13 Ag/66 

Oregon AIA elects. 24 S/73 

AIA name change initial step toward new growth. S. Feldman. 
17 D/119 

ASSN. OF NATIONAL ADVERTISERS 

ANA unit taps Wheeler. 72 F/19 

Wheeler to ANA; Back ad profession. 26 F/3 

Ad effectiveness dips; brand manager system partly to blame: 
Buell. L. Edwards. 30 Ap/3 

ANA group gets tips on pay for services. 18 Je/51 

Brand management system is being overtaxed, Buell thinks. 
25 Je/3 

Admen say radio audience figures inadequate. J. Forkan. 25 Je/6 

Ads create monopoly, Betty Furness. 17 S/82 

be penta Lever ad post to join ANA office in Washington. 
80/1 

ANA hears FCC counsel hit cig ban; execs beef about tv. J. 
Forkan. (Report on the ANA tv seminar). 8 0/2 

Thurm: Excellent choice. Editorial. (AA lauds Sam Thurm’s full 
- appointment as senior vp in the ANA’s Washington office. 

5 0/12 

Wire, cassette competition for nets seen decade away. 15 0/32 

ie newest commissioner for voluntary ad disclosure. J. Revett. 
29 O/1 

Self rule needs more publicity; do-it-yourself trend growing. 
(Survey of how ANA members manage the advertising function 
— in-house, media buying services, creative-only services, etc.). 
5 N/1 

Self rule needs more publicity; do-it-yourself trend growing. 
J. O'Gara. (Advertising as a marketing tool will be totally 
ineffective unless the industry convinces government and the 
consumer that it can regulate itself). 5 N/7 

Lotspeich, Mitchel are ANA chairman and vice-chairman. 5 N/12 

Dietz to ANA: Bring back the ad director. 5 N/12 

Agency execs tell ‘how to.’ (Bernbach, Dillon, Seaman speak at 
ANA meeting). 5 N/76 

Hallmark, Armstrong tell media strategies. 10 D/30 


AUDIENCE MARKETING INC. 
Kwit heads AMI. 5 Mr/57 


AUDIENCE RESEARCH 

‘Time’ pushes Zip markets in new drive. 22 Ja/8 

RADAR study set. 79 F/16 

Spanish-language net still battling ratings. 26 F/140 

ARB studies entry into tv measurement. 12 Mr/23 

Usefulness of overnights hot topic. M. Christopher. 2 J//10 

Nielsen signs 13 for new audimeter service. 30 J//48 

Audience research units have ‘deficiencies’ in ethnic coverage: 
Y&R. 5 N/3 

Simmons forming new research unit. J. Forkan. 26 N/48 


AUDIO DEVICES, INC. 
Capitol 2 tapes take national bow. 72 F/16 


AUDIO MAGNETICS CORP. 

Audio Magnetics uses ‘outsiders’ for marketing. H. Bernstein. 
12 F/24 

Cartridge TV premature; others see growth ahead. H. Bernstein. 
(A look at the growth of the videotape market as Cartridge 
TV files for bankruptcy).9 J//2 

Audio Magnetics will reactivate innovation. H. Bernstein. 17 S/35 


AUDIO-VISUAL EQUIPMENT 

Professional speaker a hit, so JBL copies, promotes it. 26 F/137 

Warner quadradisc ads boost 4-channel sound. 7 0/12 

AUDIT BUREAU OF CIRCULATIONS 

Audit Bureau will offer reader, demographics data on U.S. 
newspapers. 19 Mr/3 

First BofA material set for new ABC data bank. 26 Mr/109 

Audit Bureau names Lehrter chairman. 12 N/42 

AUDITS & SURVEYS 

Number of retail outlets off; shoppers like dept. stores’ image, 
but go to discounters. 7 0/59 

Brazil gets Audits. 3 D/64 

AURORA PRODUCTS CORP. 

Aurora lures Flip Wilson for tv spots. 19 F/10 
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AUSTIN NICHOLS & CO. 

Codpiece caper raises eyebrows at art museum. (New ad cam- 
ne Breughel painting). 

A-N goes for scotch market with 90 proof heavyweight. 70 S/8 

AUSTRALIA 

Cigaret makers, media share ad costs of warning. 29 Ja/62 

Oswin heads media body in Australia. (Dept. of Media is responsi- 
ble for govt. and commercial broadcasting and the allocation 
of govt. advertising funds).29 Ja/64 

Australia hits proliferation of tv spots. 2 Ap/40 

Australia hustles to replace lost EEC trade; ad growth off. L. 
Bianket. (Advertising and marketing analysis; relationship with 
Japan cited). 4 Je/40 

Grant sells out to Insight Pty. in Australia. 2 J//49 

Victoria okays print contraceptive ad use. 16 J//22 

Australians ready guides on kid tv ads. 30 J//38 

Australia sets cigaret/tobacco ad ban rules. 13 Ag/28 

DDB to purchase Australian shop. 17 S/10 
Correction 1 0/59 

Western buys interest in Australian publisher. 17 S/36 

Australian agency group merges with Canny Gabriel. 24 S/91 

Compton adds business. 24 S/91 

RC grows in Australia. 29 0/56 

DDB completes buy. 12 N/74 

Yoo-Hoo in Australia. 19 N/65 

Gov'ts and marketers abroad try to cope with energy bind. 3 D/3 

Australia ad unit to boost industry image. 3 D/37 

Australian group studies laundry powder standards. 10 D/52 © 

Australian media ads up in 1972. 37 D/28 

AUSTRIA 

Inflation and new tax cloud Austrian ad future after rosy ‘72. 
E. Reed. (Political differences slowed Common Market efforts). 
4 Je/62 

Gov'ts and marketers abroad try to cope with energy bind. 3 D/3 

AUTOMATED MARKETING SYSTEMS 

Gebbie Directory sold. 27 Ag/166 

AUTOMATION 

Dailies making automation progress. J. Forkan. 4 Je/73 

AUTOMOBILE ACCESSORIES & PARTS 

After talks, revisions, ABC airs Allstate air bag spot. 5 F/3 

Maremont trumpets Gabriel shocks, goes gunning for the leader, 
Monroe. K. Sederberg. 19 Mr/63 

Don't kick that radial ply tire—buy On-the-Wheel. (On-tire air 
pressure gage introduced). 719 Mr/84 

Maremont offers foreign car parts through jobbers. 2 Ap/42 

Group calls STP ‘worthless,’ seeks counte. ads from FTC. 28 My/8 

Steady Rider launched. 4 Je/48 

AC will cite fuel crisis in ads. 9 J//47 

Ford effort uses taxicabs to push Motorcraft parts. 23 J//26 

Court sets fine in ‘gas misers’ false ad case. 23 J//27 

Do-it-yourself is growth area in auto aftermarket. 29 0/10 

Ads successful, but product died, Borg & Beck says. 29 0/10 

Ol’ Redhead plugs automobile items from W. Germany. 5 N/26 

AUTOMOBILE ASSN. OF AMERICA 

AA clubs, U.S. Chamber back gas cut theme in ads. 37 D/1 

AUTOMOBILE DEALERSHIPS 

VW quits co-op spending; will boost nat'l budget by $17,000,000. 
H. Quinn. 7 Ja/7 

Ford dealers set $2,000,000 push for station wagons. 7 My/35 

Olds testing service ads in Houston. 25 Je/67 

Buick dealers pick shop. 22 0/150 

AUTOMOBILE POOLS 

Adman Hile forms car pool service. 24 D/4 

AUTOMOBILE RACING 

Cadillac, STP to sponsor 500 race radio coverage. 19 F/59 

Indy and the advertiser—exposure and lots of it. T. Rowan. 27 My/3 

B&W offers Indy racer as $75,000 Viceroy premium. 13 Ag/65 

Tv sports continue to grow—1,000 hours in ‘73. J. Forkan. (An 
intensive report on sports on tv with detailed breakdowns 
of baseball, football, basketball, hockey, tennis, golf, horse 
racing, boxing, auto racing, anthologies and a look at the future 
of tv sports. 22 0/3 

Racing events attract variety of ad sponsors. T. Rowan. 22 0/30 

AUTOMOBILE RENTAL 

Nat'l Car Rental stretches time in new tv spots. 26 F/144 

Hertz offers PSA cardholders 20% off on car rental. 12 Mr/28 


Avis puts the ‘flying man’ in its ads—with asterisk. 19 Mr/1 
Airline, travel advertising declined in ‘71. 9 Ap/66 

Avis takes on Hertz again as Wizard battle ballpoint. 7 My/39 
Avis, Hertz ads take problem-solving approach. 29 0/16 
‘Disparagement’ hit in auto rental ad guides. 3 D/77 


AUTOMOBILES 

Auto men ready spring models with heavy ads. 29 Ja/2 

Devaluation boosts cost of agency expansion. R. Bechtos. (imported 
cars will cost more and domestic automobiles will thus gain a 
market advantage.) 79 F/2 

Dodge tackles Clean Air Act. 26 F/136 

FTC asks for car ad proof; Chrysler is ‘disturbed.’ 26 Mr/2 

Polluting an image. Editorial. (Foot-dragging in developing anti- 
pollution devices may tarnish ad-created images of auto makers). 
23 Ap/16 

Gasoline, car ads react to shortage; U.S. effort coming. (Imports 
talk mileage; fuel ads offer advice—Look at ad campaigns 
stemming from energy crisis). T. Rowan. 7 My/? 

Fall tv show outlook grim as strike by writers drags. (Also, 
strike has little effect on ads for 1974 model cars). 4 Je/? 

Hollings seeks mpg disclosure in automobile ads. 4 Je/8 

Olds testing service ads in Houston. 25 Je/67 

Auto men tell dailies: No bigger share in ‘74. R. Gray. 2 J//6 

U.S. hot for efficiency labels; public is cool, say appliance makers. 
J. Revett. (EPA proposal would have auto sales stickers indicate 
mpg; Senate appliance energy bill proposal requires electrical 
appliances to disclose how they rate compared to others in 
their class as energy savers). 30 J//2 

Auto cleanup ad campaigns concentrate on full-size cars. R. Gray. 
(Look at major autu makers’ campaigns for ‘73 full-size models). 
30 Ji/2 

Mustang I! seeks original market, Ford exec says. 6 Ag/56 

Ford tunes up big ad extravaganza to announce new little Mustang 
ll. R. Gray. 27 Ag/2 

Industry questions go unanswered as U.S. tells labeling proposals. 
27 Ag/3 

Lincoln-Mercury retains ad themes in drive for 3rd straight record 
year. R. Gray. 3 S/3 

American Motors will use humor in new car campaign. 3 S/4 

Cadillac to be ‘aggressive’ in ‘74; Pontiac will stay with Wide 
Track. R. Gray. 10 S/2 

Olds’ new ad theme for Cutlass: ‘Drive happy.’ R. Gray. 70 S/12 

EPA to promote mpg ratings, but most auto makers cool. (Public 
service ads readied as part of agency's pr effort: Detroit 
marketers see little ad value; import reaction mixed). 24 S/1 

CU testing substantiation system for automobile ads. 7 0/8 

Economy alone is a poor pitch. Editorial. (AA does not expect a 
revolutionary change in consumer buying habits due to the new 
energy-saving labels on autos & appliances). 7 0/76 

How ‘74 auto battle is shaping up. R. Gray. 8 0/2 

GM eschews comparative ads: Cole. R. Gray. 15 0/43 

Study finds men distrust most auto ads. 75 0/95 

Ford ad substantiation proves to be a blast. 72 N/2 

Detroit Auto Show features nostalgia in media ad drive. 12 N/26 

Luxury car makers cite record sales. 19 N/62 

Duster price ads take on the Beetle. 19 N/4 

Would you buy used car from B&W? R. Gray. 19 N/58 

Corporate auto ads sell cars along with image. R. Gray. 3 D/3 

‘74 Opel ads will stress German sales. 3 D/60 

Dodge returns Rebellion Girl for auto show. 3 D/75 

Caddy shifts ad themes; most makers hold line. R. Gray. 10 D/3 

Ford revamps Mustang I! mix to meet public buying trend. 70 D/72 

No major auto ad cutbacks seen by Detroit for 1974. 17 D/126 

Ad costs per car for ‘72 hit $37.56. R. Gray. (Includes ‘72 car ad 
totals, ad cost per unit). 37 D/3 

See also SPORTS CARS 


AUTOMOBILES—FOREIGN 

VW quits co-op spending; will boost nat'l ad budget by 
$17,000,000. H. Quinn. 7 Ja/7 

Toyota leaps 2,000 years in tv spot for Corona. 29 Ja/70 

Devaluation boosts cost of agency expansion. R. Bechtos. 19 F/2 

Volvo agrees to document claims. 26 Mr/12 

Maremont offers foreign car parts through jobbers. 2 Ap/42 

Gasoline, car ads react to shortage: U.S. effort coming. 7 My/1 

Yoicks! the Fox will get $4,000,000 ad campaign. J. O'Connor. 
14 My/3 
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Japanese marketers regroup after devaluation. L. Link. (Auto & 
camera manufacturers brace themselves for export decline sure 
to follow the devaluation). 78 Je/88 

Mazda‘s $6,000,000 campaign, using net tv, stresses performance. 
H. Bernstein. 170 S/3 

Auto importers put $175 million in ads, study says. 17 S/58 

Toyota's ‘74 campaign adopts new ad theme: ‘Small car specialists.’ 
15 0/2 

‘74 Opel ads will stress German sales. 3 D/60 

Fuel crisis aids imports, but car shortage hurts. J. O'Connor. 77 D/1 

AUTOMOBILES—SMALL 

GM sees smalis growing big. 4 Je/94 

Chevrolet sees profit in trend to small cars. R. Gray. 77 S/3 

How ‘74 auto battle is shaping up. R. Gray. 8 O/2 

Toyota ‘74 campaign adopts new ad theme: ‘Small car specialists.’ 
15 0/2 

AUTOTROL CORP. 

American Optical loses its fight to bar Autotrol’s circled ‘A’ logo. 
S.A. Diamond. 12 Mr/61 

AVCO BROADCASTING CORP. 

Avco, Meredith set to product kiddie specials. 1 Ja/27 

B-M, Avco to try to buy honor system. 30 Ap/? 

Lasker blasts FC&B bonus; Stern replies. (Avco claims it, not 
Group W., was the first telecaster to qualify for FC&B’s 10% 
waiver offered to stations). 20 Ag/2 

AVCO FINANCIAL SERVICES 

Consumer loan ads shift with changing society. L. Edwards 
(Roundup of consumer finance industry). 23 Ap/3 

AVENUE NORTH ORGANIZATION 

Avenue North formed. 75 0/93 

AVIATION 

Beech mounts genera! aviation push. 24 D/4 

See also AIRLINES 
AIRPLANES 
AIRPORTS 

AVIATION CONSUMER ACTION PROJECT 

CAB warns airlines on deceptive ads as TWA, Mercury end 
‘throwaways.’ 17 Je/3 

American ads alter offer of ‘fairest fares.’ 6 Ag/53 

AVIS RENT A CAR SYSTEM, INC. 

Avis drops B&B; $6,000,000 account back at Doyle Dane. 15 Ja/2 

Will advertisers back their claims? Not very often. A. Woodside. 
(Professor shows results of a project which had students ask 
advertisers to document ad claims; Avis case cited). 712 F/40 

Avis puts the ‘flying man’ in its ads—with asterisk. 719 Mr/1 

Avis’ second response to student letter tries harder. 19 Mr/33 

Avis takes on Hertz again as Wizard battles ballpoint. 7 My/39 

Bates says it will ignore Avis in new Hertz drive. D. Grant. 

28 My/2 

Avis taps David, Oksner. 8 0/56 

Avis, Hertz ads take problem-solving approach. 29 0/16 

AVON PRODUCTS INC. 

Avon, PUSH set pact. 30 J//42 

Jolted by loss of Avon, Dreher keeps stiff lip. 24 S/6 

Avon shifting to ‘value’ ads to combat declines. R. Bechtos. 

8 O/1 

Dreher to close up shop; succumbs to Avon loss. 26 N/2 

Avon picks UniWorld. 24 D/22 

AWARDS 

AAF ‘Advertising Women of the Year’ awards. 7 My/39 

AAF/Western Region, ‘Best in West’ Creative Competition. 7 My/64 

Addy awards, Washington Ad Club. 77 Je/69 

“Advertising to Business and Industry” prizes, sponsored by the 
ABP. 28 My/20 

Andy awards, sponsored by Advg Club of N.Y. 4 Je/3 

Belding Awards, Ad Club of LA. 27 My/93 

Broadcasters Promotion Assn. & Michigan State University 
promotion awards. 3 D/32 

Clio-Effie tv awards, American TV & Radio Commercials Festival. 
11 Je/4 

Clio and Effie print awards. 25 Je/26 

Clio and Effie radio awards. 25 Je/58 

Crain award sponsored by G. D. Crain jr. Foundation. 19 F/66 

G.D. Crain Jr. award for outstanding contributions for advg educ 
sponsored by ADS. 28 My/8& 

Direct market writers awards. 23 Ap/31 

Eagle Awards, Chicago Financial Advertisers Club. 27 My/98 

Emmy Awards. 28 My/10 


‘Esquire’s’ - erate Social Responsibility Advertising Awards. 
24 S/11 

Gold Mailbox Award, for best direct mail campaign sponsored by 
DM/MA. 22 0/157 

Gold medal award, Assn. of Canadian Advertisers. 27 My/42 

Gold medals for advg excellence, Dallas-Fort Worth Society of 
Visual Communications. 27 My/94 

Elisha Gray || Awards for the Better Business of the Year (ABBY). 
28 My/2 

Hatch awards sponsored by the Ad Club of Boston. 25 Je/22 

AA Man of the Year Awards. 17 Je/78 

International Broadcasting Awards sponsored by Hollywood 
Radio & TV Society. 26 Mr/107 

Lulu awards. 30 Ap/29 

M/A/C awards sponsored by the AIA. 716 J//20 

MAC awards, sponsored by Mail Ad Club of Chicago. 27 My/26 

Robert A. McCabe Memorial Silver Medal for outstanding 
contributions to the advg industry, sponsored by the AAF. 
28 My/25 

MPA’s publisher of the year awards. 24 S/3 

Marketing Communications Executives International Program of 
the Year award. 25 Je/67 

NoRMA award, for best retail newspaper advertising in 1972. 
22 Ja/30 

NOW awards sponsored by the N.Y. Chapter. 3 S/44 

National Premium Mfrs. Representatives choose Premium Man 
of the Year. 17 S/27 

One Show gold medal awards. 30 J//1 Additional 
winners listed. 6 Ag/58 Correction on Direct Mail winner. 
27 Ag/181 

Outdoor Advertising Assn awards for annual outdoor ad 
competition. 5 F/8 

POPAI Awards. 15 0/52 

Public service recognition awards sponsored by the Ad Council. 
22 0/113 

Retailer of the Year award sponsored by The Brand Names 
Foundation. 9 Ap/63 

Retail fragrance recognition awards, Fragrance Foundation. 
11 Je/68 

SMEI ‘Tops in Marketing’ awards. 72 N/60 

SMI Advertising Merit Awards, sponsored by ‘Woman's Day’. 
14 My/3 

Silver Medal of Achievement sponsored by the Poor Richard Club. 
9 JI/6 

Silver Medal award sponsored by the AAF. 9 J//36 

Water Pollution Control Federation citation of excellence in 
advertising. 13 Ag/53 

AXIOM MARKET RESEARCH BUREAU 

Simmons reader data upset specialized books. J. Forkan. 16 Ap/3 

Comparison of reports on magazine audience 1973 studies of 
adult audiences of 17 leading consumer magazines. 9 J//32 

AYER, N.W., & Son 

Army releases partial data on agency bids for account. J. Revett. 
9 Ap/3 

Military keeps everyone in the dark about agency selection pro- 
cedures. S. Cohen. 9 Ap/4 

Ayer says Army theme kept because it works; defends reappoint- 
ment. J. Revett. 16 Ap/? 

‘Freedom of Info’ standoff. Editorial. (Futile attempts to secure 
info from U.S. Army and Schick). 16 Ap/16 

Few vie for Grey's Navy account; Hebert studies Army controversy. 
J. Revett. 23 Ap/? 

O'Connor new chairman; two Ayer execs moving up. 23 Ap/2 

The Army: Woodstock in combat boots? Editorial. (The thrust of 
Ayer's ‘Today's Army’ campaign is as important as the Ayer- 
Army relationship). 23 Ap/16 

Rink, Minton to head up Ayer offices. 30 Ap/10 

No merger, but BBDO, Ayer both study overseas moves. 25 Je/71 

Deere picks Ayer after long study. 7 0/66 

Ayer Philadelphia staff moving to New York. 29 O/7 

AYRES COMPTON ASSOCIATES 

Ayres Compton formed. 17 S/27 


BABY FOOD 

Gerber tries new ventures as baby food market slows. 76 J//3 

BABY PRODUCTS 

Baby market is heating up, dolls, craft toys multiply. J. Forkan. 
(Roundup of the games and toys market). 26 F/3 
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J&J offers camera, dolls. 14 My/47 

Gerber tries new ventures as baby food market slows. 16 J//3 

GM love seat sales soar with spring ad backing. 10 S/65 

BACHE & CO. 

Big brokers plan no ad cutbacks; Wall St. names three uptown 
shops. 2 Ap/2 

Wall St. ad campaigns continue despite slump. S. Feldman. 
(Roundup of ad campaigns by major brokerage firms, the N.Y., 
and American stock exchanges). 73 Ag/3 

BACK-TO-SCHOOL-CAMPAIGNS 

Reilly dons banana suit for new Bic ink crayons. 13 Ag/8 

BAKER & BRICHTA 

Brichta buys agency. 76 J//55 

BAKER GRIFFITHS GROUP 

Buffalo shops merge. 5 Mr/47 

BAKER & HARTEL 

Adman Baker's idea in test: Slims earn insurance break. 22 0/128 

BAKER LABORATORIES 

Baker Labs buys Beech-Nut foods. 72 Mr/16 

BAKER LOVICK LTD. 

BBDO severs Comcore ties. 8 Ja/8 

BAKERY PRODUCTS 

See Individual Bakers 

BAKING INDUSTRY 

Fuel lows might make bakers curb ads, drop weaker brands. N. 
Giges. 10 D/3 

BALL/COHN/WEYMAN 

Ball/Cohn set unit. 15 0/91 

BAMA FOOD PRODUCTS 

Bama moves North with jelly line. 23 J//75 

BANKS & BANK ADVERTISING 

Shim would have liked this service. S. Bernstein. (Chicago's 
First National opens 24 hours a day.) 15 Ja/14 

N.Y. bank offers cerebral premiums. 15 Ja/63 

Investors see magazines as glamour area. (Banks as well as 
private investors are becoming more interested in investing in 
new magazines). 29 Ja/8 

Banks, DDB are big IOA ad winners. 5 F/8 

Liberty Nat'l Bank syndicates its media materials. 9 Ap/14 

DiMaggio ad for Bowery doesn’t score with some. 9 Ap/27 

Chem Bank promotes cash-dispensing service. 17 Je/60 

Unity Bank uses print in first ad campaign. 17 Je/67 

Banks will boost ad spending 7.2%. 18 Je/24 

Book review: ‘Banking in the Age of Consumerism’ by American 
Bankers Assn. 9 J//47 

Midlantic banks set ad campaign. (N.J. banks advertise a new 
corporate name). 3 S/34 

NOW scores Winchester man, limns Lincoln Bank. 3 S/44 

Savers’ magazine now accepts ads. 8 0/24 

Banks dangle lure of instant interest. 8 0/54 

FDIC warns members on interest ads. 22 0/6 

How banks can beat the identity crisis. W. Landor. 22 0/115 

Marine Midland Banks sets revamp of its ad programs. 29 0/50 

Banks go 50% over budgets for ‘73 ads. 26 N/4 

BARDON INC. 

Nudes serious matter to menswear ad exec. 15 0/76 

BARLOW/JOHNSON 

Barlow/Johnson merges with Klein. 17 D/108 

BARNES-CHASE ADVERTISING 

Barnes-Chase, Westgate hang on amid C. Arnholt Smith troubles. 
H. Bernstein. 24 D/3 

BARNETT TELEDIRECTORS LTD. 

D-F-S phone unit set. 24 S/85 

BARON, COSTELLO & FINE 

Form new agency. 4 Je/8 

BARTELL MEDIA CORP. 

Downe to merge Bartell into new subsidiary. 8 Ja/27 

Carter buys Downe’s ‘AH’; will head his own company. (Also, 
reports on Bartell’s internal changes). 24 D/1 

False billing case worries FCC; is it tip of the iceberg? 24 D/2 

BARTON BRANDS INC. 

Distillers discourage light whiskey sales, Barton Brands exec 
charges. 9 Ap/2 

BARTON, BUZZ, & ASSOCIATES 

Barton opens agency. 8 Ja/10 

BARTON-GILLET CO. 

Colleges turn to pros as enroliments decline. C. Colman. (College 
recruiting is seen as a marketing problem). 9 J//34 


Bicentennial commission picks agency. 3 S/34 

BASSETT FURNITURE INDUSTRIES 

Bassett ads push ‘ways to be you.’ 29 Ja/84 

BASSINOVA INC. 

Bassinova group markets perfumes. 30 Ap/81 

BASSO/BUECHTING/BOATMAN 

Basso adds Boatman. 16 Ap/94 

BATES & FAWCETT 

Bates shop sets unit. 72 N/21 

BATES, TED, & CO. 

Y&R gives up the sauce as Ocean Spray names Bates. 7 Ja/2 

C-P, Bates ties ‘better than ever.’ 19 Mr/28 

Jacoby new Bates chief; Foster stays as chairman. 9 Ap/1 

Bates says it will ignore Avis in new Hertz drive. D. Grant. 28 My/2 

Hoyne named to head Bates international. 15 0/97 

Bates gets Slesina; will merge it into own German office. 29 0/16 

BATTEN, BARTON, DURSTINE & OSBORN 

BBDO severs Comcore ties. 8 /a/8 

Interpublic leads agency pr effort to woo Wall St. D. Grant. 
(BBDO & Ally still waiting for better market conditions before 
going public.) 79 F/7 

BBDO Int'l hikes its share of Team. 5 Mr/51 

No merger, but BBDO, Ayer both study overseas moves. 25 Je/71 

BBDO moves into Brazil for Henkel. 10 S/3 

BBDO readies stock offering again. D. Grant. 8 O/7 

BBDO cops plea in F-310 ad case. 22 0/3 

BBDO finally goes public after one-year wait. 29 0/3 

Sawyer heads BBDO direct response unit. 12 N/100 

BBDO profits rise. 26 N/10 

BATZ-HODGSON-NEUWOEHNER 

Batz billings rise. 10 S/67 

Batz absorbs Winius shop; Principals buy Texas unit. 8 0/66 

BAUER, RAYMOND 

Kass asks Bauer resign from NARB for ITT help. 72 F/2 

NARB turns down Kass on aspirin, Bauer complaints. 5 Mr/6 

BAXTER LABORATORIES INC. 

Baxter picks Sudler. 22 0/156 

BAXTER, W. A., & SONS 

Baxter soups in U.S. 70 S/62 

BAY’S ENGLISH MUFFIN CORP. 

McDonald's kills Bay's tie-in ads. 4 Je/96 

BAZAAR FINE IMPORTS 

Cabao bows in U.S. via Bazaar importers. 29 Ja/70 

BEAM, JAMES B., DISTILLING CO. 

Beam bottles use Weiss art in holiday collector's series. 1 0/69 

BEATRICE FOODS CO. 

Beatrice buys winery. 29 /a/60 

Beatrice Foods set to acquire Samsonite. 23 Ap/145 

Beatrice unit moving into pet food field. 7 My/4 

Beatrice adds rainwear. 3 D/71 

BEAUTY BOUTIQUE 

Now Beauty Boutique sampling idea growing. H. Bernstein. 
22 0/126 

BEAUTY CONTESTS 

Miss U.S.A. ready for ads, offers are slow in arriving. 4 Je/92 

BECKMAN INSTRUMENTS INC. 

Beckman boosts ad budget 20%. 20 Ag/46 

BEDDING 

Simmons plans net tv for spring promotion. 19 F/8 

Man-in-bed ads score well with women, Stevens says. 26 F/136 

Goodrich ads seek to boost foam latex mattress image. 19 Mr/92 

BEDE AIRCRAFT CORP. 

Bede introduces low-cost plane; jet version next. 7 0/68 

BEEBE, W.T. 

W.T. Beebe of Delta Air Lines is named Adman of the Year by 
‘Advertising Age.’ 77 D/1 

BEECH AIRCRAFT CORP. 

Beech mounts general aviation push. 24 D/4 

BEECH-NUT INC. 

Federal judge debunks advertising in decision on breath mint 
names. S. Diamond. 8 Ja/42 

Chiclets pits its Super Cherry against Life Savers gum. 15 Ja/4 

Renamed Life Savers Inc. 16 Ap/107 

BEER 

Tuborg beer adds bibbers, Schmidt gets ads. (Also, FTC rejects 
Pepsico’s offer to sell Flavette in order to settle a complaint 
against its Rheingoid acquisition.) 22 Ja/3. Correction 
12 F/43 
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Big four brewers sell 51% of beer in U.S. in ‘72; Schlitz growth 
outdid A-B. (includes chart on sales of 22 leading brewers 
‘71-'72.) 5 F/42 

Rheingold to purchase Piel brewery. 12 F/31 

Miller readies new ads for Meister Brau. 26 F/167 

Keg brew bows in Ontario. 30 Ap/66 

Drive within drive set for Bud ‘73 push. 7 My/42 

Altes jingle is hit in Detroit. 17 Je/43 

Nostalgia is ad theme for Old Chicago. (Peter Hand's new beer— 
Old Chicago). 25 Je/60 

‘Unclassy,’ charges Lois as ex-LHC trio get Tuborg beer. 9 J//12 

If you're looking for a beer, Heublein will sell you Hamm. 6 Ag/3 

Soft drink, beer advertisers lead list. (Report on Canada’s leading 
radio advertisers released). 6 Ag/14 

Pearl names Bloom for three brands. 10 S/8 

Brewers spent less for media ads in 1972, despite sales increase. 
V. Adams (Includes advertising costs for beer, ale and malt 
liquor). 1 0/3 

Newspaper admen suggest ways to doost beer sales. 8 0/34 

Beer is one industry where advartising can do serious harm. 

H. McMahan. 8 0/43 

Tom Caxton brew kits get U.K. push. 8 0/62 

Pabst seeks more, younger bibbers with updated ads. 15 O/3 

Beer, wine spots o.k. for Alberta tv. 5 N/31 

See also Individual Brewers 

BEERS, CHARLOTTE 

JWT names Mrs. Beers first woman senior vp. 6 Ag/4 

BEHAVIORAL PUBLICATIONS INC. 

‘Day Care’ launched. 15 0/93 

BEKINS CO. 

Bekins drive continues. 15 Ja/62 

BELGIUM 

Short on internal media, Belgium is still fine European test 
market. A. Bernard. 27 Ag/180 

BELL & HOWELL CO. 

Bell & Howell sport pros to study films for flaws. 2 Ap/2 

Bell & Howell sports promotion seen as new rejuvenation move. 
V. Adams. 16 Ap/22 

Bell & Howell readies own 35mm: adds to movie lines. (B&H 
tries to establish its own brand image after the loss of the Canon 
line). 20 Ag/8 

BELLAIRE, ARTHUR (author) 

Pretest commercial: Smart buy even if it doesn’t win awards. 

1 Ja/21 

Production can run smoother—if the client plays his role right. 
2 Ap/36 

Stuck on a certain director? Woods are full of good ones. 7 My/58 

Shooting on location? Don't let Mother Nature fool you. (Important 
points to remember in estimating a location shoot). 28 My/36 

Beware of production ‘time bomb’—player talent cost. 25 Je/36 

Estimates play a big role in commercial cost and success. 

6 Ag/39 

Best way to balance a budget: Know what's behind the bid. 
17 S/44 

How network tape distribution of commercials can be economic. 
29 0/49 

Monitoring commercial performance—it's time to take it seriously. 
10 D/50 

BELLI, MELVIN 

‘Coq’ makes ready for August debut. 72 F/8 

‘Coq’ debut postponed; Santo Pietro succeeds Belli as publisher. 
13 Ag/61 

BENCHMARK ADVERTISING 

Benchmark shop opens. 77 Je/16 

BENEFICIAL FINANCE CO. 

Consumer loan ads shift with changing society. L. Edwards. 
(Roundup of consumer finance industry). 23 Ap/3 

BENTON, JOHN S. 

Bowen named to succeed B&B's Bloede. 70 D/2 

BENTON & BOWLES INC. 

Benton & Bowles won't allow dual responsibility: Lyman. R. Crain 
2 Ap/3 

Sara Lee adds B&B; cites conflict with TL&K accounts. 25 Je/4 

Slow pay problem well under control—at least at B&B, execs 
insist. 20 Ag/1 

Continental picks B&B as airlines’ turbulence grows. D. Grant. 
1 O/1 

B&B's Steele set to retire. 8 0/66 


Need more paid ads if Europe tv to improve. (Observations from 
an updated guide on commercial tv in Europe, publisned by 
B&B). 29 0/56 

B&B names Webster. 3 D/84 

Bowen named to succeed B&B's Bloede. 10 D/2 

BERGER STONE & PARTNERS INC. 

Five N.Y. shops fill top positions. 4 Je/98 

BERKEY PHOTO’S KEYSTONE DIVISION 

Keystone push set. 16 Ap/24 

Berkey puts pocket camera into $220,000,000 market. 18 Je/10 

BERKOWITZ, MORTIMER, CO. 

Berkowitz company set. 26 N/50 

BERMAN, ICARDI INC. 

Berman, Icardi formed. 23 Ap/4 

BERMUDA 

Over 60 stop Bermuda trips after killing; ads continue. 19 Mr/87 

BERNBACH, WILLIAM 

Lubow says Bernbach ‘restored my faith’. F. Danzig. 4 Je/88 

Creative Workshop highlights Communications Week in N.Y. 
(Bernbach pays visit; disciple George Lois makes his obeisance). 
30 Ji/1 

Bernbach: Ad challenge was never greater. 30 J//8 

Agency execs tell ‘how to.’ (At ANA meeting). 5 N/76 

BERN!, ALAN, CORP. 

Caldor logo has rainbow’s promise. 26 F/139 

BERNSTEIN , BO. & CO. 

Bernstein sees profit increase despite losses. 13 Ag/28 

BERNSTEIN, SANFORD C., & CO. 

Egads! Competitive ads on The Street? S. Feldman. 8 0/6 

BERNSTEIN, SIDNEY R. 

R. Crain president of CCI, Bernstein heads committee. 7 Ja/27 

Business press salesmen’s salaries up, survey finds. 5 F/24 

Ad Education Foundation is activated at AAF. J. Graham. 

21 My/6 

Bernstein asks admen: Help curb anti-social acts. 22 0/135 

See also CON-SID-ERATIONS 

BEROL CORP. 

Berol tests Spree pen with Killy ads. 7 0/66 

BEST FOODS DIVISION 

See CPC INTERNATIONAL INC. 

BEVERAGES 

Chart on liquid consumption trends in U.S. from 1962 to 1972, 
and percentage of people drinking coffee and other beverages. 
23 Ji/68 

See also JUICES 


BEVERAGES, CARBONATED 

Bates breaks first ads for Schweppes. 26 Mr/99 

Dr Pepper eyes No. 3 drink spot. 9 Ap/36 

Soft drink sales up 6.3% in ‘72: ‘Beverage Industry’. 23 Ap/136 

Top ten soft drink brands. 23 Ap/136 

Dr Pepper says Mr. Pibb stimulates its sales too, expands total 
market. 18 Je/26 

Stokely sees big growth for Sparkling Gatorade. L. Edwards. 
2 Ji/12 

The soft drink, one-on-one tiff: Coca-Cola fights Seven-Up’s 
‘Uncola’ trademark registration. S. Diamond. 16 J//44 

Dr Pepper sales soar; 20% ad boost for ‘74. M. Block. 22 0/130 

Bubble Up to get six-week Chicago push. 12 N/36 

Book on soft drinks uncorks Coke history. 26 N/10 

Pepsi brands all get new campaigns. 26 N/29 

Dr Pepper enters Japanese market; Okinawa is next. 10 D/75 

BEVERAGES, DIETETIC 

Sprite, Fresca, Fanta get new ad campaigns. 76 Ap/12 

RC, Pepsi bow with sugar-free diet drinks. N. Giges. 9 J//1 

Karras stars for Faygo line. 13 Ag/24 

BEVERAGES, NON-CARBONATED 

Welch moves beyond grapes into other drinks, eyes frozen food 
market. 7 Ja/3 

Cabao bows in U.S. via Bazaar importers. 29 Ja/70 

Heinz takes Help into eight states; big ad push set. 23 Ap/8 

Borden Foods promotes frozen passion drink. 23 Ap/142 

Lipton powdered drink gets national push. 14 My/8 

New ad push, new labeling for Hi-C line. 27 My/32 

Nestle, P.R. Rums invent Teatotaler. 25 Je/8 

Ralston acquires Pokems as second beverage product. 3 S/6 

GF: Tang is on ail flights. 3 D/37 
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BIC PEN CORP. 

Bic’s ‘pretty good lighter’ enters disposable market. 12 Mr/16 

Reilly dons banana suit for new Bic ink crayons. 13 Ag/8 

BICENTENNIAL 

Bicentennial commission picks agency. 3 S/34 

BICYCLES 

Brandwynne’s first Iverson ad push set. 3 S/36 

Ten-speeds get credit for U.S. bike boom. 12 N/6 

BIDDLE ADVERTISING 

Liquid Carbonic appoints Biddle. 3 S/6 

BIG SKY OF MONTANA 

Big Sky above reproach now. 2 J//53 

BILLBOARD PUBLICATIONS 

‘Protect’ introduced. 70 S/62 

‘VEND.’ ‘Vending’ merge. 24 D/24 

BILLING, FRAUDULENT 

—— of harassment in his probe of tv clipping. J. Revett. 

Ag 
False billing case worries FCC; is it tip of the iceberg? 24 D/2 
“= ay station first to lose license because of double billing. 
D 

See also MEDIA PAYMENT 
LIABILITY 

BIRMINGHAM SMALL ARMS CO. INC. 

BSA cuts back street line among import motorcycles. 9 Ap/76 

BIRSH, ARTHUR T. 

Birsh to buy ‘Playbill’ from Metromedia. 12 N/8 

BISHOPRIC & FIELDEN INC. 

Lando, Bishopric join, will bill $24,000,000. (Renamed Lando/ 
Bishopric). 29 Ja/84 

BLACK ADVERTISING AGENCIES 

Afro-American agency group formed. 19 Mr/60 

Motown top black business, ‘BE’ says. (Summary of report in 
‘Black Enterprise’ on black businesses). 78 Je/16 

Hagood elected Eden chairman. 16 J//22 

Black Creative Group formed. 20 Ag/55 

Navy picks biack shop, hikes minority ad effort. 27 Ag/2 

N.J. Bell picks Hyman. 27 Ag/4 

BLACK BUSINESSES 

Black-owned It detergent shoots for 4% market share. 12 F/30 

Motown top black business, ‘BE’ says. (Summary of report in ‘Black 
Enterprise’ on black businesses). 18 Je/16 

Charles Bryant bows. 29 0/10 

BLACK & DECKER MFG. CO. 

B&D sets British push. 24 D/22 

BLACK MARKET 

‘Black Omnibus’ series has three sponsors, 43 markets. 75 Ja/22 

Jackson Advertising forms outdoor unit. 2 Ap/53 

New Starch study shows blacks have fewer misgivings about 
advertising. 16 Ap/30 

George Johnson pulls ad in tiff with John Johnson. T. Rowan. 
7 My/10 

Positioning your brand in the black market. K. Wall. 78 Je/77 

Fashion Fair goes national. L. Baltera. 27 Ag/183 

Pan American names Zebra. 17 S/30 

Black households: Growing market. 27 N/54 

Avon picks UniWorld. 24 D/22 

BLACK MEDIA 

Black supplement set for Apri! bow. 5 F/67 

Blacks trust black media over white, ‘Ebony’ study finds. 77 Je/6 

Johnson talks about his business interests. 715 0/6 

‘MsTique’ readied for young black women. 26 N/50 

BLACK RADIO & TV 

Unity Broadcasting sets black network. 27 My/95 

‘Soul Train’ producers end rift over ‘Soul Unlimited.’ J. Forkan. 
4 Je/72 

Rowan swings free on Chrysler show. R. Gray. (Look at the man 


behind ‘Black Perspectives,’ a Chrysler-sponsored radio program). 


18 Je/56 

BLACKOUTS 

See TV BLACKOUTS 

BLACKS 

Hooks tells broadcasters: Fight free press attacks. 29 Ja/32 

Johnson tells black execs: Switch from white firms. 28 My/1 

More jobs for blacks. Editorial. (White institutions should do more 
to promote blacks in business). 4 Je/14 

Black interns get taste of ad agency life; many desire longer 
program. C. Colman. 3 S/34 


BLAIR, D.L., CORP. 

Blair sees no revival of sweeps ads. (Blair wins its case with the 
FTC on pre-selected sweepstakes). 26 F/136 

Split decision clears D.L. Blair of deceptive sweepstakes charge. 
S. Diamond. 7 My/54 

BLAIR, JOHN, & CO. 

Blair consolidates direct mail units. 8 0/24 

Blair seeks more WHDH Corp. stock. 29 0/78 

FCC approves WHDH Corp. sale to Blair rep firm. 10 D/26 

BLOCK, ROBERT S., ADVERTISING 

A&P’s shift to Block seen as move for ad uniformity. 7 My/3 

BLOCK DRUG CO. 

Block gives Grey BC; SSC&B picks up new products. 7 Ja/24 

NARB finds Nytol ads misleading. N. Giges. 5 Mr/1 

BLOEDE, VICTOR G. 

Bloede asks newspaper execs to join fight for ‘freedom to advertise’. 
J. Forkan. 30 Ap/3 

New 4A’s president sets battle for ad ‘freedom’. J. O'Gara. 
21 My/32 

Instinct good guide: Bloede. (Personal observations on the 
creative process). 17 Je/81 

Bloede, Kurnit urge nets to continue tv Watergate coverage. 
17 S/3 

Bloede sees good ‘73 for agencies, tight ‘74. 22 0/154 

Bowen named to succeed B&B's Bloede. 10 D/2 

BLOOM AGENCY 

USAA Group picks Bloom. 3 D/8 

BLOOMINGDALE’S 

Bloomingdale's alters its graphics, merchandising. L. Baltera. 
15 Ja/56 

Product flops, focus groups, retail ads discussed. 30 J//10 

BLUE CROSS 

Blue Cross shifts approach to gain small Ill. clients. 29 Ja/41 

Blue Cross makes first net tv buy. 26 F/162 

Three is a group says new tv ad for Mont. Blue Cross. 5 N/67 

BLYTH EASTMAN DILLON 

Wall St. ad campaigns continue despite slump. S. Feldman. 
(Roundup of ad campaigns by major brokerage firms, the N.Y. 
and American stock exchanges). 13 Ag/3 

BOATS 

Chrysler pushes marine products as way to escape. 12 F/31 

Glastron cruisers bow. 1 0/50 

Shortages hit boating; sail sales to billow. T. Rowan. 3 D/2 

BOEHNING & RUTENBERG 

Boehning shop open. 24 S/54 

BOIL-IN-BAG PRODUCTS 

Stouffer aims new soups at adult gourmet. 5 F/72 

Green Giant rolls out with beans and onions. 19 N/59 

BOND GROUP INC. 

Dallas shops merge. 14 My/43 

BOND STORES 

Bond readies $4,000,000 ad campaign. 5 Mr/6 

BONUS GIFTS 

Bonus Gifts plan going national. 26 Mr/6 

BOOK CLUBS 

Book club gears up ads for traditional new year push. N. Giges. 
15 Ja/32 

BOOKS & BOOK REVIEWS 

Books are not meant to be read. S. Bernstein. (Trying to read 
casebound books of 500-600 pages can be physically 
exhausting) 22 Ja/14 

Visions of glory are everywhere. S. Bernstein. (Selection criteria 
for entry into ‘Who's Who Among America's Greatest Salesmen’ 
is meant to exclude very few nominees). 22 0/14 

‘Advertising Conditions in the U.K.,’ Institute of Practitioners in 
Advertising. 13 Ag/36 

‘Advertising in Germany,’ Econ Verlag GmbH, Duesseldorf. 
8 0/34 

‘Advertising in Korea,’ S/K Associates Advertising. Seoul. 
3 S/44 

‘Advertising & the Public Interest,’ by John Howard & James 
Hulbert. 712 Mr/1, 19 Mr/4, 26 Mr/16 

‘The Americans: The Democratic Experience,’ by Daniel Boorstin. 
Washington Beat. 23 J//75 

‘Board Chairmen Come end Go—Thank Goodness,’ by Leslie 
Battin. 15 0/74 

‘The Case for Advertising, ANA and Four A's. 5 Mr/53 


~ 
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‘Changing Practices in Advertising Decision-Making and Control,’ 
by Victor Buell. 25 Je/3 

‘The Disaster Lobby’ by Mel Grayson and Tom Shepard. 11 Je/24 

‘Executive Sweeties, by Mel Grayson. 8 J/a/27 

‘The Good Provider,’ by Robert C. Alberts. 3 D/26 

‘H.E.L.P.—Home Emergency Ladies’ Pal,’ Xyzyx Information Corp., 
Canoga Park, Cal. 75 Ja/29 

‘The Housewares Story—A History of the American Housewares 
Industry,’ National Housewares Manufacturers Assn. 27 My/26 

‘How to Get Big Results from a Small Advertising Budget’ by 
Cynthia Smith. 14 My/68 

‘Lam an Animal,’ George Korper of M.A.N.U.R.E., West Haven, 
Conn. 5 F/42 

‘| Can Sell You Anything’ by Paul Stevens. 8 Ja/14 

‘The Marketing Problem Solver,’ Cochrane Chase & Co., Fullerton, 
Cal. 27 Ag/24 

‘The Patterson Report Wooing the Australian Woman,’ by George 
Patterson Pty. Ltd. 12 Mr/48 

‘Soda Pop,’ by Lawrence Dietz. 26 N/10 

Webster's New Collegiate Dictionary, G.&C. Merriam Co. 28 My/24 

BOOTH NEWSPAPERS INC. 

‘Parade’ sold to Booth Newspapers. 75 Ja/65 

Dailies making automation progress. J. Forkan. 4 Je/73 

Booth six months up. 13 Ag/8 

BOOZ, ALLEN & HAMILTON 

Booz, Allen begins study of grocery trade deals. 26 Mr/96 

BORDEN INC. 

Lipton Cup-a-Soup hikes market; Borden jumps in. 2 Ap/53 

Brands to push Borden to record sales. (Profile of Borden in ‘72). 
9 Ap/32 

Borden Foods promotes frozen passion drink. 23 Ap/142 

Borden buys Colman. 18 Je/8 

Borden joins others in toaster sandwich tests, despite category's 
past. L. Edwards. 25 Je/3 

Borden shifts marketing as exec leaves. (Clayton Rohrbach resigns). 
16 JI/65 

Borden rolls out fondue. 10 D/24 

Roper named president of Borden food division. 31 D/25 

BORG-WARNER CORP. 

Ads successful, but product died, Borg & Beck says. 29 0/10 

BORMAN’S INC. 

Yaffe shop hired to head Borman’s Northgate agency. 17 D/128 

‘BOSTON GLOBE’ 

‘Boston Globe’ to make public offer. 6 Ag/54 

BOTSFORD KETCHUM INTERNATIONAL 

Botsford, Tokyo shop join forces. 19 N/65 

BOTTLES & CANS 

Arizona lemonade is first customer for Pulltop can. 13 Ag/66 

Beam bottles use Weiss art in holiday collector's series. 1 0/69 

Aerosol problems may shift hair lines to manual pump bottles. 
L. Baltera. 70 D/3 

BOULEVARD COMMUNICATIONS GROUP 

Boulevard names Grann. 22 0/4 

BOWDREN, DON, ASSOCIATES 

Bowdren sets tests. 8 0/66 

BOWERS, SAMPSON P. (author) 

| left the ad business for a place on the beach (and I'm happy— 
| think). 5 F/47 

BOWMAR INSTRUMENT CORP. 

Agency totes up profits as Bowmar sales soar. S. Feldman. 
19 N/20 

BOYCOTTS 

NOW apparently blew it in poke at General Mills. 5 F/6 

Oil union seeks Shell boycott via print, outdoor ads. 12 Mr/26 

Farah says strike is not hurting promotions much. 12 Mr/38 

Two marketers tie in on boycott. (Meat boycott). 16 Ap/55 

BOYD, ROBERT S. (author) 

How education for advertising stands. 27 N/180 

BOYLE-MIDWAY 

Boyle tests Lean Fry. 29 Ja/76 

BOZELL & JACOBS 

Bozell ‘72 billings up. 7 Ja/8 

Bozell & Jacobs. (24 p. insert showing B&J’s work & progress). 
16 Ap/31 

Privately owned Bozell releases annual report. 4 Je/72 

BRAND IMAGE 

Let the seller beware of a clouded image. W. Robinson. 5 N/47 


BRAND LOYALTY 
The real value of advertising. S. Bernstein. 19 F/14 
Consumer, retail loyalty to brands diminishing, chain exec tells 
SMI. L. Doherty & M. Block. 14 My/3 
How to breathe new life into your old brand. E. Potischman. 
16 JI/39 
Ads’ role: Boost brand use. 26 N/8 
BRAND MANAGEMENT 
The big trend in 1973. Editorial. (Increased emphasis on local 
markets will be one of the most significant trends in 1973.) 
15 Ja/14 
Industrial ad structures changing. (Keith Warne, AIA president, 
predicts greater role for product managers & doom for in- 
house agencies.) 12 Mr/28 
New product concepts diminishing: Hardin. 23 Ap/30 
Ad effectiveness dips; brand manager system partly to blame: 
Buell. L. Edwards. 30 Ap/3 
Ad manager's woe—overload, underinformed. 14 My/10 
Industrial admen study ways to reach market. 78 Je/3 
Brand management system is being overtaxed, Buell thinks. 
25 Je/3 
Brand manager system: Now it's the tailored look. (Report on 
major corporations contacted in an AA survey and how they 
are altering or eliminating the brand manager system to fit 
their changing needs). 23 J//3 
Brand management gets good ratings in ‘Ad Age’ survey. F. 
Danzig. 13 Ag/3 
Dietz identifies three types of brand manager. (In an article for 
‘Harvard Business Review’). 13 Ag/12 
How a brand manager can become a packaging expert. J. DiGianni. 
13 Ag/41 
Dietz to ANA: Bring back the ad director. (Brand managers 
haven't the experience for copy evaluation). 5 N/12 
BRAND NAMES 
Grey lists brand ammunition for war with private labels. 23 J//76 
‘Buy generic’ drug ad sparks rebuttal. 5 V/66 
BRAND NAMES FOUNDATION 
Brand Names picks Post-Keyes. 7 My/72 
BRAND PREFERENCES 
ARB local brand rating reports set. 9 J//32 
Survey finds good re-buy for all but Hamburger Helper. 72 N/102 
See aiso BUYING INFLUENCES 
BRAND PROLIFERATION 
Liquor brand proliferation diffuses marketing efforts. 27 Ag/183 
BRANDENBURG ADVERTISING CO. 
Brandenburg sold. 3 D/60 
BRANDS, MULTI-NATIONAL 
More multi-national brands are seen. 12 N/36 
BRANDWYNNE ADVERTISING 
Brandwynne’s first lverson ad push set. 3 S/36 
BRANIFF INTERNATIONAL 
Southwest escalates battle with Braniff over air fares. 19 F/28 
Calder-painted Braniff jet due; FC&B idea. 17 Je/20 
BRAZIL 
Five part series on advertising and communications 
by Ramona Bechtos: 
#1 - Brazil's marketing scene reflects nation’s growth. 
12 F/3 
#2 - Brazilian agencies growing faster than U.S. shops; finances 
strong. 19 F/46 
#3 - Brazil agencies big on creativity; many execs boast JWT 
experience. 26 F/160 
#4 - Key consumer goods growing fast in Brazil; ad budgets keep 
pace. 5 Mr/27 
#5 - No lack of ad media in Brazil, but none can be considered 
national. 12 Mr/35 
Brazil warned of dangers of heightened competition. 23 Ap/38 
BBDO moves into Brazil for Nenkel. 70 S/3 
‘Report’ earns ‘Visao’ a government project. 29 0/60 
Brazil's Cosmo taps rep. 3 D/31 
Brazil gets Audits. 3 D/64 
BREAD 
Kelly, Nason to market Breakfast in Bread idea. V. Adams. 4 Je/64 
American Bakeries pits Honey V vs. naturals. 18 Je/109 
ITT, Interstate testing new old-fashioned breads. V. Adams. 
12 N/60 
See also ITT-CONTINENTAL BAKING CO. and other individual bakers. 
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BREAKFAST IN BREAD CORP. 
Kelly, oy to market Breakfast in Bread idea. V. Adams. 
4 Je/64 


BREAKFAST FOODS 

General Mills Wrap-ups line also in test. 16 Ap/10 

Three test breakfast meats. 14 My/43 

Kelly, Nason to market Breakfast in Bread idea. V. Adams. 
4 Je/64 

Breakfast Squares go into Northeast markets. 23 J//1 


BREATH FRESHENERS 

Federal judge debunks advertising in decision on breath mint 
names. S. Diamond. 8 Ja/42 

‘inoffensive’ packages and names do little to help sell mouthwash. 
W. Margulies. 15 Ja/48 

W-L protects mint lead with Dynamints vs. Tic Tac import. 37 D/1 


BRENTCO CORP. 
Brentco sets unit. 3 D/62 


BRESNICK, OSCAR 
Bresnick leaves shop, launches newsletter. 19 N/22 


BRICKLIN VEHICLE CORP. 
New Bricklin sports car in works; maker seeks dealer. 70 S/1 


BRIOSCHI INC. 

Brioschi adds tv in rap at competition. 30 Ap/81 

BRISTOL-MYERS CO. 

Cold sufferers! Have you wondered which preparation is best 
for you? (FTC releases cold remedy data.) 22 Ja/2 

NARB upholds Bristol-Myers on ad claims for Ultra Ban. 
N. Giges. 5 F/7 

B-M sales up 9% in ‘72. 12 F/10 

“Put up or...” Editorial. (Schick Flexamatic, Ultra Ban 5000 
claims cited.) 19 F/14 

FTC issues plaint against three in analgesic ad case. 19 Mr/2 

B-M, Avco to try to buy honor system. 30 Ap/? 

Gillette's new Dry Look flanker seen threat to Vitalis’ hair groom 
lead. 17 Je/2 

B-M again leads users of business publications. 17 Je/20 

Bristol-Myers’ ad names names in new tv drive ad for Ultra Ban 
5000. 13 Ag/2 

Vickers & Benson major loser as B-M Canada shifts. 17 S/63 

Three men’s hair groom items in test. 24 S/6 

No more rigged ads, Bristol-Myers told; Dry Ban tv spots hit. 
10 D/1 

BRITISH AIRWAYS 

Merger-made British Airways gets $5,000,000 U.K. push. 
1 0/32 

British Airways in major drive. 12 N/27 

BRITISH CALEDONIAN AIRWAYS 

British Caledonian enters airlines’ low-fare scramble. 19 F/29 

BROAD STREET COMMUNICATIONS CORP. 

Broad-Street buys KTOK. 72 Mr/66 

BROADCAST ADVERTISERS REPORTS 

30-second tv ads dominate, records show. 26 Mr/104 

Spot tv ‘72 outlays rose—at least it looks that way. 23 Ap/137 

Net tv billings rise 14.6% in 1st quarter; NBC leads. 30 Ap/36 

Large cities no paragon of virtue when it comes to preventing 
clutter. M. Christopher. (BAR report on station compliance to 
the industry's rules for percentage of advertising content and 
multiple spotting). 25 Je/2 

D-F-S views BAR report as lever to fight clutter. M. Christopher. 
13 Ag/3 

Local tv ads up 24% for first half. 24 S/108 

NAB stiffens ad rule on kid tv, eases others. 22 O/2 


BROADCAST CREDIT ASSN. 

Broadcast group forms unit to fight slow pay problems. 3 D/82 

BROADCASTERS PROMOTION ASSN. 

Broadcast merchandising scored by BPA panel. 26 N/14 

BPA, MSU awards given. 3 D/32 

BROADCASTING 

Moss plans to introduce broadcast bill of rights. 8 Ja/8 

Counter ads may wither in wake of High Court ruling. J. Revett. 
(Broadcasters may reject paid ‘editorial’ ads, Supreme Court 
rules). 4 Je/? 

Networks happy about court ruling; losers see tv access door 
closing. M. Christopher. 4 Je/97 


The First Amendment is not a hiding piace. Editorial. (Risk of 
accepting paid editorial ads is well worth taking for broadcasters 
when they feel they should provide a forum for ‘sponsored’ 
ideas). 11 Je/14 

Full citizenship for electronic press. Editorial. (AA urges Congress 
to open up all public committee hearings and floor sessions 
to electronic news media). § N/14 

Study: Public tv ads could replace grants. § V/22 

Outdoor asks other media share cutbacks; F&K plan draws fire. 
J. Forkan. 3 D/3 

Print men optimistic, broadcast reps concerned. 17 D/12 

BROADWAY STORES 

Broadway Stores broadens media to reach non-newspaper readers. 
H. Bernstein. 30 Ap/42 

BRODSKY, WILLIAM, ADVERTISING 

Brodsky sets agency. 27 Ag/175 

BROWN, C. MATHEWS, & ASSOCIATES 

Brown rep company set. 9 J//38 

BROWN, JOHN Y., JR. 

Brown readies 2nd try at Dem. fund telethon. M. Christopher. 
6 Ag/6 

BROWN-FORMAN DISTILLERS CORP. 

Research not always the answer, says Harris’ Flory. (B-F’s 
Frost 8/80 white whiskey failed despite research). 12 Mr/23 

Forester gets competitive in $2,000,000 campaign. 23 J//3 

Product flops, focus groups, retail ads discussed. (Frost 8/80 cited 
as a recent flop). 30 J//10 

BROWN & WILLIAMSON TOBACCO CORP. 

B&W sets ad effort for two new pipe tobaccos. 29 Ja/28 

B&W media now at P-K-G. 27 My/8 

$200 million is B&W’s Gimbel’s bid. 18 Je/4 

B&W offers Indy racer as $75,000 Viceroy premium. 13 Ag/65 

Which ad attracted more readers? J. Rock. (Starch readership 
scores of two Kool cigaret ads). 3 S/28 

Would you buy used car from B&W? R. Gray. 19 N/58 

BROWNE, ALLAN 

Account, product piracy? Attorney says contract can reduce 
problem. H. Bernstein. (A solution to the problem of employes 
leaving with accounts and other employes and forming their own 
companies, or going to work for a competitor). 713 Ag/20 

BROWNING & MELZER INC. 

BBDM bows in Chicago. (Merges with Genesis Design). 18 /e/48 

BROZEN, YALE 

Ten who made ad news in 1972. 8 Ja/2 

BRUSKIN, R. H. ASSOCIATES 

Bruskin launches energy crisis survey. 17 D/28 

BRYANT, CHARLES, INC. 

Charles Bryant bows. 29 0/10 

BUCHANAN, R.E. 

TV entering its ‘most tumultuous’ season on record. 24 S/27 

BUCHEN ADVERTISING INC. 

Fuji Photo Film is given to Buchen. 37 D/4 

BUCKINGHAM CORP. 

Cutty Sark outdoor ads draw fire. 23 Ap/10 

BUCKLEY, TERRENCE D., ASSOCIATES 

Buckley forms company. 30 Ap/6 

Renamed Buckley/Boris Associates, Woodland Hills, Cal. 8 0/56 

BUCKLEY, WILLIAM F. JR. 

NAB sets its defense to AFTRA suit. (Also, Court rules Wm. 
Buckley does not have to join the union to work on tv). 

29 Ja/80 
BUCKNER ADVERTISING AGENCY 
Renamed Buckner, Craig & Armstrong, Lubbock, Tex. 15 0/52 


BUICK MOTOR DIVISION 

Buick keeps its ad theme for ‘74 cars. R. Gray. 17 S/80 

Auto cleanup ad campaigns concentrate on full-size cars. R. Gray. 
30 Ji/2 

‘74 Opel ads will stress German sales. 3 D/60 

BUILDING MATERIALS & SUPPLIES 

Lifeguard has comics hero for ad drive. 4 Je/83 

Corrective ads possible in FTC move on plastics. 4 Je/92 

Construction men see shortages hit building design. 70 D/12 

BULOVA WATCH CO. INC. 

Bulova $4 million drive includes return to tv; Gruen backs 
Teletime. 6 Ag/? 

BUNDY & ASSOCIATES 

‘Sports’ yearbook set. 18 Je/38 
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BUNKER, NANCY J. (author) 

Ecopornography raises its ugly head. N. Bunker. 7 My/63 
BUNKER-RAMO CORP. 

B.-Ramo tv ads feature ad manager. 19 Mr/37 

BURBANK ASSOCIATES 

Burbank company set. 3 D/6 

BUREAU OF ADVERTISING, ANPA 

BofA study finds 45% of retailers plan ‘73 ad hikes. 8 Ja/27 
H&BA section deserves ad support: BofA. 15 Ja/63 

First BofA material set for new ABC data bank. 26 Mr/109 
Retail apparel linage shows trend toward casual dress. 23 Ap/12 


—— ‘freedom to advertise’. 


J. Forkan. 30 Ap/3 

Name change: Newspaper Advertising Bureau. 30 Ap/82 

BURGER CHEF SYSTEMS 

Plain burgers may be next big menu item in fast foods. V. Adams. 
23 Ji/3 

BBDO finally goes public after one-year wait. (Prospectus discloses 
involvement in a suit filed by Burger Chef). 29 0/3 

BURGER, FELIX & WOOD INC. 

Frisco agencies merge. 12 F/31 

BURGER KING CORP. 

‘Un-usual’ offer set by Seven-Up. (Burger King gets distribution 
rights to 7-Up’s fountain glass premium). 28 My/25 

Burger King eyes plan to unseat McDonald's as No. 1 in fast foods. 
4 Je/3 

Dog ‘n Suds uses weigh-in ads to battle McDonald's. 9 J//36 

Plain burgers may be next big menu item in fast foods. V. Adams. 
23 Ji/3 

Fast food men hold line on ads despite beef shortage. 6 Ag/! 

Burger King revamps ads; push set. V. Adams. 24 S/4 

Pinch not hurting us, say McDonald’s, KFC. 10 D/8& 

BURLINGTON NORTHERN INC. 

Burlington Northern is on right track with identity ads. 9 Ap/47 

BURNETT, LEO 

Leo Burnett as | remember him. F. Strother Cary. 5 Mr/31 

BURNETT, LEO, CO. 

Burnett income up 27% over 1971. 29 Ja/70 

ABA account to Leo Burnett Co. 30 Ap/8& 

Burnett adds studio. 8 0/24 

Burnett buys Capital. 715 0/97 

S.C. Johnson ends 43 years at NH&S; Burnett gets some. 

17 D/1 

BURTON SOHIGIAN INC. 

Burton Sohigian goes public. 6 Ag/4 

Klee liquidation will not affect Burton Sohigian. 27 Ag/183 

Burton Sohigian gives 1st quarter ‘73 test ad campaign. 29 0/65 

BUSES 

See TRANSIT ADVERTISING 

BUSINESS & INDUSTRY 

Business must speak to doubting public: de Windt. 19 F/6 

Chapin urges CBBB to work at restoring business’ image. 

28 My/2 

JWT’'s Dialog readies unit for free enterprise info. 16 J//8 

Put profit into cures for social ills, McCall says. (Until problem- 
solving becomes profitable, the business community will not 
contribute toward curing social ills, says David McCall in 
‘Harvard Business Review’). 30 J//12 

Reward do-gooders. Editorial. (Favorable comments on David 
McCall's ‘Harvard Business Review’ article on urban problem- 
solving by business). 30 J//16 

Push against pessimism. Editorial. (With pessimism the prevailing 
mood, companies must work harder to develop their products, 
keep the competitive spirit, and especially to communicate 
with good sense through advertising). 29 0/14 

‘Family Circle’ study sees big middle class coming. 29 0/76 

BUSINESS INTERNATIONAL CORP. 

Guide for expansion into Canada is out. (Study suggesting that 
U.S. companies set up Canadian operations before gov't sets 
restrictions published). 26 F/139 

Difficult to crack China market, says research study. 5 N/32 

BUSINESS PRESS 

Business press comparability effort ‘rolling along,” BPA meeting 
hears. J. Forkan. 19 F/3 

Business press salesmen’s salaries up, survey finds. 5 F/24 

Action created by business press ads outlined in study. (MCRC’s 
‘Ad Action Study’). 19 Mr/66 

Business press under-used says Lingren, new ABP head. 7 My/70 


ABP’s Mill says ‘73 ad vol could top $900 million. 27 My/10 

Business press ‘72 ads up; first page gain since ‘66. 4 Je/4 

B-M again leads users of business publications. 17 Je/20 

Leading business press advertisers. 17 Je/20 

Business press’ future rests in use of technology. 8 0/66 

Be watchdog for free enterprise, ABP told. 29 0/8 

Business press has 27,000 advertisers. 27 N/104 

Print men optimistic, broadcast reps concerned. 17 D/12 

‘Farm Journal’ publisher sees better ‘74 harvest. S Feldman. 
31 D/4 

See also AMERICAN BUSINESS PRESS 

BUSINESS PUBLICATIONS AUDIT OF CIRCULATION 

Business press comparability effort ‘rolling along,’ BPA meeting 
hears. J. Forkan. 19 F/3 

Finney elected BPA chairman. 9 F/6 

Commerce journal unit expelled by BPA. 2 Ap/57 

BPA picks directors. 9 J//42 

Four new BPA ads stress audit value. 22 0/128 

BUTLER-TURNER ADVERTISING 

Renamed Butler-Turner-Pike Advertising, Vero 
Beach, Fla. 7 My/35 

BUYING INFLUENCES 

There's a male in your market. C. Hepler. (With 32 million women 
working, male buying influence is rising in the supermarket). 
28 My/35 

Male buying influence in groceries, toiletries. 28 My/36 

Paper men, others should rely more on ads to sell. 20 Ag/52 

See also BRAND PREFERENCES 

BYOR, T.V. (author) 

Realistic photography is best for almost any commercial. 29 Ja/47 

Almost any advertised product can be considered ‘dangerous’. 
9 Ap/54 

Package is where it's at—don’'t forget it in tv spots. 27 My/67 

When is a commercial a pre-test or demo? Only when it moves 
and makes noise. 18 Je/76 

Get back to (product) basics—creativity can get in the way. 
6 Ag/34 

Don't talk to kids like kids in tv ads—they won't buy it. 20 Ag/42 

Creative can’t stay the same while the world’s going crazy. 
24 S/64 

It's Uncle Harry who's the big culprit—not the advertising. 
15 0/61 

It's not just what you say or how—vary the where in commercials. 
26 N/36 

Words—the better you put ‘em together, the prettier your 
pictures will be. 77 D/102 


CHC/PUBLISHING SCIENCES GROUP 

Publishing Sciences to buy Pacific West. 13 Ag/32 

CPC COMMUNICATIONS 

Cliggott forms unit. 3 D/41 

CPC INTERNATIONAL INC. 

CPC shifts Healy and boosts two. 26 F/8 

CPC closes 1972 with record sales of $1.5 billion. 712 Mr/28 

Two soy suppliers test own burger extenders. V. Adams. (Also, 
Skippy positioned as a low cost source of protein). 5 N/T 

CSC INC. 

CSC Inc. renamed Maple Plain Co. 70 S/32 

CABARET PRODUCTIONS 

‘Cabaret Week’ bows. 10 S/32 

CABELL, ALICE (author) 

How the nightingale outsang his thrushness. 15 Ja/46 

CABLE TV 

Sport, movie offerings attract viewer to pay tv. (A look at recent 
activities by companies in cable and pay tv). 72 F/19 

Chicagoans won't get cable tv soon. 79 F/63 

Lack of combined data hurts CATV growth. 9 Ap/3 

FC&B out of cable tv; TC! buys five franchises. 9 Ap/14 

Cox, ATC merger off. 7 My/70 

Goodman says CATV could hurt free tv. 14 My/51 

New RCA tv sets offer improved CATV capability. 27 My/96 

ATC acquires rest of Time cable systems. 4 Je/69 

Move direct market efforts beyond mail, Kershaw urges. (Cites 
increasing competition from cable tv). 17 Je/34 

Cable not an easy buy, agency exec tells NCTA. (Problems 
expected for cable systems discussed). 2 J//50 

Pro sports may be part of fare for N.Y. pay tv. J. Forkan. 23 J//18 

NFL girds for fight against blackout lift. 30 J//1 
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Macdonald seeks early blackout lift. 6 Ag/8 

The blacking-out of America. Editorial. (AA urges an end to tv 
blackouts, suggesting that the NFL build good teams to assure 
s.r.0. games). 6 Ag/16 

Publicat in forefront of French cable experiment. P. Borden. 
27 Ag/181 

Cable men eye satellite, issue study to agencies; NAB mulls ad 
rebuttal. 70 S/1 

Quebec cable tv plans worry Canadian ad men. 7 0/66 

Mail order complaints on the rise: Knauer; White House will help. 
S. Feldman. (Parallel between direct mail marketing and direct 
response CATV drawn.) 22 0/3 

Hearings end, but debate goes on between pay-cable, commercial 
tv. J. Revett. 72 N/3 

Wiley favors tri-level regulation of cable tv. 19 N/24 

FCC arguments set. 19 N/64 

NCTA silent while NAB’s anti-pay ads holler away. 3 D/2 

See also PAY TV VS. FREE TV 

CADILLAC MOTOR CAR DIVISION 

Cadillac, STP to sponsor 500 race radio coverage. 19 F/59 

Cadillac to be ‘aggressive’ in ‘74; Pontiac will stay with Wide 
Track. R. Gray. 70 S/2 

Caddy shifts ad theme; most makers hold line. R. Gray. 70 D/2 

CAFFEINE 

See FOOD ADDITIVES 

CAHNERS PUBLISHING CO. 

Three C-M books to shift offices. 26 N/8 

CALABRESE/CICCONE ASSOCIATES 

Calabrese/Ciccone set. 14 My/48 

CALCULATORS 

Industrial marketer strikes it rich using direct mail. B. Stone. 
(Hewlett-Packard’s calculator campaign cited). 12 F/41 

Twin ads draw well for JS&A. (Two mini-calculator ads run in 
different sections of the same Wall St. Journal). 26 F/10 

Semiconductor sets trade push for calculators. 19 N/4 

Agency totes up profits as Bowmar sales soar. S. Feldman. 19 N/20 

CALDOR INC. 

Caldor logo has rainbow’s promise. 26 F/139 

CALGON CORP. 

Calgon takes small step into competitive arena; softener ad hits 
Downy. N. Giges. 22 Ja/1 

Cling Free problems cast doubt on future for dryer softeners. 
V. Adams. 19 N/3 

CALIFORNIA CANNERS & GROWERS 

Diet Delight line sets radio drive. 5 F/60 

CCG’'s fruit with honey bows in L.A. 77 Je/2 

CAMERAS & PHOTOGRAPHIC EQUIPMENT 

Polaroid delays national bow for SX-70, sets big ad drive for other 
items. 12 F/3 

VG sets trade ad intro for darkroomless photo printer. 9 Ap/44 

SX-70 won't use outdoor in nat'l rollout. 7 My/36 

Berkey puts pocket camera into $220,000,000 market. 78 Je/10 

Japanese marketers regroup after devaluation. L. Link. (Auto 
camera manufacturers brace themselves for export decline sure 
to follow the devaluation). 18 Je/88 

Kodak to introduce super 8 ‘talkies’ via print, tv ads. 30 J//8 

Bell & Howell readies own 35 mm: adds to movie lines (B&H 
tries to establish its own brand image after the loss of the Canon 
line). 20 Ag/8 

Film Products set to market novelty disposable camera. 27 Ag/189 

Rewinning ‘serious amateur’ aim of new Argus campaign. T. Rowan. 
8 0/70 

CAMILLE VICTORIA & ASSOCIATES 

Goldwater opens shop. 20 Ag/56 

CAMPBELL, ROLAND P. (STEVE) 

Campbell is NAD’s new chief; Purdon retires Jan. 1. 72 N/7 

Campbell to urge more local review. 19 N/57 

CAMPBELL-EWALD CO. 

Wasey-Quadrant efforts crowned by Vauxhall win. H. Quinn. 
15 Ja/8 

Michigan Tourist Council may return to Ross Roy. (Relationship 
with C-E broken). 9 J//84 

For Jimmy, happiness is thinking for C-E, Chevy. R. Gray (Gertrude 
McWilliams elected senior vp at C-E). 23 J//33 

CAMPBELL SOUP CO. 

Hungry-Man line grows. 5 F/60 

Chunky line expanded. 5 F/67 

Lipton Cup-a-Soup hikes market; Borden jumps in. 2 Ap/53 


Don't overlook packaging when positioning your product. 

W. Margulies. (Campbell's Chunky Soup cited). 30 J//34 
Sales, earnings up for Campbell despite added cost. 17 S/81 
CAMPBELL-TAGGART 
Campbell-Taggart, JWT part. 8 0/70 
CANADA 
BBDO severs Comcore ties. 8 Ja/8 
New Canada net readied; CBC may ban advertising. 22 Ja/32 
Canada cigaret sales up despite broadcast ban. 26 F/136 
Guide for expansion into Canada is out. (Study suggesting that 

U.S. companies set up Canadian operations before gov't sets 

restrictions published). 26 F/139 
Vancouver store greets competitor. 26 F/139 
Canada agencies argue influence of U.S. shops. 26 F/142 
Manitoba government asks 15% discount on own ac's. 26 F/142 
Canada slim down ads get hefty rules. 19 Mr/38 
ICA shops may adopt code. 2 Ap/40 
Canadian group to tighten code on ads to kids. 9 Ap/32 
B.C. anti-alcohol group asks liquor ad ban revival. 9 Ap/38 
Sy!vania, Hill design new color packs for bulbs. 9 Ap/41 
B.C. broadcasters ask end of liquor, tobacco ad ban. 9 Ap/76 
Advertisers aplenty for ‘Baby Blue’ film shows on Toronto's 

CITY-TV. F. Slover. 9 Ap/78 
Canadian French ad changes asked by BCP president. 16 Ap/55 
Liquor men reply to B.C. body on ads’ alcohol issue. 16 Ap/106 
Canada Parliament weighs ban on ads for kiddie tv. 23 Ap/139 
Montreal station resigns from BBM ratings service. 30 Ap/36 
Keg brew bows in Ontario. 30 Ap/66 
Five execs buy control of Foster in Canada. 7 My/35 
Canadian advertisers urged to be responsive to growing pressures. 

R. Bechtos. 27 My/38 
Church group calls for cigaret, liquor ad ban. 27 My/82 
Canadians get consumer info tv program. 28 My/53 
EEC expansion offers chance for Canada; it reacts slowly. F. Slover. 

(In depth analysis of the advertising-marketing scene). 

4 Je/25 
Global asks admen hold for its debut. 17 Je/60 
Unity Bank uses print in first ad campaign. 17 Je/67 
Self-basting gobbler battle brewing in Canadian market. (Miracle 

Baste vs. Butterball). 18 Je/34 
Group heads O&M Canada. (Robert Miller resigns presidency). 

25 Je/24 
Canadian proposal could up client tv cost: JWT exec. (Concern 

expressed over possible government legislation to increase 

the production of tv commercials in Canada). 23 J//26 
Turner heads Canadian ad standards council. 30 J//8 
Canada broadcast body at work on content rules. (Accelerated 

Canadian-content commercial production for broadcast ads is 

being planned). 30 J//38 
Heinz of Canada will introduce 14 frozen items. 30 J//38 
FTC plans industry meeting to set children’s tv ad rules. S. Cohen. 

(Engman solution may be modeled on Canadian kid tv code). 

6 Ag/?1 
Soft drink, beer advertisers lead list. (Report on Canada’s leading 

radio advertisers released). 6 Ag/14 
Canadian ad board sets fee system. 6 Ag/45 
Hotline adman Kert fills the info gap for Canada consumer. 3 S/37 
Manitoba government sets media buying operation. 70 S/30 
Canada council reviews 245 tv ads, rejects 18. 10 S/36 
Canadian newspapers set up bureau to promote ad sales. 10 S/64 
Vickers & Benson major loser as B-M Canada shifts. 17 S/63 
Quebec cable tv plans worry Canadian admen. (Report on the 

Institute of Canadian Advertising conference). 1 0/66 
Pope Paul in radio ads for Quebec group. 15 0/2 
Canada’s CRTC will air views on kiddie tv ads. 15 0/34 
New ICA head feels there's less hostility toward ads. 15 0/76 
Canadian outdoor group adopts new clean-up program. 15 0/77 
CRTC backs CAAB self regulation of children’s tv ads. 29 0/32 
Beer, wine spots o.k. for Alberta tv. 5 N/37 
Cockfield buys shop. 12 N/37 
New ACA chairman sees more ‘minuses’ in ads. 12 N/38 
Paid vs. controlled magazine battle in Canada. 12 N/48 
Shortages seen affecting every advertised product. 19 N/23 
B.C. Hydro sets education effort. 19 N/30 
Manitoba deals direct with media. N. Cotter. 26 N/28 
Eastern vacation push launched in Canada. 3 D/23 
GF in Canada selects two new agencies. 3 D/23 
Drug chain signs skater. 3 D/37 
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Stop kid tv ads: Canada consumerists. 3 D/42 

Canada broadcasters, union shorten cycles for talent. 3 D/60 

CNPA says Manitoba move is outside group’s purview. 3 D/62 

Canada admen aren't worried about foreign investor bill. N. Cotter. 
3 D/83 

Restrictions, legislative overlap are hampering growth of Canada tv 
ads. 10 D/22 

Canadian board hits supermarket sales practices. 10 D/43 

Four in ten smoke cigarets in Canada. 10 D/52 

Robin Hood breaks Canadian drive. 10 D/52 

Canadian outdoor man says medium not yet bothered. 10 D/74 

Crosbie heads CAAB. 17 D/109 

Canadian group seeks warning in liquor ads. 24 D/8 

Quebecois press for own provincial ad group. 37 D/3 

Billings of ICA shops rise 13% in 1973. 31 D/28 

Montrealers buy Burley. 37 D/28 

Salaries of Canadian ad and marketing execs match U.S. 31 D/28 

CANDY & GUM 

Sunline will market Quaker's candy. 7 Ja/2 

Chiclets pits its Super Cherry against Life Savers gum. 15 Ja/4 

Candy cartons: The right design for the wrong outlet. W. Margulies. 
23 Ap/117 

Ward going national with Bit-O-Chocolate. 23 Ap/143 

Adams gum rolls out. 14 My/25 

Candy at record sales, but squeeze felt. 9 J//38 

Wrigley tests outdoor as campaign extender. 3 S/1 

Ward testing gourmet line of bar candy. 3 S/8 

Life Savers pops test. 7 0/68 

Trident rolls out gum. 8 0/65 

Milk Duds ad positions it as longer lasting. 8 0/65 

Marathon rolls out; tv, print readied. 19 N/54 

W-L protests mint lead with Dynamints vs. Tic Tac import. 
31 D/1 

CANON U.S.A. 

Canon names Dentsu. 23 Ap/10 

Japanese marketers regroup after devaluation L. Link. (Auto & 
camera manufacturers brace themselves for export decline sure 
to follow the devaluation). 18 Je/88 

Bell & Howell readies own 35 mm; adds to movie lines. (B&H tries 
to establish its own brand image after the loss of the Canon 
line). 20 Ag/8 

CANS 

See BOTTLES & CANS 

CANTEEN CORP. 

Canteen Corp. offers eaters for testing. 12 N/77 

CANTOP INDUSTRIES 

Arizona lemonade is first customer for Pulltop can. 13 Ag/66 

CANTWELL, JACK, INC. 

Trouble was help to Cantwell Shop despite departure. 2 J//49 

CAPITAL CITIES BROADCASTING COPP. 

Carter sale may be top media cash deal. 75 Ja/27 

Capital Cities profits rise. 26 F/159 

Renamed Capital Cities Communications. 14 My/90 

CAPLES, JOHN 


John Caples: For half a century a writer of classic mail order ads. 


J. O'Gara. 10 S/42 
They laughed when she sat down at the typewriter—but... 
J. Foxworth. (A study finds that routine secretarial tasks can be 
expensive; a book by John Caples’ secretary is recommended). 
10 S/54 
CAPRICORN COMMUNICATIONS 
Capricorn opens. 30 Ap/69 
CAPTAIN AMERICA’S COOKHOUSE 
Captain America turns up as popular Dublin eatery. 27 Ag/181 
CAR POOLS 
See AUTOMOBILE POOLS 
CARGILL INC. 
Two soy suppliers test own burger extenders. V. Adams. 5 N/7 
CARGILL PARAMOUNT POULTRY 
Northeast marketers eyeing chicken coup in ad battle. 9 Ap/27 
CARLING BREWING CO. 
Tuborg beer adds bibbers, Schmidt gets ad. 22 Ja/3. 
Correction 12 F/43 
‘Unclassy.’ charges Lois as ex-LHC trio get Tuborg beer. 9 J//12 
CARLSON, JANET 
Janet Carlson lists woes of women in agency work. 27 Ag/165 
CARNATION CO. 
Mighty Dog moves out. 9 Ap/63 


Don't overlook packaging when positioning your product. W. 
Margulies. (Slender, repositioned as instant Breakfast, cited). 
30 JI/34 

Herff Jones okays Carnation merger. 29 0/52 

CARPETS & RUGS 

Omalon ads hypo sales by $4,800,000, company says. 77 Je/24 

Glamorene says Spray ‘n Vac can broaden market. 17 Je/77 

Monsanto to push Acrilan carpeting via print campaign. 29 0/64 

CARROLL, WALLACE (author) 

Ode from Winston-Salem. (Reprint of a poem by Carroll about 
Sen. Moss and little cigars). 29 Ja/72 

CARSON/ROBERTS 

Carson/Roberts name dropped by O&M unit. 8 Ja/57 

CARTE BLANCHE CORP. 

Carte Blanche to start tv ad drive aimed at No. 1. H. Bernstein. 
19 F/1 

MPA adds members. 9 Ap/69 

CARTER, JOHN MACK 

Carter, Tremble promoted; Downe profits off sharply. 20 Ag/8 

Carter buys Downe’s ‘AH’; will head his own company. 24 D/1 

CARTER PUBLICATIONS 

Carter sale may be top media cash deal. 15 Ja/217 

CARTER-WALLACE INC. 

Tv, print support new Pearl Drops spearmint. 7 Ja/8 

First Pearl Drops agency develops competitive brand. 72 F/10 

Outlook for whiteners dims as Lever's Aim tops new dentrifice 
entries. N. Giges. (Also, report on tooth polish entries). 

4 Je/1 

CARTRIDGE TELEVISION INC. 

Cartridge TV was premature; others see growth ahead. 
H. Bernstein. (A look at the growth of the videotape 
market as Cartridge TV files for bankruptcy). 9 J//2 

Cartridge TV tells how it went wrong. 8 0/30 

CARY, F. STROTHER (author) 

Leo Burnett as | remember him. 5 Mr/31 

CASE & McGRATH INC. 

Kentile picks Case. 12 N/36 

CASH, NORMAN E. (PETE) 

Counter ads could apply to all: Cash. 29 Ja/84 

Know how to shake loose any bucks for spot tv? Tell it to Pete 
Cash. M. Christopher. 19 N/6 

TvB studies goals; Cash wins internal fight. 3 D/4 

CASSETTES, TAPE 

Audio Magnetics will reactivate innovation. H. Bernstein. 77 S/35 

CASSETTES, VIDEO 

SelectaVision move to Y&R signals big market effort as RCA goes 
into cassettes. 22 Ja/2 

Cassette monthly bows in Detroit. 22 Ja/64 

VCA heads quit, company talking possible merger. 16 Ap/94 

Some ABP men leery about cassettes, non-print media. 14 My/42 

Lord & Taylor merchandising a tv hit in branch stores. 13 Ag/58 

Video cassette makers see ‘tough’ consumer marketing. J. Forkan. 
8 0/3 

Cartridge TV tells how it went wrong. 8 0/30 

Create own fare, cassette makers told. (Video cassette companies 
urged to develop their own programing instead of trying to 
convert existing material). 15 0/24 

Wire, cassette competition for nets seen decade away. 75 0/32 

Video-Tise launches p.o.p. venture in liquors. 26 N/50 

CASTILLO, RON, S.A. 

Ron Castillo bows as Casa de Goes. 20 Ag/25 

CATALINA DIVISION 

Catalina uses free-form ad for sportswear. 17 D/26 

CATALOGS 

Penney’s looks for greater sales gains. L. Baltera. 22 Ja/16 

Broadway Stores broadens media to reach non-newspaper readers. 
H. Bernstein. 30 Ap/42 

Citgo catalog store to open on Long Island. 9 J//34 

McCall Pattern hikes ‘Carefree’ base, rates. 17 D/108 

CAVANAGH MARKETING CORP. 

Cavanagh sets company. 23 Ap/12 

CAVENDISH, MARSHALL, LTD. 

Cavendish: Sales are ‘fair’ for ‘Man & Woman’ magazine. 12 Mr/22 

CAYWOOD & RUSSO 

It's Caywood & Russo. 24 S/78 

CELANESE CORP. OF AMERICA 

Report Celanese drops Grey; billings have been dwindling. 

D. Grant. 26 F/2 
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Sloan gets three Celanese projects. 27 My/93 

Celanese to Doyle Dane. 25 Je/8 

CENSORSHIP 

‘Time’ calm in ad, reader exit due to ‘Last Tango’. 5 F/3 
Broadcast censors study new drug ad rules. M. Christopher. 

26 Mr/4 
Cutty Sark outdoor ads draw fire. 23 Ap/10 
Worldvision exec calls meeting to protect ‘coercion.’ 29 0/76 
FCC turns down candidate's plaint on ad spot rejusal. 29 0/37 
It's censorship, and it's needed. S. Bernstein. (The prime target 

for the owner of any medium is the audience; the i 

must be secondary). 29 0/14 
CENSUS 
See U.S. BUREAU OF THE CENSUS 
CENTCOM LTD. 

Centcom picks vps, puts Moran in new post. 22 0/16 

CENTER FOR AUTO SAFETY 

Auto safety group thanks Cole for GM child seat ads. 9 Ap/89 

Group calls STP ‘worthless,’ seeks counter ads from FTC. 28 My/8 

a STP ad, gets Marathon, Ford changes. J. O'Connor. 
Ji/1 

Tire makers dispute CAS ad charges. 16 J//2 

‘Tailgating’ ad is hazardous: Safety Center. 27 Ag/183 

Capri tailgate ad no worse than cop tv scenes: Daniel. 24 S/107 

CENTER FOR COMMUNICATIONS PLANNING 

Chicago agency bows. 10 S/30 

CENTER FOR MARKETING COMMUNICATIONS 

Clark appointed head of CMC unit. 10 D/24 

CENTER FOR SCIENCE IN THE PUBLIC INTEREST 

Consumerists ask GM drop cereal brand. 17 S/80 

Consumerists ask content disclosure. 26 N/24 

Texaco objects to logo use by counter ad group. 26 N/59 

CENTURY PUBLISHING CO. 

Auto book set to bow. 29 Ja/12 

Century launches book. 9 Ap/66 

CEREAL 

Post Grape Nuts pushes its natural ingredients. 8 Ja/10 

Quaker uses Life packages for learning program. 12 F/19 

Cereal makers say nutrition hearings rigged; won't appear. 

S. Cohen. 5 Mr/1 
Kellogg, Gen’! Mills will testify before Senate committee. S. Cohen. 

12 Mr/1 
Cereal people field sugar content issue in Senate nutrition hearings. 

19 Mr/1 
Cold cereal industry goes through growth year; ‘73 looks bright, 

too. John C. Maxwell. 26 Mr/3 
West first to get Pillsbury natural entry. 9 Ap/86 
Country Village food lines testing. 16 Ap/6 
Natural cereals hypo ready-to-eat market. L. Edwards. 28 My/2 
General Mills moves out its Nature Valley natural cereal. 

L. Edwards. 2 J//1 
Gen'l Mills new cereal hit for high sugar, fat. (Mr. Wonderfull’s 

Surprize criticized by nutrition group for high sugar and fat 

content). 13 Ag/& 

Consumerists ask GM drop cereal brand. 17 S/80 

Kellogg moves out with own natural entry. L. Edwards. 75 O/7 
General Milis ad reacts to attacks on Surprize. 5 N/2 

Quaker items rolling out; earnings dip. (Semi-moist pet foods & 

natural cereal are among the items mentioned.) 19 N/8 

CESSNA AIRCRAFT CO. 

Cessna sets learn-to-fly net tv drive. 19 Mr/2 

Cessna stays with Meredith for its new fall campaign. 77 S/59 
‘CHAIN STORE AGE’ 

Chain Store sets unit. 23 Ap/125 

CHAIT, LAWRENCE G. 

Chait set to file plea of ‘not guilty’; others mum in American bribery 

case. 12 F/1 
Chait fined; says it paid kickbacks. 3 D/82 
CHANEL INC. 

Chanel wins only partial victory in unfair competition case. 

S. Diamond. 5 N/54 
Chanel ad drive has fragrance of success. L. Baltera. 10 D/34 
CHAPIN, DWIGHT L. 

Nixon aide gets post at United. 5 F/69 

Chapin back at JWT—for a visit. 2 J//2 

CHAPIN, ROY JR. 

Roy Chapin Jr. American Motors chairman is named Adman of 
the Year by Advertising Age. H. Quinn. 8 Ja/? 


CHARGER PRODUCTIONS 

‘Horse & Horseman’ set. 12 F/61 

CHARITY ADVERTISING 

‘73 ads for Metro Chicago Mercy Crusade set for fall. 3 S/6 
Ads push thousands of public causes. 27 N/156 

Y&R helps with Foster Parents ads. 26 N/517 

Non-profit spots may lead to new woes for industry. 70 D/34 
CHARLIE’S GIRLS INC. 

Charlie's Girls files against Revion entry. 16 Ap/88 

CHASE, COCHRANE, & CO. 

Chase's workbook is ready. 27 Ag/24 


CHATHAM COMPLETE FOOD CENTERS 

Chatham pushes image, not price in meat campaigns. 22 0/128 

CHEM TECH CORP. 

Great Circle new entry into fabric softener field. 2 J//2 

CHESEBROUGH-POND'S INC. 

Chesebrough buys Health-Tex. 5 Mr/59 

Chesebrough has record ‘72 year. 23 Ap/10 

Chesebrough ‘72 budget at $39,400,000. 28 My/24 

Dow in major bid for hand lotion market share. V. Adams. 22 0/2 

CHEVROLET MOTOR DIVISION 

ABC buttons down the ‘76 Olympics buy. 14 My/6 

It's s.r.0. for the lightly advertised Corvette. 23 J//20 

For Jimmy, happiness is thinking for C-E, Chevy. R. Gray. (Gertrude 
McWilliams elected senior vp at C-E). 23 J//33 

Chevrolet sees profit in trend to small cars. R. Gray. 77 S/3 

CHEVRON OIL CO. 

Prof says ads can innoculate against corrective orders. 19 N/24 

CHICAGO CREATIVE 

FC&B's Kelly, Tims, Andrus form Chicago Creative. 72 Mr/78 

‘CHICAGO TRIBUNE’ 

Cook named publisher of ‘Tribune’. 16 Ap/4 

Field, Tribune Co. step up battle for Chicago newspaper leadership. 
16 Ap/62 

‘CHICAGOAN’ 

‘Chicagoan’ will debut with 92.3 pages of ads. 3 S/47 

‘Chicagoan’ base up. 26 N/59 

CHILDREN 

M.A.N.U.R.E. is serious thing for inventor-author. 5 F/42 

Withholding research data is unfair practice: Choate. (Impact of 
advertising on a child known only by those who research it in 
secret for business.) 12 Mr/26 

Cereal people field sugar content issue in Senate nutrition hearings. 
19 Mr/1 

Auto safety group thanks Cole for GM child seat ads. 9 Ap/89 

GM love seats sales soar with spring ad backing. 70 S/65 

General Mills ad reacts to attacks on Surprize. 5 N/2 

FTC Wonder bread ruling dims future of corrective ads. S. Cohen. 
12 N/1 

Y&R helps with Foster Parents ads. 26 N/517 

Consumer role in FTC children’s ad project may trigger AAF exit. 
S. Cohen. 10 D/1 

Rosch aims to speed up kids’ ad code. 17 D/123 


CHILDREN—RADIO & TV 

Avco, Meredith set to produce kiddie specials. 1 Ja/27 

Kiddie tv good or bad? FCC studies both sides. 22 Ja/10 

Miles shorts on nutrition offered for kid tv shows. 22 Ja/59 

NAB sets its defense to AFTRA suit. (AFTRA challenges code 
rules denying kid tv hosts from endorsing products in com- 
mercials in or adjacent to their own shows). 29 Ja/80 

Drug men squelch ban of kid-viewed tv drug ads. 5 F/2 

Ads to kids, drug spots defended at AAF meet. 5 F/3 

Self regulation better for kid tv, says FCC’s Hooks. 5 F/8 

Children’s tv ads: The best is yet to be. Editorial. (Activity 
designed to keep commercials away from children’s tv is counter 
-productive; rather, advertisers and agencies should try harder 
to produce informative and entertaining commercials, not just 
spots that sell). 5 F/72 

‘ZOOM’ needs an angel. Editoriai. (Funds sought 
for a popular Boston kid tv program). 79 F/14 

ABC exec warns against hurting kid tv ad base. 26 F/134 

ACT limns, boos kids’ tv advertisers. 26 F/135 

‘Better’ kid shows rate low but get advertiser support. (Post- 
Newsweek stations experiment with ‘better’ programs for kids). 
26 F/138 
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Cereal makers say nutrition hearings rigged; won't appear. 

S. Cohen. 5 Mr/1 

Complete text of the last chapter of ‘Advertising and the Public 
Interest,’ an analysis of the FTC’s hearings on modern advertis- 
ing practices. 12 Mr/4A 

Lack of industry initiative makes children’s tv a likely FTC target. 
S. Cohen. 12 Mr/6 

Quality kid tv must have ads: Wiley. 79 Mr/3 

CTW. Muppets sign up with Questor Corp. 19 Mr/37 

NBC revamps Saturday a.m. lineup with 7 new tv shows. 26 Mr/8 

Canadian group to tighten code on ads to kids. 9 Ap/32 

Public tv program devotes most of the time to critics. S. Cohen. 
9 Ap/90 

Canada Parliament weighs ban on ads for kiddie tv. 23 Ap/139 

Selling yes, exploiting no on kids’ tv. F. McDonald. 14 My/55 

Code board to get guides on tv ads for children. M. Christopher. 
4 Je/8 

NAB revamps children’s ad code, sets meeting on integrated 
spots. (Report on headline items at a tv code board meeting). 
11 Je/2 

Is advertising leader or follower? S. Bernstein. (Advertising caters 
to the demands of society and does not claim the role of social 
leader; ads to children cited as an example). 9 J//16 

Australians ready guides on kid tv ads. 30 J//38 

FTC plans industry meeting to set children’s tv ad rules. S. Cohen. 
(Engman solution may be modeled on Canadian kid tv code). 
6 Ag/1 

Animated version of Star Trek to bow Sept. 8. 6 Ag/56 

Admen, consumerists to study children’s tv. (Consumerists & ad 
people agree, at the FTC, to set up 4 joint working groups 
to study self-regulation on children’s tv. 13 Ag/? 

FTC’s Engman surprises. Editorial. (Although the NARB & NAB 
have confronted the problem of children’s tv ads, the public 
has been unaware of any progress: the FTC, working with the 
public, fills a need in this area). 13 Ag/16 

Guides for tv advertising to children: What FTC chairman proposes: 
What NAB calls for. 13 Ag/62 

Don't talk to kids like kids in tv ads—they won't buy it. T.V. Byor. 
20 Ag/42 

Engman'’s role in kids’ advertising seen as that of public benefactor. 
S. Cohen. 27 Ag/6 

Canada council reviews 245 tv ads, rejects 18. 10 S/36 

Groups formed to develop code for kids’ advertising. 70 S/36 

KTTV signs agreement to ban violent children’s programs. 8 0/2 

Mother knows best, but... Editorial. (Metromedia’s agreement to 
drop certain ‘excessively violent’ cartoons on KTTV in LA sets a 
bad precedent but emphasizes telecasters’ responsibility to keep 
morbid, violent sequences off the air). 15 0/12 

Canada’s CRTC will air views on kiddie tv. 15 0/34 

NAB stiffens ad rules on kid tv, eases others. 22 O/2 

Prime time king CBS tops in tot rating, too. J. Forkan. 22 0/8 

‘Sesame’ stars in CBBB-NBC kiddie nutritional spots. 29 O/4 

CRTC backs CAAB self regulation of children’s tv ads. 29 0/32 

Worldvision exec calls meeting to protest ‘coercion.’ 29 0/76 

Stop kid tv ads: Canada consumerists. 3 D/42 

Proposals for kid tv guides readied by Choate group. S. Cohen. 
3 D/1 

CHILDREN’S TELEVISION WORKSHOP 

CTW asks prime time rule waiver, seeks ABC deal for special show. 
J. Revett. 26 F/3 

CTW, Muppets sign up with Questor Corp. 19 Mr/37 

‘Electric Company,’ ‘DirtyFeet’ to bow. 23 J//62 

‘Sesame’ stars in CBBB-NBC kiddie nutritional spots. 29 0/4 

CHILE 

K&E glad it retained Chile office. R. Bechtos. 77 S/2 

CHILTON CO. 

Marsteller, Chilton sign pact with Russian shop. 8 Ja/6 

Chilton book suspended. 29 Ja/79 

Chilton revenues up. 26 F/140 

Chilton boosts Sward, 3 others. 12 Mr/8& 

Chilton income up 58%. 76 Ap/10 

Chilton scrutinizes rec area in 1st consumer try. S. Feldman. (A 
leisure magazine group is formed at Chilton to look into con- 
sumer publishing in the leisure and recreation markets). 
20 Ag/6 

Chilton Co. first half revenues, earnings rise. 27 Ag/168 

Chilton to try broadcast ads. 27 Ag/190 

Chilton negotiating for consumer books. S. Feldman. 5 N/39 


Chilton sets tv production unit. 37 D/29 

Chilton’s Phair retires. 37 D/29 

CHIN, THEODORE (author) 

New product successes and failures—how to detect them in 
advance. 24 S/61 

CHINA 

Chou tells visiting adman: ‘We used to have agencies’. 23 Ap/38 

Wise to stop ads if it wants bureau, ‘Times’ warned. 27 My/95 

A ‘superfluous’ adman visits China. 17 S/25 

Difficult to crack Chinu market, says research study. 5 N/32 

CHOATE, ROBERT 

Withholding research data is unfair practice: Choate. (impact of 
advertising on a child known only by those who research it in 
secret for business.) 12 Mr/26 ; 

Public tv program devotes most of the timé to critics. S. Cohen. 
9 Ap/90 

‘Sesame’ stars in CBBB-NBC kiddie nutritional spots. 29 O/4 

Proposals for kid tv guides readied by Choate group. S. Cohen. 3 D/? 

Consumer role in FTC children’s ad project may trigger AAF exit. 
S. Cohen. 10 D/1 

Rosch aims to speed up kids’ ad code. 17 D/123 

‘Subliminal’ ad flap raised. 24 D/27 

CHOLESTEROL 

NAB stiffens ad rules on kid tv, eases others. (Also, tv code 
authority's ban on the use of the word cholesterol is lifted). 22 0/2 

CHRISTIAN BROADCASTING NETWORK 

Christian Network buys Dallas station. 16 J//56 

CHRYSLER CORP. 

Chrysler pushes marine products as way to escape. 72 F/31 

FTC asks for car ad proof; Chrysler is ‘disturbed.’ 26 Mr/2 

Chrysler alters auto introduction pattern; will stage ‘impact span.’ 
20 Ag/3 

Chrysler's new tv spot proves hard to make—for the birds. 
A. C. Thomson. 29 0/46 

Duster price ads take on the Beetle. 19 N/4 

See also DODGE DIVISION 

CHURCH'S FRIED CHICKEN INC. 

Church’s initial campaign tests in Dallas/Fort Worth. 25 Je/37 

CIGARETS 

Iceberg 10 is national. 8 Ja/48 

Lorillard exec warns that consumerism will affect cigaret industry 
worldwide. (Lorillard’s position in various foreign markets is 
outlined.) 22 Ja/28 

Cigaret makers, media share ad costs of warning. 29 Ja/62 

Canada cigaret sales up despite broadcast ban. 26 F/136 

Quality kid tv must have ads: Wiley (FCC commissioner disagrees 
with cigaret ban on tv). 19 Mr/3 

Promotions for cigarets whole ‘nother problem. 79 Mr/72 

Israeli admen rap proposed cigaret ad law. 30 Ap/68 

Lemon-flavor Twist cigaret begins tests in two cities. 27 My/1 

Imperial Tobacco develops cellulose filler for cigarets. 28 My/57 

NAB revamps children’s ad code, sets meeting on integrated spots. 
(Report on headline items at a tv code board meeting). 77 Je/2 

Alpine has mixed success in its restaging try. 25 Je/3 

Australia sets cigaret/tobacco ad ban rules. 13 Ag/28 

B&W offers indy racer as $75,000 Viceroy premium. 13 Ag/65 

Simpson cigaret safety suggestion sets stage for new industry 
battle. J. Revett. (CPSC’s Simpson says tar & nicotine standards 
may be established and brands not meeting them would be 
taken off the market; tobacco industry reacts). 27 Ag/2 

An unsafe ploy. Editorial. (Richard Simpson's attempt to find a 
‘safe’ cigaret as the first task of the new Consumer Products 
Safety Commission has aroused suspicion). 3 S/14 

Lorillard drops Redford; L&M quits test of Adam. J. O'Connor. 
17 S/1 

U.S. data didn’t spark low tar ads, says study. (A study for the 
Senate Commerce committee shows the tar content has 
remained the same while nicotine yields are unchanged in most 
major cigarets). 77 S/8 

ANA hears FCC counsel hit cig ban; execs beef about tv. J. Forkan. 
8 0/2 

Cigaret ad spending drops, AA’s media study shows. T. Rowan. 
(Includes tabie on cost of cigaret advertising 1965-1972). 
5 N/3 

American beats drums for new Safari cigarets. J. O'Connor. 5 N/8 

Costs of cigaret advertising: 1965-1972. 5 N/41 

Lorillard runs pre-introduction ads for Luke. 72 N/3 
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Four in ten smoke cigarets in Canada. 10 D/52 

British cigarets to bow. 24 D/4 

CIGARS 

Lifestyle is key word, marketers advise AMA. (General Cigar is an 
example of changing lifestyles affecting new product intro- 
duction). 19 F/28 

Kelley told: No tv for Dutch Treats. 9 Ap/? 

Cigar market: Estimated unit sales and per cent shares. 23 Ap/105 

Tijuana Smalls treks to Thailand for new tv ad. J. O'Connor. 
16 Ji/10 

Big Sur adds flavor. 6 Ag/50 

General Cigar readies Tiparillo I! for testing. 7 O/7 

CIGARS, LITTLE 

A whole ‘nother disaster. Editorial. (AA urges that we change 
the law and reopen the airwaves to all cigarets, or we get 
Hers apg off the air and in compliance with the law's intent). 

Ja/10 
Little cigars face new ad strictures. 8 Ja/1 
AA stance criticized by cigar makers. J. O'Connor. 8 Ja/1 


Reynolds’ rigid Winchester stand angers other cigaret, cigar makers. 


J. O'Connor. 15 Ja/3 

Small cigars’ tv days seen numbered as ban is mulled. 22 Ja/? 

Winchester and tv: Part Il. Editorial. (AA is not against the 
legality of manufacturing little cigars, but objects strongly to 
the cigaret commercial format of Winchester ads.j 22 Ja/14 

ASH petition is rejected as FTC seeks a wider cig ban. J. Revett. 
(FTC takes no action against Winchester commercials, but asks 
Congress to include all little cigars in the law banning cigaret 
ads on tv). 29 Ja/3 

Ode from Winston-Salem. (Reprint of a poem by Wallace Carroll 
about Sen. Moss and little cigars). 29 Ja/72 

Consolidated offers guidelines for littie cigars; Moss aide wary. 
5 F/2 

ASH petitions networks to remove Winchester ads. 5 F/73 

Reynolds pulls Winchester ads; most other ‘smalls’ okay for tv. 
19 F/1 

Cigaret runners may cause N.Y. little cigar tax. 26 F/140 

Confusion gains on Winchester. S. Bernstein. (Question is posed 
whether little cigars should be banned from tv because they are 
a health hazard or because they resemble cigaret advertising). 
5 Mr/12 

Winchester—win or lose? Editorial. (AA continues to hold the 
position that Winchester ads should be off the air). 72 Mr/14 

Consolidated seeks tv for Dutch Treats little cigars. J. O'Connor. 
2 Ap/1 

Little cigar tv ban passes Senate: act on move to house. 
16 Ap/3 

The Dutch Treats ‘treatment’. Editorial. (Let little cigars advertise 
on tv). 16 Ap/16 

Consolidated goes ahead with tv campaign for Dutch Treats. 
J. O'Connor. 23 Ap/1 

Little cigar growth cut into other category sales, 1972 figures 
show. J. Maxwell. 23 Ap/3 

Little cigars: Estimated unit sales and per cent shares. 23 Ap/105 

Little cigar bill to House; Consolidated exec resigns. 7 My/8& 

Little cigar bill mired in House talks. J. Revett. 28 My/3 

Consolidated Dutch Treats: An innocent victim. Editorial. (One 
last outcry against legislation banning non-controversial Dutch 
Treats ads from tv). 9 J//16é 

Winchester's nine positions prompt several suggestions. 
J. O'Connor. 10 S/26 

Little cigar tv ban is now a reality. 17 S/6 

RJR’s ‘machismo’ machine runs off course. Editorial. (Winchester'’s 
advertising approach is not only silly, it undermines advertising’s 
status and increases mounting pressure for the banning of all 
tobacco advertising). 24 S/12 

CITIES SERVICE OIL CO. 

Citgo catalog store to open on Long Island. (CitgoMart sells gas 
only as a sideline’ 9 J//34 

Citgo testing new g’ «olines. 26 N/24 

CITY ADVERTISING 

Lewistown begins another drive to attract industry. 15 0/97 

States, cities spend $80,000,000 for their advertising. 27 N/171 

CITY PUBLICATIONS CO. 

‘Chicagoan’ sets debut; names Pattis, Joseph. 9 Ap/88 


CIVIL AERONAUTICS BOARD 
TWA runs corrective ads to settle CAB complaint. 9 Ap/86 


CAB warns airlines on deceptive ads as TWA, Mercury end ‘throw- 
aways. 17 Je/3 

American ads alter offer of ‘fairest fares.’ 6 Ag/53 

CAB: Powers over advertising: Procedures; Organization and 
resources. 27 N/150 

CLAIROL, INC. 

DeBusschere touts Great Day item. 15 J/a/29 

L'Oreal aims at Clairol in $3,200,000 print. tv push. 16 Ap/90 

Hot lather units, curling irons will get major Yule drives. T. 
Rowan. (Report on new and old products displayed at Chicago's 
Housewares Exhibition). 16 J//3 

Clairol is awarded $20,000 for ‘knock-off’ of container design. 
S. Diamond. 3 D/52 

Clairol goes national with Balsam Color. 37 D/2 

CLARK’S, CATHERINE, BROWNBERRY OVENS INC. 

Catherine Clark hopes to shed regional image, moves into 
California. 9 Ji/3 

ITT, Interstate testing new old-fashion breads. V. Adams. 12 N/60 

Peavey picks new Partners as ad agency. 3 D/83 

CLASS ACTION SUITS 

See LEGAL ACTIONS 

CLASSIFIED ADVERTISING 

Joy in the pages of classified ads. S. Bernstein. 4 Je/14 

Court denies ads under 1st Amendment. (Pittsburgh Press fails 
to upset a local ordinance forbidding want ads under sex 
designation). 25 Je/68 

Agency trims rates to keep IRS account. 16 J//65 

Foreclosed homeowners get ad refund from ‘Star-News.’ 12 N/83 

Classified is big—$2.1 billion in 1972. 27 N/64 

CLEAN AIR ACT 

Dodge tackles Clean Air Act. 26 F/136 


CLEANERS, CLEANSERS, & MISC. POLISHES 

Shoppers aid Bon Ami in distribution drive. (Background report on 
Bon Ami household cleanser and its consumer following despite 
financial and management problems.) 22 Ja/49 

Borax expanding 20 Mule Power bathroom cleaner. 17 S/58 

Household items shipments rose, ‘73 estimates show. (Includes 
estimated domestic sales of household cleaning products by 
leading companies, 1972.) 19 N/26 

With Easy-Off under review, AHP denies data to NAD. 19 N/50 

CLEMENT & BOGUE 

Renamed Clement & Ganfield. 72 Mr/80 

CLIGGOTT PUBLISHING CO. 

Cliggott forms unit. 3 D/41 

CLOCKS & WATCHES 

Bulova $4 million drive includes return to tv; Gruen backs Teletime. 
6 Ag/1 

Longines begins Christmas drive. 29 0/32 

CLORFENE, RICHARD, RADIO COMM'L 

Clorfene Radio bows. 26 N/58 

CLOROX CO. 

Snowy Bleach is going after No. 1, Clorox. 19 Mr/38 

Clorox sets up food service unit. 9 Ap/28 

CLUTTER 

Newspapers’ insert clutter, rising rates draw blasts at DMAA 
meeting. 5 Mr/3 

Raps med journal ‘clutter’ at ABP. S. Feldman. 7 My/2 

USPS studies ad mail, finds 63% have bought. 7 My/2 

NAB revamps children’s ad code, sets meeting on integrated 
spots. (Report on headline items at a tv code board meeting). 
11 Je/2 

Large cities no paragon of virtue when it comes to preventing 
clutter. M. Christopher. (BAR report on station compliance to 
the industry's rules for percentage of advertising content and 
multiple spotting). 25 Je/2 

D-F-S views BAR report as lever to fight clutter. M. Christopher. 
13 Ag/3 

Cut the other clutter culprits—promos, credits, public service ads. 
H. McMahan. 20 Ag/38 

Shape up; Lorillard’s Judge to OAAA. 72 N/10 

NAB won't alter standards to satisfy D-F-S complaint. 12 N/74 

COATING MIXES 

Batter ‘n Bake bows. 8 0/22 

Genera! Mills tests chicken batter mix. 17 D/4 


COCA COLA BOTTLING CO. OF NEW YORK 
Coca-Cola buys Igloo. 8 Ja/10 
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COCA-COLA CO. 

It's the real (irritating) thing. S. Bernstein. (Coke commercials 
built around national shrines in Washington enrage SRB). 
5 F/12 

New tv problems: Fresca-Tab multi-product 10s. 5 Mr/1 

Tab-Fresca split-10 in one market only: Coke. M. Christopher. 
12 Mr/1 

FTC staff drops corrective remedy as Hi-C appeal takes new 
approach. J. Revett. 79 Mr/3 

Sprite, Fresca, Fanta get new ad campaigns. 16 Ap/12 

Seven-Up wins trademark case for ‘The Uncola’. 7 My/26 

New ad push, new labeling for Hi-C line. 27 My/32 

Dr Pepper says Mr. Pibb stimulates its sales too, expands total 
market. 18 Je/26 

RC, Pepsi bow with sugar-free diet drinks. N. Giges. 9 J//17 

The soft drink, one-on-one tiff: Coca-Cola fights Ssven-Up’s 
‘Uncola’ trademark registration. S. Diamond. 16 J//44 

‘No. 1 in the Sun’ summer ad fillip set for Coca-Cola. 13 Ag/4 

FTC to issue consent in Wonder case, drops Hi-C. 5 N/7 

FTC Wonder bread ruling dims future »t corrective ads. S. Cohen. 
(Also, more on the Hi-C case). 72 W/7 

No applause for FTC. Editorial. (AA raps FTC's action in abandon- 
ing the Hi-C case and dropping charges against Wonder Bread). 
12 N/14 

New FTC powers will only affect the clearly deceptive advertisers. 
S. Cohen. (More on the Hi-C and Wonder Bread cases). 26 N/4 

Book on soft drinks uncorks Coke history. 26 N/10 

Minute Maid chilled fights for N.Y. share 17 D/34 

Coca-Cola shuffles marketing duties. 24 D/22 


COCKFIELD, BROWN & CO. 
Cockfield buys shop. 72 N/31 
Response affiliates with Cockfield, Brown. 17 D/31 


COCKTAIL MIXES 

ReaLemon is in drink mix market with On The Rocks. 7 Ja/? 

COEN, ROBERT J. (author) 

National advertising growth good in ‘72; trend will continue. 
8 Ja/20 

Advertising growth rate in 1372 was highest in 17 years. 
19 F/3 

Early indications borne out; ad index shows ‘72 spending closed 
with spurt. 26 Mr/90 

First ‘73 reports show ad outlays ahead of ‘72. 23 Ap/141 

‘73 ad pace still up as tv budgets expand. 77 Je/69 

1st quarter growth tops record. 16 J//62 

Ad volume in ‘73 expected to pass $25 billion mark. (Includes 
an estimate of 1973 ad volume and estimated annual U.S. 
expenditures 1935-1972). 27 Ag/3 Correction 4 S/6 

Advertising boom begins to slow. 15 0/48 

U.S. advertising hits $23.1 billion; expect rise to $37 billion. 
21 N/6 

Ad index is up 7% through the third quarter. 26 N/51 

Ad spending in ‘73 may top $25 billion; largest year yet. 717 D/3 

COFFEE 

General Foods pits Cora against Mrs. Olson. 7 Ja/2 

Market percolates as no-caf Taster’s Choice takes aim at GF 
brands. 29 Ja/1 

GF answers Folger's eastern bow with new Horizon coffee. J. 
O'Connor. 9 Ap/1 

As GF, P&G coffees battle, Nestle moves in Gold Cup freeze- 
dried. J. O'Connor. 7 My/1 

Coffee intake rose in 1972 after sliding for five years. John 
Maxwell. (Tables included: 1. Liquid consumption trends in 
U.S. from 1962 to 1972; 2. Coffee drinking by age group, cups 
per day; 3. Persons drinking coffee and other beverages; 
4. Estimated market share by company). 23 J//68 

Decaf market doubled, says Nestle: TCD completes roll. 17 D/128 

COFFEEMAKERS 

See APPLIANCES - SMALL 

COHEN, PASQUALINA & LOWE 

Pasqualina, Cohen, Lowe form agency. 16 Ap/6 

COHEN & RAFFERTY 

Cohen, Rafferty split: both start their own agencies. 27 Ag/22 

COLAROSSI, BEN & HALAKI, TED (authors) 

Admen, shake your huckster image. 10 S/47 

COLBY, JOHN A., & SONS 

Colby approach offers retailer more ad mileage. 22 Ja/64 


COLD, COUGH, AND SINUS REMEDIES 

Cold suffers! Have you wondered which preparation is best for 
you? (FTC releases cold remedy data.) 22 Ja/2 

Endecon trade push set. 19 Mr/38 

Pilot feels Dristan traffic spotter tv ad could be ‘misleading’. 
23 Ap/3 

FDA prescription guides seen as warning for o-t-c products. 
21 My/2 

Fisons buys medicines. 27 Ag/167 

Top sinus pill Sinutab enters ad arena via tv. 24 D/1 

COLE & WEBER INC. 

Cole & Weber eyes further expansion. E. Marple. 72 N/30 

COLGATE-PALMOLIVE CO. 

C-P, Bates ties ‘better than ever.’ 19 Mr/28 

Colgate ‘72 sales up 12.7%; Irish Spring a big success. 19 Mr/67 

C-P raising prices; cites tv ad boosts; no-phos products. 7 My/35 

The allure of cosmetics—ax to marketers, it's earnings. (Colgate- 
Rubinstein merger). 4 Je/2 

Yardley for the masses as soap market shifts. N. Giges. (Story of 
Yardley’s Old English vs. C-P’s Irish Spring). 18 Je/8 

Wall St. ignores marketing. Editorial. (C-P’s marketing capabilities 
are overlooked by Wall St. critics of the Colgate-Rubinstein 
marriage). 18 Je/14 

Colgate promos offer money to schools, games to bowlers. 
25 Je/70 

Soapers heavy on ad substantiation data, FTC discovers. (C-P 
backs its claim that Irish Spring is unique). 20 Ag/2 

C-P’s Hour After Hour ads now aim at young women. 7? 0/35 

Colgate adds to Dynamo markets. 8 0/70 


COLLECTORS’ MARKET 

Limited edition boom worries some as ‘greed’ hits collectors’ 
market. C. Colman. (Report on the ‘collecting’ phenomenon 
and major manufacturers of collectors’ items). 23 J//10 

U.K. ad authority looks askance at ‘instant antiques’. 719 N/59 

COLLEGE ADVERTISING 

Colleges turn to pros as enrolments decline. C. Colman. (College 
recruiting is seen as a marketing problem). 9 J//34 

COLLEGE MARKET 

Drake ad-pr students try Air Force ads. 26 F/144 

‘Courselector’ to bow at 7 colleges. 3 S/12 

Publishers Clearing House backs Student Value Packs. 3 S/72 

COLOMBO & SONS 

Colombo ‘Columbo’ radio ads stir company’s yogurt sales. 
16 Ji/28 

COLUMBIA BROADCASTING SYSTEM 

DeLorean, Bell, Hunt are among Yanks’ new angels. (CBS sells 
N.Y. Yankees to a number of marketing execs. 22 Ja/48 

CBS ‘72 earnings may be up 29%. 5 F/62 

Taylor of CBS sets ‘careful’ path toward further diversification. M. 
Christopher. 26 F/134 

Strike won't hurt sales, CBS’ Taylor. (Report on CBS stock- 
holders’ meeting). 23 Ap/6 

U.S. must guard free tv from cable, Taylor says. 27 My/97 

Paley, 72 and still running things, chats about the new fall tv 
season. M. Christopher. 75 0/47 

Taylor sees another good year at CBS. 15 0/96 

Unfair is fair in strange new world, CBS show proves. Editorial. 
(CBS News’ documentary on advertising and tv commercials 
was unfair and slanted). 30 Ap/2 

Industry's voice weak in CBS special on ads. S. Cohen. 30 Ap/2 

Ad show's critics sound off; Secretary Dent ‘incredulous’. J. 
Revett, M. Christopher. 7 My/2 

CBS rejects follow show on ad field. M. Christopher. 14 My/2 

Too complacent about criticism? S. Bernstein. (SB agrees with 
AA's vigorous denunciation of CBS News’ special tv program 
on advg.). 27 My/16 

Canadian advertisers urged to be responsive to growing pressures. 
R. Bechtos. (Random interviews with viewers taken after 
special tv program on advertising). 27 My/38 

Salant defends ad show, says gripes unfounded. 28 My/4 

CBS ‘instant analysis’ curb follows affiliate objections. 17 Je/77 

Common carrier journalism. Editorial. (CBS's decision to eliminate 
‘instant analyses’ after Presidential broadcasts is a journalistic 
cop out). 78 Je/14 

Nets escalate the battle for viewers; insomnia set becomes latest 
target. M. Christopher. (Promotional buildup is underway for the 
CBS early morning Quinn-Rudd news show). 27 Ag/10 
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—CBS PUBLICATIONS 
CBS buys ‘World Tennis.’ 8 /a/48 
‘Field & Stream’ hikes. 9 Ap/78 
CBS announces suspension of ‘Epicure.’ 17 D/8 
—CBS RADIO 
CBS Radio: Mystery and suspense are in the air. (CBS Radio 
may begin programing a nightly hour of mystery and 
drama). 20 Ag/2 
—CBS RECORDS GROUP 
CBS unit sues Davis; shuffles executives. 4 Je/10 
Record companies to seek proof of promo expenses from 
staffers. J. Forkan. 78 Je/6 
—CBS-TV 
No ad losses over Maude, Bernie: CBS. M. Christopher. 
12 F/57 
CBS shifts daytime again in turnaround effort. 
M. Christopher. 26 F/4 
CBS-TV lists fall ‘73 lineup’ more cop, comedy offerings. 
J. Forkan. 2 Ap/8 
CBS loses again in Smothers case. 7 My/50 
Little new in ‘73 warm weather tv. J. Forkan. 27 My/4 
Way ahead on all sales, ABC-TV tells affiliates. 
M. Christopher. 28 My/2 
CBS marches off with 36 Emmys. 28 My/10 
Charges _ will profit from writers’ strike. M. Christopher. 
11 Je/1 
CBS-TV exec denies strike aids profits. 18 Je/8 
Please don’t block someone else's tv view. Editorial. (Religious 
leaders objecting to a particular tv program are urged to 
shutoff the tv rather than force the program off the air; 
‘Maude’ and ‘Bridget loves Bernie’ cited). 20 Ag/12 
CBS entries dominate 1st tv ratings; Dems bomb. 
M. Christopher. 24 S/1 
CBS holds ratings lead; Watergate rotation out. 
M. Christopher. 7 0/8 
Prime time king CBS tops in tot rating, too. 
J. Forkan. 22 0/8 
CBS drops three tv shows; 4 newcomers get NBC axe. 
M. Christopher. 12 N/2 
COMBE INC. 
Lady Grecian bows. 19 N/23 
COMBINED COMMUNICATIONS CORP. 
Combined buys Posters. 8 Ja/10 
Combined to add P&S. 2 Ap/40 
Combined buys Tencon. 9 Ap/66 
Combined readies merger with P&S. 30 Ap/39 
COMCORE COMMUNICATIONS 
BBDO severs Comcore ties. 8 Ja/8 
Gillespie exits Comcore, Daniher new president. 4 Je/97 
COMCORP 
ComCorp drops suit. 22 0/16 
ComCorp sets unit. 12 N/16 
COMIC BOOKS 
Capt. Marvel returns (!) to lead comics revival. J. Forkan. (Roundup 
on the comic book industry). 5 F/39 
COMMENT 
Comment launched. 3 D/68 


COMMITTEE FOR CONSTRUCTIVE CONSUMERISM 

BBB’s consumer’ unit seeks funds, local help. 26 Mr/90 

COMMON MARKET 

Irish herald EEC tie with big ‘WSJ’ buy. 8 Ja/63 

Australia hustles to replace lost EEC trade; as growth off. 
L. Blanket. (Advertising and marketing analysis; relationship 
with Japan cited). 4 Je/40 

Devaluation, larger EEC alter markets; Jolts also come from 
inflation and consumerism. R. Bechtos. 4 Je/23 

Consumer price increases in Common Market. 4 Je/48 

lrish admen shun EEC standardizing of unfairness law. (Look at 
Ireland's advertising since its entry into the Common Market). 
4 Je/58 

Inflation and new tax cloud Austrian ad future after rosy ‘72. 
E. Reed. (Political differences slowed Common Market efforts). 
4 Je/62 

British EEC entry to hike Italy trade. A. & Wm. Carnahan. (Interview 
with director of Milano & Grey on advertising and the media). 
4 Je/63 

U.K. advertisers oppose uniform EEC regulations. 17 Je/62 


East Europe seeks more trade deals with West. (East European 
nations showing increased interest in obtaining special rights 
with the Common Market). 78 Je/69 

Greece on ad boom: agencies dip into tv. A. Rizopoulos. (Report 
on advertising in Greece in 1972). 18 Je/87 

COMMON MARKET INDUSTRIES 

Ol’ Redhead plugs automobile items from W. Germany. 5 N/26 

COMMONWEALTH EDISON CO. 

Environment group scores Com. Ed. ads. (Illinois utility ad 
campaign practices being investigated). 29 Ja/42 

COMMUNICATION 

Communication is not easy. S. Bernstein. (More often than we're 
willing to admit, we ‘miscommunicate’ rather than communicate 
with each other). 9 Ap/12 

Add a word and save the day. J. O'Toole. 9 Ap/56 

Ecopornography raises its ugly head. N. Bunker. 7 My/63 

Nine ways to make a tough audience listen. J. D. Truby. 27 My/62 

Are you sure you really said that? S. Bernstein. (More on ‘mis- 
communication’). 28 My/14 

If marketing hot-shots snow you, here are some helpful tips. An 
Ad manager. (An anonymous ad manager strips today's 
marketing jargon down to plain English). 20 Ag/34 

Language works two-way wonders. S. Bernstein. (SRB agrees with 
an article in Burson-Marsteller’s house organ warning of sub- 
stituting computer language for the language of humans). 

10 S/14 

Vernacular? It's too much, ya know? S. Goodman. 22 0/123 

Neff offers handy dandy guide to translate adland’s body language. 
D. Neff. 5 N/56 

Those imprecise terms we use. S. Bernstein. (Financial advertising 
has improved, but the phrase ‘long-term’ is still ambiguous). 
12 N/14 

COMMUNICATIONS ASSOCIATES 

Sam Houston sets shop. 170 D/66 

COMMUNICATIONS CHANNELS 

Palmerton books sold. 23 J//28 

Publisher's sales rise. 10 D/26 

COMMUNICATIONS PROPERTIES 

‘Family Craft Ideas’ out. 72 N/38 

COMMUNICATIONS/RESEARCH/MACHINES 

Ziff-Davis to buy C/R/M. 27 Ag/190 

COMMUNICATIONS TREE 

Grey forms unit. 10 D/32 

COMMUNICATIONS WEEK 

Communications Week. Editorial. (The first Communications Week 
in the history of advertising begins in NY). 23 J//16 

Creative Workshop highlights Communications Week in N.Y. 
(Crash effort produces public service tv ad for Odyssey House: 
Bernbach pays visit; disciple George Lois makes his obeisance). 
30 Ji/1 

COMMUNIMARK INC. 

Communimark formed. 22 0/154 

COMPANIES—FAILURES 

Cartridge TV files for bankruptcy. 9 J//2 

Frankfort Distillers is dissolved. 13 Ag/8& 

Meister Brau Inc. declared bankrupt. 79 F/8 

Popular Publications, New York. 24 S/7 

COMPANIES—NEW 

Ad Directors Inc., Dallas. (Creative services co.) 15 0/48 

Ad/Mark Consultants Inc., Hamburg, N.Y. (Specializing in market- 
ing, sales promo, and pr). 13 Ag/54 

Adams & Others, Edina, Minn. (Sales promo & communications 
agency). 75 0/94 

Alexander, Pearson & Dawson, Toronto and Montreal (tv sales reps). 
4 Je/81 

Art Directors, Inc., Dallas (creative concept studio). 30 Ap/81 

Avenue North Organization, Hopkins, Minn. (Direct-response shop). 
15 0/93 

Berkowitz, Mortimer, Co., New York. (consulting service). 26 N/50 

Boehning & Rutenberg, Chicago. (consultants to help advertisers, 
agencies & media redefine their markets with special emphasis 
on women). 24 S/54 

Brown, C. Mathews, & Associates, Atlanta. (Publishers rep.). 

9 Jl/38 

Bryant, Charles, Inc., Chicago. (Management consulting co.) 
29 0/10 

Buckley, Terrence D., Associates, Woodland Hills, Cal. (Rep. Co.) 
30 Ap/6 


q 
$ 


32 / Advertising Age/Annual index 1973 


Burbank Associates, Paoli, Pa. (pr co.) 3 D/6 

Bywater, George S., Associates, Detroit. (publisher's rep.). 26 Mr/14 

Calabrese/Ciccone Associates, Paoli, Pa. (Packaging designs and 
concepts and product development). 14 My/48 

Capricorn Communications, NYC. (creative services co.). 30 Ap/69 

Cavanagh Marketing Corp., King of Prussia, Pa. (Direct Marketing 
services). 23 Ap/12 

Chicago Creative. (Creative service co.) 12 Mr/78 

Clorfene, Richard, Radio Comm’'!, Sherman Oaks, Cal. (creates & 
produces radio commercials). 26 N/58 

Comment, San Francisco. (Consultancy specializing in marketing & 
sales promotion). 3 D/68 

Communimark Inc., Portland, Ore. (Sales promotion agency). 
22 0/154 

Consumer Surveys, Arlington Heights, Ill. (Marketing research co.) 
23 Ji/72 

Cox, Dick, Associates (DCA), NYC (Y&R network unit). 
9 Ap/8 

Creative Machine, New York. (Specializing in creating computerized 
direct mail and providing sales promotion services). 10 S/4 

Croy, Richard S., & Co., Cleveland. (pr agency). 76 J//28 

Dayton Rommel & Associates, Chicago. (tv program development). 
28 My/4. Correction 4 Je/95 

Dernocoeur-Konecnik & Associates, Chicago. (To create and 
introduce new products and reposition old ones). 29 0/52 

Dimensions Unlimited, LA. (Radio audience measurement service). 
26 Mr/14 

Direct Marketing Communications, NYC. (Direct marketing 
designed to build sales leads in industrial marketing). 12 Mr/50 

Dolph, Jack, Associates, NYC. (Distribution and sales for MGM 
“family network series”). 28 My/25 

EGR Communications, Hollywood, Cal. (sales promotion and 
marketing agency). 28 My/16 

Elliot, Mort, & Partners, NYC. (sales promotion-marketing co.). 
29 0/77 

Finished Art, Indianapolis. (Production art company). 75 0/70 

Fitz-Morris, Joe, Co., NYC. (pr/promotion co.) 27 My/44 

Flantzman, Maury, Inc., Beverly Hills. (New product services). 
14 My/43 

Gamache Graphics Providence, R.|. 27 My/46 

Gibbs, ChristopherE., & Associates, Miami. (marketing consultancy) 
11 Je/6 

Gray, James, Associates, Scranton, Pa. 28 My/8 

Gross, Sid Associates, Boston, (Specializing in incentive market- 
ing, promotions, sales meetings & pr). 29 Ja/10 

Hoefer/Amidei Associates, San Francisco. (Pr firm). 20 Ag/6 

Intertravel, Inc. Beverly Hills. (Specializing in organized business 
travel for advertising-marketing execs). 29 Ja/61 

Landis Group, Port Washington, N.Y. (Handles special marketing 
assignments based on MATRIX research procedure). 20 Ag/28 

Livery Advertising Network Inc., NYC. (Ad sales co. working on 
taxicab ads). 23 J//75 

Lowey, Tom, & Associates, Hollywood, Cal. (Marketing consultant 
service). 70 S/67 

Magnuson, John, Associates, San Francisco. (Tv-radio production 
and creative services). 70 S/26 

Mail-Diary Panel Inc., NYC. (Market research co.) 29 0/70 

Market Variables Inc., NYC. (Employs SWORD, market research 
technique). 14 My/43 

Marketing Workshop, Atlanta. (Marketing research co.) 72 £.'19 

Maximpact Inc., San Diego. (Operates Multivision systems in 
shopping malls). 24 D/25 

Meahan Media, Pittsburgh. (Media buying service) 15 0/93 

Media Dynamics, NYC. (Advg. research service). 23 Ap/22 

Mida Productions, NYC. 18 Je/517 

National Sales Aid Inc., Chicago. (Direct manufacturers’ rep to 
premium field). 27 My/78 

New Directions, NYC. (New product info & new concepts in promo 
& merchandising; Warwick, Welsh & Miller subs.). 26 F/4 

New Markets Guild, Chicago. (Market research using psyco- 
graphics). 7 My/32 

O'Grady, Jack, Communications, Chicago. (Diversified range of 
creative services. 10 S/78 

Peter, Paul & Wilbur, Minneapolis. (Marketing communications 
management service). 8 Ja/50 

Photograzhic Illustrators Corp., Orlando, Fla. (Offers advertisers and 

agencies on-location and studio photography) 2 J//23 


Pihas, John, Co., San Francisco. (Offering counseling and services 
in marketing, advertising and pr). 10 S/67 

Polymedia, Los Angeles. (P-o-p ad display co.) 1 0/67 

Porter, Novelli & Associates, Washington, (Consulting to govt. 

clients and agencies handling govt. business). 19 Mr/60 


Profit Centers Inc., NYC. (Mini-conglomerate dealing in acquisitions). 


29 J/a/38 

a Motivations, Inc., Dobbs Ferry, N.Y. (Research firm). 
7 My/64 

Rafferty, Paul G., Dallas. (advg-mrktg consultancy). 17 Je/20 

Research Information Center, Phoenix. (Marketing & opinion 
research; subs. of Greyhound). 3 S/4 

Response Promotions Inc., Cherry Hill, N.J. (Direct response 
agency). 22 0/150 

Sarna Associates, Yonkers. (Food product concepts and marketing 
support services). 14 My/85 

Seger, Thomas C., Associates, Pittsburgh. (Specializing in develop- 
ment of corporate communications and program production for 
industry). 715 0/40 

Shoppers Network, Sarasota, Fla. (To enable national advertisers 
to buy any or all regional shoppers’ guides with one insertion 
order). 1 Ja/8 

Shuman, Lobe & Associates, Miami. (Marketing to the Latin 
Consumer in the U.S., Caribbean, Central & South America). 
10 S/70 

Smith, Vance, Graphic Design, Portland, Ore. 3 D/60 

Stampede Marketing Co., NYC. 9 Ap/27 

Sterling Media Corp., NYC. (Media placement service). 29 /a/80 

Stolzberg, John, Market Research, Atlanta. 16 Ap/90 

TVN Inc., NYC. (News service for tv stations and CATV systems). 
29 Ja/12 

Television Program Services, NYC. (Will find and develop tv and 
radio programing, etc.) 20 Ag/6 

Vaughn & Jaber Associates, NYC. (Sales promotion co.). 9 J//64 

Video City Inc., North Miami. 17 D/4 

Video Tran Inc., Chicago. (Videotape-to-film transfer service). 
5 Mr/24 

Walsh, Christy, Enterprises, Sherman Oaks, Cal. (Marketing and 
advertising consultancy). 15 Ja/30 

Whalen, E., Buying Service, NYC. 14 My/86 

COMPARATIVE ADVERTISING 

Norelco challenges Schick tv claims; reveals own tests. J. O'Connor. 
15 Ja/1 

Spell out the rules. Editorial. (FTC's silence in the Schick-Norelco 
controversy is dangerous, FTC must deliver iron-clad command- 
ments to advertisers if it is to prevent competitive advertising 
chaos.) 22 Ja/14 

Calgon takes small step into competitive arena; softener ad hits 
Downy. N. Giges 22 Ja/1 

Mrs. Grass goes against Lipton in ads. 29 Ja/2 

Doulton credits 6% share gain to ad comparing its china with Lenox 
line. 5 F/4 

Carte Blanche to start tv ad drive aimed at No. 1. H. Bernstein. 
19 F/1 

Purina, Alpo battle turns into dog fight as spots air. 72 Mr/1 

FTC to release Schick Flexamatic test data. 9 Ap/? 

Toyota truck spot has the competition in tow. 9 Ap/38 

Tripleheader to get bulk of Norelco spring ads. 9 Ap/66 

Wayne tries head-on ploy against Alpo. 9 Ap/73 

Shaver controversy now shifts to review board; FTC data to be 
released. J O'Connor. 16 Ap/2 

Airborne tackles Emery in current print push. 23 Ap/137 

ASR to push new Double II razor system. J. O'Connor. 30 Ap/1 

Brioschi adds tv in rap at competition. 30 Ap/81 

Others hold fire as Hamilton Beach ads compare irons. 7 My/72 

Continental steers clear of Greyhound, Amtrak ad hassle. 
J. O'Connor. 25 Je/2 

Dog ‘n Suds uses weigh-in ads to battle McDonald's. 9 J//36 

Forester gets competitive in $2,000,000 campaign. 23 J//3 

Bristol-Myers’ ad names names in new tv drive ad for Ultra 
Ban 5000. 13 Ag/2 

Foster Grant will refer to rival Polaroid in new tv ad. 27 Ag/4 

Continental push cites Allstate, State Farm in ads. 27 Ag/168 

Alpo diversifies into booming dry category. 7 0/3 

Egads! Competitive ads on The Street? S. Feldman. 8 0/6 

GM eschews comparative ads: Cole. R. Gray. 75 0/43 

Avis, Hertz ads take problem-solving approach. 29 0/16 

Behold winner in new ads. 29 0/76 
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Chanel wins only partial victory in unfair competition case. 
S. Diamond. 5 N/54 

New ACA chairman sees more ‘minuses’ in ads. 12 N/38 

Be hard on comparison ads: Roberts to Four A’s. D. Grant. 
(A number of advertising people give views on 
advertising at the 4 A's eastern conference.) 19 N/1 

Blasts Anacin, old Spic & Span ads. 19 N/3 

Duster price ads take on the Beetle. 19 N/4 

Forbes ‘Time B’ ad o.k. with him. 26 N/47 

NARB rules against Schick shaver ads, cites ‘implications’. 37 D/1 

COMPARATIVE PRICE STUDIES 

Media, government joining food price battle. S. Cohen. 2 Ap/? 

COMPUB INC. 

‘Marine Products’ sold. 29 Ja/60 

COMPUSAMP 

Spence chairman of Compusamp. 28 My/16 

COMPUTERS 

Industrial advertisers see changes in roles, approaches to market- 
ing. S. Feldman. 18 Je/3 

— new ad campaign for computerized vacation tours. 
29 0/2 

Adman Hile forms car pool service. 24 D/4 

CONDE NAST PUBLICATIONS 

‘Vogue’ launches annual. 72 F/44 

CONE, FAIRFAX (author) 

Clean up taste in television programs—and commercials will 
improve, critics abate. 27 N/225 

CONFERENCE BOARD 

Conference Board panelists discuss new generation of young 
marketing executives. 12 F/54 

Most families feel services, some products are too costly. 26 N/59 

CONOVER-MAST PUBLICATIONS 

Three C-M books to shift offices. 26 W/8 

CONRAD INC. 

Conrad opens agency. 23 J//74 

CONSERVATION 

M.A.N.U.R.E. is serious thing for inventor-author. 5 F/42 

B.C. Hydro sets education effort. 19 N/30 

CON-SID-ERATIONS 

Great minds run around in circles. (SRB finds that although 
out-and-out piracy in advertising does exist, like ads are often 
a matter of a similar approach to the same idea). 7 Ja/70 

The Book of Job—it was no joke. (SRB warns of subtle humor 
being taken seriously, citing an Ad Age experience in 1945). 
8 Ja/18 

Shim would have liked this service. (Chicago's First National 
opens 24 hours a day.) 15 Ja/14 

Books are not meant to be read. (Trying to read a casebound book 
of 500-600 pages can be physically exhausting.) 22 Ja/14 

Exotic reading digs up exotic facts. (Comments on the first annual 
report of the U.S. Postal Service). 29 Ja/16 

It's the real (irritating) thing. (Coke commercials built around 
national shrines in Washington enrage SRB). 5 F/12 

The nest fouler is a nasty bird. (Public's dislike and distrust of 
advertising stems from the unwillingness of advertising’s own 
people to say a kind word for it, and their eagerness to run it 
down). 12 F/12 

The real value of advertising. (When all other things are equal 
or nearly so, advertising can—and does—guide the buyer's 
hand to a preference for one brand over another). 19 F/14 

Instant academic recognition. (SRB receives a mail order PhD). 
26 F/18 

Confusion gains on Winchester. (Question is posed whether little 
cigars should be banned from tv because they are a health 
hazard or because they resemble cigaret advertising). 5 Mr/12 

Better late than never. (Agencies should look into buying advertis- 
ing for themselves to project a better image to Wall St. & 
others). 72 Mr/14 

For my money, this is advertising, (AMC's ‘Extended Buyer 
Protection Plan’ lauded). 19 Mr/14 

The world really has been changing. (POWs—out of touch for 
up to 8 yrs.—will find startling changes). 26 Mr/16 

Nagging dilemma facing academia. (Ad professors should 
direct students toward ad-related jobs as agency employ- 
ment is going down). 2 Ap/12 

Communication is not easy. (More often than we're willing to 
admit, we ‘miscommunicate’ rather than communicate with 
each other). 9 Ap/12 


More excitement on the PhD front. 16 Ap/16 

Let's make price perfectly clear. (Clear indication of $15 annual 
fee needed in American Express ads). 23 Ap/16 

The changing face of agencies. (SRB recalis past when names 


A vexing question seeking an answer. (SRB asks how does a 
policyholder of a mutual co. benefit by co. expansion). 
7 My/16 


Old Emily Post is sorely missed. (Advg. could start a movement 
toward more acceptable social behavior by creating 
amiable characters rather than hard-boiled Winchester 
types).74 My/16 

Too complacent about criticism? (SRB agrees with AA's vigorous 
denunciation of CBS News’ special tv program on advg.). 
21 My/16 

Are you sure you really said that? (More on ‘miscommunication’). 
28 My/14 

Joy in the pages of classified ads. 4 Je/14 

American Express makes fee clear. 17 Je/14 

Rambling notes on a rainy day. 18 Je/14 

An indignant missive to a Ms. (Open letter to the chairman of 
the PRSA to help fight against language changes that emphasize 
title holders as women). 25 Je/12 

On employment in advertising. (Mora on the declining number of 
jobs available in ad agencies). 2 J//16 

Is advertising leader or follower? (Advertising caters to the 
demands of society and does not claim the role of social 
leader: ads to children cited as an example). 9 J//16 

‘The public is not a moron’... but?? (Moronic advertising must 
exist to satisfy a portion of the public which is moronic, but 
that is no excuse for deception or tricks in ads). 16 J//14 

Honesty gets an honorary degree. (More on mail order PhDs). 
23 JI/16 

There’s good news in the ads. (Reprints of newspaper front 
pages mirror death, destruction, etc. while ads in the same 
pages are pleasant and filled with good news). 30 J//16 

Discrimination, that’s what it is! (SRB chides the men’s clothing 
industry which has little selection for a man with over 32-size 
waist). 6 Ag/16 

Those ‘foreigners’ are overtaking us. (No. of international repre- 
sentatives at the Creative Workshop made it, more than ever, 
a worldwide gathering of creative people). 13 Ag/16 

I'm bitter about sports influence. (SRB criticizes the unsportsman- 
like behavior of some of the nation’s athletes; old-fashioned 
sportsmanship could upgrade morality substantially). 20 Ag/12 

Watergate shows tv one solution. (The agreement which had the 
networks taking turns in broadcasting the Watergate hearings 
was a sensible one and was favored by the public). 27 Ag/14 

Persistence doesn't pay. (SRB relates a story of one consumer's 
futile efforts to buy Fram windshield wipers). 3 S/14 

Language works two-way wonders. (SRB agrees with an article 
in Burson-Marsteller's house organ warning of substituting 
computer language for the language of humans). 70 S/14 

Reporting a death in our family. 77 S/12 

Postal subsidy isn’t that much. (Some details on how much it 
costs to mail Ad Age each month). 24 S/12 

‘Going private’ a new trend? (Comments on Clinton E. Frank's 
decision to go private). 7 0/16 

The dollar signs in pro football. 8 0/14 

‘Regular’ prices take a kicking. (SRB points out a Levitz Furniture 
ad which urges a stamping out of ‘regular’ prices raised to 
make savings look bigger during sales). 15 0/12 

Visions of glory are everywhere. (Selection criteria for entry into 
“Who's Who Among America’s Greatest Salesmen” is meant to 
exclude very few nominees.) 22 0/14 

It’s censorship, and it's needed. (The prime target for the owner of 
any medium is the audience; the advertiser must be secondary). 
29 0/14 

When preemption becomes foolish. (Preemptive advertising, by its 
very nature, won't work if all the competitors are trying to 
preempt the same thing). 5 N/14 

Those imprecise terms we accept. (Financial advertising has 
improved, but the phrase ‘long-term’ is still ambiguous). 
12 N/14 

The mystery of drastic change. (SRB seeks an explanation for 
the escalation of fuel shortage from 6% to 15 & 20% in a 
matter of weeks.) 19 N/12 
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Isn't it fun to do it the hard way? (The problem of overbooking on 
airlines can be solved by charging a modest no-show fee to 
those who don’t cancel within a certain time limit). 26 N/12 

Our very selfish medical system. (SRB wishes doctors and hospitals 
would treat patients like human beings besides caring for 
their physical ailments). 3 D/12 

How big should your paycheck be? 70 D/16 

Not enough of us are aghast. (SRB is aghast at the 4A’s reaction 
to the Tracy-Locke media shakedown affair). 17 D/14 

Is this request a reasonable one? (SRB complains about many 
student requests for ‘all information available relating to 
advertising’). 24 D/6 

Media ads can be interesting. 37 D/10 

CONSOLIDATED BOOK PUBLISHERS 

Davidow retires from Consolidated post. 9 Ap/10 

CONSOLIDATED CIGAR CORP. 

Consolidated offers guidelines for little cigars; Moss aide wary. 
§ F/2 

New Wilkinson blade sets sampling effort. 25 Je/72 

Consolidated Dutch Treats: An innocent victim. Editorial. (One 
last outcry against legislation banning non-controversial Dutch 
Treat ads from tv). 9 J//16 

Big Sur adds flavor. 6 Ag/50 

Consolidated seeks tv for Dutch treats little cigars. J. O'Connor 
2 Ap/1 

Disposable lighters under fire; one recalled. J. O'Connor. 3 D/7 

Kelley told: No tv for Dutch Treats. 9 Ap/1 

Little cigar tv ban passes Senate; act on move to House. 16 Ap/3 

The Dutch Treats ‘treatment’. Editorial. (Let little cigars advertise 
on tv). 16 Ap/16 

Consolidated goes ahead with tv campaign for Dutch Treats. 

J. O'Connor. 23 Ap/1 

Little cigar bill to House; Consolidated exec resigns. 7 My/8 

CONSOLIDATED EDISON CO. OF N.Y. INC. 

Enviro group wants Con Ed to pay for its anti-utility ads. 10 S/20 


CONSUMER PRODUCT SAFETY COMMISSION 
Simpson cigaret safety suggestion sets stage for new industry 
battle. J. Revett. (CPSC’s Simpson says tar & nicotine standards 
may be established and brands not meeting them would be 
taken off the market; tobacco industry reacts). 27 Ag/2 
An unsafe ploy. Editorial. (Richard Simpson's attempt to find a 
‘safe’ cigaret as the first task of the new Consumer Products 
Safety Commission has aroused suspicion). 3 S/14 
U.S. data didn’t spark low tar ads, says study. (A study for the 
Senate Commerce committee shows the tar content has 
remained the same while nicotine yields are unchanged in most 
major cigarets). 17 S/8 
Public service ads set on toy safety. 15 0/38 
Disposable lighters under fire; one recalled. J. O'Connor. 3 D/1 
CONSUMER PROTECTION 
Pitofsky supports consumer agency; rulemaking argued. 26 Mr/3 
San Diego ad complaint desk formed. 26 Mr/109 
DMAA will study market with O&M research help. 9 Ap/8 
White House now supports separate consumer agency. 2 J//8 
Measures to strengthen FTC are hitchhiking on Pipeline bill. 
8 O/1 
Counter ads won't cause tv exodus. Nader man argues. 8 0/37 
New ad hearings? Disclosure rules under FTC study. 79 N/2 
Another round open in consumer agency fight. S. Cohen. 24 D/17 
See also 
ADVERTISING REVIEW BOARDS 
FEDERAL TRADE COMMISSION 
LOCAL REGULATIONS 
NATIONAL ADVERTISING REVIEW BOARD 
STATE REGULATIONS 
Individual consumer groups & consumerists. 
CONSUMER RESEARCH INSTITUTE 
Shoppers get too much data. Stokes contends. 15 0/96 
CONSUMER SURVEYS 
Consumer Surveys open. 23 J//72 
CONSUMERS & CONSUMERISM 
Advertising must revise profit concept under consumerism. 
E. B. Weiss. 8 Ja/35 
Council unit paper rebuts consumerists. 15 Ja/2 
Half of shoppers like night hours. 75 Ja/56 
Group W survey shows mom shops 3 stores a month. 15 Ja/58 


Lorillard exec warns that consumerism will affect cigaret industry 
worldwide. 22 Ja/28 

Assert yourself—and back it up. Eagle tells execs. 22 Ja/31 

LBJ: His famed arm-twisting tactics gained consumerists many 
victories. S. Cohen. (A look back at consumerism during the 
Johnson Administration). 29 Ja/4 

AAF hears Schick, Kellogg responses to consumerism. S. Cohen. 
§ F/1 

Can admen help reshape consumer's values to meet the energy 
crisis? S. Cohen. 5 F/16 

Consumerism still in budget. (Knauer’s consumer unit shifted to 
HEW; all consumer agencies have at least as much money as 
last year for consumer activities. 5 F/69 

Counter ads still a force: Westen. J. Revett. 5 F/73 

Schick-Winchester lesson: Don’t ignore the public. Editorial. 
(Winchester and Schick affairs prove that the ‘public be damned’ 
concept is dead). 26 F/18 

Peterson thinks consumerism vital to food marketer. 23 Ap/12 

Does consumerism show signs of giving up the ghost? Not quite. 
E. B. Weiss. 30 Ap/47 

Brand names picks Post-Keyes. 7 My/72 

Nichols; Big idea plus consumerism makes good ads. 14 My/41 

Chapin urges CBBB to work at restoring business’ image. 28 My/2 

Canadians get consumer info tv program. 28 My/53 

Consumer, admen are not at war, avers Ted Steele. 28 My/59 

Consumerists losing steam, but execs warn; Keep mending fences. 
S. Cohen. 4 Je/4 

Devaluation, lerger EEC alter markets; Jolts also come from 
inflation and consumerism. R. Bechtos. 4 Je/23 

Ad critics’ new buzz word may be ‘fairness’'—whatever that means. 
S. Cohen. 2 J//4 

American Motors ‘74 ad campaign centers on Buyer Protection 
Plan. R. Gray. 6 Ag/3 

Admen, consumerists to study children’s tv. (Consumerists & ad 
people agree, at the FTC, to set up 4 joint working groups to 
study self-regulation on children’s tv). 13 Ag/1 

Court decisions slow consumerists in ad cases, but give FTC 
mandate. S. Cohen. (Lawsuits by consumerists to stop false 
ads are rejected by courts, while FTC's authoritative role 
is recognized). 13 Ag/4 

Gen’! Mills new cereal hit for high sugar, fat. (Mr. Wonderfull’s 
Surprize criticized by nutrition group for high sugar and fat 
content). 13 Ag/8 

Consumerists buck Quello appointment. (A heavy letter-writing 
campaign is on to block the FCC appointment of James Quello 
to replace Nicholaus Johnson). 27 Ag/8 

Understanding Nader. Editorial. (Although Nader is far from 
infallible, he must not be ignored, and Ed Rust’s commendation 
seems to indicate a break through corporate management). 
1 0/16 

Shoppers get too much data, Stokes contends. 15 0/96 

Mail order complaints on the rise: Knauer; White House will help. 
S. Feldman. 22 0/3 

Pessimism rife among consumers, study shows. 22 0/8 

Elliott calls for research to counteract consumerism. 22 0/10 

General Mills ad reacts to attacks on Surprize. 5 N/2 

AMC’s ad theme boost for research, Freeman says. 72 N/67 

Men's fragrance makers seek image change. L. Baltera. 712 N/67 

The deadly quest for safety. David J. Mahoney. 27 N/28 

Consumerists ask content disclosure. 26 N/24 

Consumer role in FTC children’s ad project may trigger AAF 
exit. S. Cohen. 70 D/1 

Supreme Court's ruling inhibits class action, slows up con- 
sumerists. 24 D/3 

CONSUMERS UNION 

Microwave units take 5% of range market in ‘72; consumers 
still cool. L. Baltera. 719 Mr/3 

Amana files with FTC on CU report. 9 Ap/8 

CU asks o.t.c. ads include side effects. 17 Je/2 

Amana uses ex-CU man in rebuttal. 2 J//53 

CU testing substantiation system for automobile ads. 7 0/8 

CONTEMPORARY ADVERTISING 

Martin agency sold. 9 Ap/38 

CONTINENTAL ADVERTISING 

Renamed Vantage Advertising & Marketing Associates. 26 F/159 

CONTINENTAL AIR LINES INC. 

Continental sets new ‘pride’ theme. 5 Mr/55 


. 
. aut Rc tial LAT! i PAL ALOP OT CGE Ee Ek BILL EVE ra DIT IRE TAPE IE OI FRI Ot, Set Lan Sy ae al - - Ieee - Are ‘ Ma Tie. oot PPT EM ey 
; 
oO rr 
i 
i 
H 
\ 
Hy 
{ 
b 
7 - 
| 
| 
| 
| 
= 
| 
| 
| 
\ 
i 
@ 


Advertising Age/Annual index 1973/ 35 


Continental ‘conversing’ with NH&S, other shops. 23 J//1 

Ogilvy loses Texas airline for pitching Continental. 6 Ag/2 

New NH&S ads ready but Continental still looking. 3 S/8 

ae picks B&B as airlines’ turbulence grows. D. Grant 

CONTINENTAL CORP. 

JWT to sell insurance interests. 15 0/2 

CONTINENTAL INSURANCE COS. 

Continental push cites Allstate, State Farm in ads. 27 Ag/168 

CONTINENTAL TRAILWAYS INC. 

Continental steers clear of Greyhound, Amtrak ad hassle. 
J. O'Connor. 25 Je/2 

CONTRACEPTIVES 

Victoria okays print contaceptive ad use. 16 J//22 

Ortho Contraceptives on tv in Puerto Rico. 13 Ag/61 

CONVENIENCE FOODS 

Big John’s entry pits Hunt against Gen’! Mills. H. Bernstein. 
15 Ja/1 

Kraft joins add-the-meat dinner tray. 22 Ja/1 

Hungry-Man line grows. 5 F/60 

Pillsbury in test with new dinner mixes. 19 Mr/8 

General Mills Wrap-ups line also in test. 16 Ap/10 

Make a Meal pan dinners bow in U.K. 21 My/44 

Hormel uses Prima purchase to enter frozen food field. 4 Je/69 

Borden joins others in toaster sandwich tests, despite category's 
past. L. Edwards. 25 Je/3 

Two new flavors join Hamburger Helper line. 76 J//12 

Green Giant adds to Holloway House entrees. 23 J//29 

Hanover Brands tests Skillet Fries. 70 S/20 

Johnson's casseroles born in New England. 17 D/109 

COOK, C.W. (TEX.) 

Price tangle slows product development, food men say. 13 Ag/2 

All we can do is wait. Editorial. (AA agrees with GF’s chairman 
that a freeze on new product development would not cut down 
ad & promotion costs since the bulk of marketing is against 
existing products; little optimism is seen for an improved 
food situation). 20 Ag/12 

Without advertising, no food industry. (Excerpt from a presentation 
by Tex Cook to the FTC hearings on advertising in 1971.) 
19 N/40 

COOKING OILS 

Boyle tests Lean Fry. 29 Ja/76 

COOKWARE 

Farberware sets $1,000,000 drive. 14 My/70 

COOL-RAY INC. 

Cool-Ray glasses are now at FC&B. 25 Je/8 

COOPER, F.J., INC. 

Ad works too well for jeweler's wife. (F.J. Cooper campaign is 
successful). 27 Ag/22 

COOPERATIVE ADVERTISING 

Allegheny, Pam Am set joint ad drive. 2 Ap/8 

Armour uses co-op tv with food chain. 10 D/74 

See also POOLED MARKETING 

COORDINATED RESEARCH INTERVIEW SERVICES INC. 

Whatever became of...? An update on some of 72's research 
projects. J. Honomichl. 26 F/154 

CRIS seeks new president; soon to be independent. 7 My/10 

COPIERS 

Xerox to test two new units in metro N.Y. 4 Je/87 

COPYRIGHT 

See DIAMOND, SIDNEY 

COPYWRITING 

Copywriting art overwhelmed by technology: Callo. 29 Ja/70 

CORINTHIAN BROADCASTING CORP. 

Corinthian buys TVS. 26 F/6 

D&B exec sees slower growth for Corinthian in ‘73. 12 N/32 

CORNING GLASS WORKS 

Corning is using Beard to promote smoothtop ranges. 4 Je/95 

CORPORATE ACCOUNTABILITY RESEARCH GROUP 

Counter ads won't cause tv exodus, Nader man argues. 8 0/37 

CORPORATE ADVERTISING 

McGraw Edison begins corporate ad promotion. 29 Ja/32 

Burlington Northern is on right track with identity ads. 9 Ap/47 

Annual reports aid marketing aims; media cash in with special 
sections. S. Feldman. 16 Ap/58 

Corporate ad slogans—how many can you identify? 27 My/26 

Value of corporate ads debated by agency men. 27 My/26 


3M VD documentary—programing that’s good for the corporate 
image. M. Christopher. 28 My/16 

Apache launches push. 23 J//64 

Corporate auto ads sell cars along with image. R. Gray. 3 D/3 

AT&T leads ‘72 corporate spending. 3 D/40 

CORPORATE IDENTITY 

Goodrich ‘other guys’ ad campaign multiplies average recall scores. 
12 Mr/2 

The faceless corporate name—158 ways to lose your identity. 
R. Rubicam. 14 My/65 

Keep cool, catch up, WSAAA told. 27 My/2 

New National moves are turnaround attempt. (Corporate identity 
ads being studied as the supermarket chain attempts to 
restore profitability). 30 J//48 

Midlantic banks set ad campaign. (N.J. banks advertise a new 
corporate name). 3 S/34 

How banks can beat the identity crisis. W. Landor. 22 0/115 

CORPORATE iMAGE 

Purina’s Pet-A-Pet is cat's meow. 17 Je/59 

Gold Kist co-op using ‘bigness’ image theme. 75 0/28 

Chatham pushes image, not price in meat campaign. 22 0/128 

Corporate credibility. Editorial. (AA suggests that corporations 
spotlighted by making illegal contributions to the Nixon 
campaign admit their mistakes publicly thru advertising to help 
save the tarnished image of big business). 26 N/12 


CORPORATION FOR PUBLIC BROADCASTING 

Fischer will place grants in CPB role. 15 Ja/29 

CORRECTIVE ADVERTISING 

Wonder Bread decision stalls FTC drive for corrective ads. S. Cohen. 
1 Ja/1 

Ocean Spray tests new game: Find the cranberry ad. 29 Ja/82 

FTC staff drops corrective remedy as Hi-C appeal takes new 
approach. J. Revett. 719 Mr/3 

TWA runs corrective ads to settle CAB complaint. 9 Ap/86 

Posner: Corrective ads not as good as fines, but help. 16 Ap/8& 

FTC staff appeal seeks corrective advertising in Wonder bread case. 
23 Ap/2 

Hawaiian Punch will use affirmative disclosure in FTC ad settlement. 
21 My/1 

Corrective ads possible in FTC move on plastics. 4 Je/92 

FTC orders ‘retractive’ ad in tire case. 77 Je/1 

Amstar okays corrective ads on sugar. 18 Je/8 

FTC to issue consent in Wonder case, drops Hi-C. 5 N/17 

FTC Wonder bread ruling dims future of corrective ads. S. Cohen. 
12 N/1 

Prof says ads can innoculate against corrective orders. 19 N/24 


CORRUPTION 

‘N.Y. Times’ ad swindle revealed. 29 Ja/32 

Chait set to file plea of ‘not guilty’; others mum in American 
bribery case. 12 F/1 

Cuddihee sentenced in Winius forgery trial. 72 F/30 

American Airlines supplier changes to plea of guilty. 72 Mr/23 

Record companies to seek proof of promo expenses from staffers. 
J. Forkan. 18 Je/6 

Broadcasters talk, record men mum on payola. J. Forkan. 2 J//3 

IPSA prop’ty auctioned to pay tax debts. 15 0/98 

Chait fined; says it paid kickbacks. 3 D/82 

COSMAIR INC. 

L’Oreal aims at Clairol in $3,200,000 print, tv push. 76 Ap/90 

L'Oreal shampoo bows. 78 Je/10 

L'Oreal of Paris takes high road to sell Preference hair coloring. 
L. Baltera. 79 N/22 

COSMETICS 

Cover Girl sets print, tv push for Big Eyes.29 Ja/42 

Dior Gel Creams bow. 5 F/23 

Max Factor merger deal seen helping NSI abroad. 26 F/133 

World of Beauty Club aims at uncommitted brand buyer. 26 F/140 

Skin-Sees tattoo is the new art form among cosmetics. L. Baltera. 
26 F/161 

Powder-Twist bows. 19 Mr/80 

Cosmetics marketers debate gift-with-purchase scheme. 7 My/20 

Bronzers pep up summer's sluggish cosmetics sales. L. Baltera. 
(Roundup of the bronzers market). 27 My/20 

The allure of cosmetics—to marketers, it's earnings. (Colgate- 
Rubinstein merger). 4 Je/2 

Miners Makeup bows. 13 Ag/52 
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Fashion Fair goes national. L. Baltera. (Johnson Publishing enters 
black women’s toiletries and cosmetics market). 27 Ag/183 

Rubinstein may drop Katharine Ross from ad program. 15 0/34 

Lip Quencher lipstick debuts. 15 0/43 

Now Beauty Boutique, sampling idea growing. H. Bernstein. 
22 0/126 

Teens are new target of facial mask marketers. L. Baltera. 
26 N/2 

Jaundiced peeled eye gazes at freaky ‘symbolic’ cosmetics claims. 
D. Neff. 3 D/55 

COST OF LIVING COUNCIL 

House postal bill offers slower hikes, aid to media. 25 Je/1 

Gas station owners restrict stamps, cite fuel shortage. T. Rowan. 
2 Ji/2 

Candy at record sales, but squeeze felt. 9 J//38 

Media men hold out dim hope for relief from Phase 4 rules. 
23 JH/1 

House quashes bill to ease rate boost phase-in. 30 J//6 

Media Gen’! seeks ad rate relief to ease paper crisis. 3 S/46 

Support increases for phased mail rate hikes. 1 0/65 

Soapers get price boosts; avert distribution cutback. 15 0/48 

CLC to hear postal hike phase-in bid. 5 N/4 

See also PHASE 4 

COTT CORP. 

Hawaiian Punch sets six-pack introduction. 28 My/57 

COTTER & CO. 

National ad plans, rise of amateur builder are hardware market 
trends. 22 0/3 

COTTON INC. 

Wool Bureau won't battle DuPont. L. Baltera. (Also reports on 
the ‘73 cotton group campaign). 9 J//75 

Gov't may shrink its outlays to Cotton Inc. 16 J//2 

Opponents set maneuver to block payment to Cotton Inc. 13 Ag/62 

Cotton Inc. to lose U.S. ad subsidy. 1 0/67 

COUNCIL OF BETTER BUSINESS BUREAUS 

BBB’s consumer unit seeks funds, local help. 26 Mr/90 

Chapin urges CBBB to work at restoring business’ image. 
28 My/2 

CBBB readies 3-city test of emblem use for members. (Ads by 
members carrying the BBB insignia to be tested v‘ith close 
supervision by local bureaus). 9 J//2 

‘Sesame’ stars in CBBB-NBC kiddie nutritional spots. 29 0/4 

Hausman joins CBBB. 79 N/65 

COUNCIL ON ENVIRONMENTAL QUALITY 

Environmental council electricity study finds gas is more efficient. 
27 Ag/165 

COUNTER ADVERTISING 

Counter ads blasted by Loevinger. 8 Ja/63 

FTC look at supermart price claims hauls dailies into counter ad 
fray. J. Revett. 15 Ja/6 

Counter ads could apply to all: Cash. 29 Ja/84 

Counter ads still a force: Westen. J. Revett. 5 F/73 

ASH petitions networks to remove Winchester ads. 5 F/73 

Western ad lists perils of charters. 26 F/144 

FTC to ask lay language recap in future ad substantiations. (Report 
at the American Management Assn.'s ‘Truth in Advertising’ 
sessions). 5 Mr/3 

Challenge counter ads or free press in trouble, Stanton warns 
Four A's. 27 My/2 

Group calls STP ‘worthless,’ seeks counter ads from FTC. 
28 My/8 

Counter ads may wither in wake of High Court ruling. J. Revett. 
(Broadcasters may reject paid ‘editorial’ ads, Supreme Court 
rules). 4 Je/? 

Counter ads won't cause tv exodus, Nader man argues. 8 0/317 

‘Buy generic’ drug ad sparks rebuttal. 5 N/66 

MCI seeking counter ads from FCC to fight AT&T. 19 N/2 

Counter advertising: R.1.P. Editorial. (Legislation, self regulation 
machinery and the quality of the counter ads themselves all 
aided in the deflation of the counter ad balloon.) 19 N/12 

Texaco objects to log use by counter ad group. 26 N/59 

COUPONS 

Ketchum uses postage-free coupon for JAL campaign. 75 Ja/29 

Bonus Gifts plan going national. 26 Mr/6 

Coupon companies set working agreement. 28 My/10 

COUSINS, NORMAN 

Cousins says he may rejoin troubled ‘SR’. 2 Ap/2 

Many loose ends before ‘World,’ ‘SR’ can merge. 30 Ap/2 


Cousins set to buy ‘SR’; hopes for court approval. 78 Je/110 
“SR/World’ to bow as court clears Cousins buy. 25 Je/67 
Optimistic anniversaries celebrated at ‘Ms.,’ ‘World.’ 9 J//22 
Named publisher of the year. 13 Ag/61 

Nader, McCall argue advocacy role of advertising at magazine meet. 
D. Grant. 24 S/3 

COWLES COMMUNICATIONS INC. 

Cowles selis KRNT, Visual Panographics. 16 Ap/93 

Sale called off.23 J//24 

COX BROADCASTING CORP. 

Cox revenues rise, income up 24%. 19 Mr/&64 

Cox buys KFI, names Wesley to head station. 17 Je/82 

COX CABLE COMMUNICATIONS 

Cox, ATC merger off. 7 My/70 

COX, DICK, ASSOCIATES 

Y&R, Cox form company; ethnic setup uncovered. 9 Ap/8 

CRAIN COMMUNICATIONS INC. 

R. Crain president of CCI, Bernstein heads committee. 1 Ja/27 

Four titles on tap for Crain Books. 4 Je/4 

Crain plans ‘Pensions & Investments.’ 2 J//10 

‘A&SP’ changes name. 15 0/24 

Crain picks Grant, Raymond for revamped education unit. 17 D/130 

Ad Age founder G. D. Crain dies; was business publications 
pioneer. 24 D/1 

MPA resolution honors G.D. Crain. 37 D/4 

See also CREATIVE WORKSHOP 

CRAIN, G.D. JR. 

Ad Age founder G.D. Crain dies; was business publications pioneer. 
24 D/1 

G.D. Crain—the right kind of publisher. S. Bernstein. 24 D/6 

MPA resolution honors G.D. Crain. 31 D/4 

CRAIN, RANCE 

Today's woes may help ad field: Crain. 29 0/77 

CREAMETTE CO. 

General Mills test markets Burger Builder in 3 areas. (Creamette 
& Miles also have vegetable protein products on the market.) 
19 N/16 

CREATIVE DIMENSIONS 

Grey office forms Creative Dimensions. 29 Ja/79 

CREATIVE MACHINE 

Creative Machine set. 10 S/4 

CREATIVE PARTNERS 

Argyle to handle pr for Creative Partners. 29 0/50 

CREATIVE WORKSHOP 

Creative Workshop highlights Communications Week in N.Y. 
(Crash effort produces public service tv ad for Odyssey House: 
Bernbach pays visit: disciple George Lois makes his obeisance). 
30 Ji/1 

Kurnit, others contend U.S. lock on creativity in ads has been 
broken. 30 J//2 

Ries backs positioning in workshop battle with creativity advocates. 
30 JI/3 

Bernbach: Ad challenge was never greater. 30 J//8 

Product flops, focus groups, retail ads discussed. 30 J//10 

Emery urges attention to legal details. 30 J//12 

Not much sex in ads, AA Workshoppers hear. (Brief accounts of 
various Workshop seminars). 6 Ag/10 

Simons tells how photo can spark ads. (Report on ‘photo com- 
munications’ session of workshop). 6 Ag/50 

Those ‘foreigners’ are overtaking us. S. Bernstein. (No. of inter- 
national representatives at the Creative Workshop made it, 
more than ever, a worldwide gathering of creative people). 
13 Ag/16 

CREATIVITY 

Seibert to ACLA: Good ads depend on cooperation. 5 F/24 

How to get the most out of creative peopie. R. Korda. 4 Je/75 

Creative advertising moves toward the new society. E.B. Weiss. 
2 Jl/27 

Kurnit, others contend U.S. lock on creativity in ads has been 
broken. 30 J//2 

Ries backs positioning in workshop battle with creativity advo- 
cates. 30 Ji/3 

Get back to (product) basics—creativity can get in the way. 
T.V. Byor. 6 Ag/34 

The creative revolution wasn’t just a fluke—original, creative 
advertising does work. H. Nolan. 5 N/50 

European creatives hard to find: O'Toole. R. Bechtos. 12 N/417 


- 
| 
| 


Advertising Age/Annual index 1973/ 37 


CREDIT CARDS 

ae re 1. H. Bernstein. 

Research not always the answer, says Harris’ Flory. 12 Mr/23 

BankAmerica sets guides for women, mull ads use. J. Revett. 
26 Mr/2 

Giving credit to women. Editorial. (P&G and Bankamericard 
lauded for recognizing women in the work force; call for 
legisiation). 2 Ap/12 

Let's make price perfectly clear. S. Bernstein. (Clear indication of 
$15 annual fee needed in American Express ads). 23 Ap/16 

Here's copy that any child can understand (if he’s a lawyer.) 

D. Neff. 14 My/66 

American Express makes fee clear. S. Bernstein. 17 Je/14 

Hoefer gets $4,000,000 NBI business. 27 Ag/8 

Bank card ‘Use me’ spots called degrading to women. 3 D/42 

CREDIT UNION NATIONAL ASSN. 

Chad Everett to star for credit unions. 9 Ap/69 

CRESCA CO. 

Knorr Stocki line bows. 26 F/158 

CRESWELL, MUNSELL, SCHUBERT & ZIRBEL 

Creswell forms pr unit. 8 0/32 

CRICHTON, JOHN 

Crichton asks slowdown of self criticism. 5 N/76 

Government isn't hostile to ad field: Crichton. 17 D/31 

CRIME 

Ads back Dallas crime war. 8 Ja/27 

CROMWELL ADVERTISING 

‘N.Y. Times’ ad swindle revealed. 29 Ja/32 

CROSSMAN, RICHARD 

McCaffrey, British MP clash over controls on political ads. R. 
Bechtos. (IAA World Congress: also, comments on the women’s 
lib movement and multinational corporations). 18 Je/2 

CROUTONS 

General Mills testing Salad Puffs croutons. L. Edwards. (Includes 
a look at new crouton products being introduced after the 
success of Swiss Chalet’s Salad Crispins). 77 S/2 

CROWN CENTRAL PETROLEUM CORP. 

FTC wins latest gas additive case. J. Revett. 18 Je/2 

CROWN ZELLERBACH CORP. 

Crown Zellerbach sets humorous ‘73 print push. 12 F/30 

Crown Zellerbach shifts ads to tv. 16 Ap/4 

CROY, RICHARD S., & CO. 

Croy opens pr shop. 16 J//28 

CUDAHY CoO. 

Three test breakfast meats. 14 My/43 


Hot dogs ads tell ingredient story as industry fights sales slowdown. 


L. Edwards. 6 Ag/2 
CUDDIHEE, WILLIAM 
Cuddihee sentenced in Winius forgery trial. 72 F/30 
CULVER INTERNATIONAL 
Korea ad field will grow, Culver’'s Asia exec says. 17 S/32 
CUNNINGHAM, JOHN P. 
Cunningham, Duffy selected for AAF’s Ad Hall of Fame. 9 Ap/6 
CUNNINGHAM & WALSH INC. 
C&W, Norman, Craig to split $15,000,000 L&M ad account. 
J. O'Connor. 12 Mr/2 


DC SERVICES INC. 

Monitoring commercial performance—it's time to take it seriously. 
A. Bellaire. 70 D/50 , 

DKG INC. 

Alitalia lands account at DKG shop. 8 Ja/8 

DAILEY, PETER H. 

Ten who made ad news in 1972. 8 Ja/2 

Dailey defends Nixon support ad, says no agency tie to Watergate. 
D. Grant. 7 My/1 

Aftermath of Watergate. Editorial. (Ad people must not be 
discouraged from participating in the political process; 
Watergate should not be used to put down the ad profession). 
14 My/16 

Nixon's ‘positioning’ has eroded, Dailey says. 77 D/130 

DAIRY BREED GROUP 

Dairy Breed Group picks Turock, Kent agency. 23 Ap/32 

DAIRY PRODUCTS 

Margarine case reveals FTC shift in minority scientific opinion 

view. 8 Ja/? 


Kraft going into new major markets with its liquid Parkay 
margarine. V. Adams. 72 F/3 

Margarine makers have their eyes on Promise. N. Giges. 9 Ap/3 

Haagen-Dazs takes ad for Calif. debut. 13 Ag/10 

ADA agrees to back up its milk claims. 27 Ag/189 

Egg board boosts ‘74 outlays: eyes consumer drive. 12 N/90 

DAISY PUBLISHING CO. 

‘Feminine Fitness,’ ‘RV world’ set debuts. 12 Mr/50 

DAK FOODS 

DAK sets ‘73 themes. 26 F/150 

DALI, SALVADOR 

What are Datsun and Dali trying to tell us, Dr. Freudenwurst? 
(Satirical interpretation of a Datsun ad featuring a work by 
Salvador Dali). 18 Je/80 

DALLAS 

Ads back Dallas crime war. 8 Ja/27 

D’AMORES FOODS 

Hormel uses Prima purchase to enter frozen food field. 4 Je/69 

DANCER-FITZGERALD-SAMPLE INC 

McConnell to add D-F-S in Canada. 12 Mr/23 

D-F-S views BAR report as lever to fight clutter. M Christopher. 
13 Ag/3 

O-F-S phone unit set. 24 S/85 

NAB stiffens ad rules on kid tv, eases others. 22 0/2 

D-F-S on Winston job as brand shifts theme. 5 N/3 

NAB won't alter standards to satisfy D-F-S complaint. 12 N/74 

D’'ARCY-MACMANUS & MASIUS INC. 

Tolson is boosted, will head D‘Arcy’s New York office. 26 Mr/99 

D’Arcy-MacManus buys minority interest in Peter Jacka Advg. 
Ltd., New Zealand. 9 Ap/2 

DATA GENERAL CORP. 

Data General picks two. 30 Ap/36 

Market Facts’ success with controlled market tests attracts Nielsen. 
J. Honomichl. 8 0/3 

DAVID, OKSNER & MITCHNECK 

Avis taps David, Oksner. 8 0/56 

DAVIS FRIED KRIEGER INC. 

Adelante formed as ethnic unit of Davis Fried. 27 My/78 

DAY & NIGHT CO. 

Day & Night sets tv. 19 F/65 

DAYLIGHT SAVINGS TIME 

Daytime radio stations press for DST solution. J. Revett. 17 D/123 

DAYTON ROMMEL & ASSOCIATES 

Dayton Rommel formed. 8 My/5. Correction 4 Je/95 

DEATH 

See OBITUARIES 

DECEPTIVE ADVERTISING 

J.B. Williams appeals fine, wants trial on Gerito!l ads. N. Giges. 
29 Ja/1 

Complaint hits Ford, JWT on guard rail ad. 72 F/2 

FTC enforcement hinders ad information, Nelson says. 7 My/78 

CAB warns airlines on deceptive ads as TWA, Mercury end 
‘throwaways.’ 17 Je/3 

Researcher shows impact of implied deception. 2 Ap/2 

Warranty/FTC bill okayed: Moss readies two new plans. 9 Ap/86 

Swift sued by Armour on Butterballs. 23 Ap/135 

‘The public is not a moron’... but?? S. Bernstein. (Moronic ads 
must exist to satisfy a portion of the public which is moronic, 
but that is no excuse for deception or tricks in ads). 16 J//14 

American ads alter offer of ‘fairest fares.’ 6 Ag/53 

BBDO cops plea in F-310 ad case. 22 0/3 

See also MISLEADING ADVERTISING 

DEERE & CO. 

Deere picks Ayer after long study. 7 0/66 

DEERING MILLIKEN INC. 

Summakool debuts. 77 Je/4 

DEFAMATION CHARGES 

Don't dare be funny? Editorial. (Travel Agent group’s warpath 
against an Alka-Seltzer spot shows an overreaction and a lack 
of a sense of humor). 25 Je/12 

Alka-Seltzer tv spot gives travel agents a headache. 25 Je/49 

Chicano group seeks to change Zapata taco ads. 23 J//8 

DEFENSE ADVERTISING 

Weapons ad techniques hit. (Includes list of top defense advertisers). 
15 Ja/65 

DEGREASERS 

Texize founder starts new venture; Grease Relief is first Intex 

product. R. Crain. 30 Ap/? 
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DEL LABORATORIES INC. 

Ads for new male vitamin use racer. 28 My/30 

DELL AIRPORT ADVERTISING 

O'Hare airport ad agency in federal probe. 20 Ag/57 

DELLA FEMINA, JERRY 

Creative Workshop highlights Communications Week in N.Y. 
(Della Femina speaks on fear in advertising at Workshop). 
30 Ji/1 

DELLA FEMINA, TRAVISANO & PARTNERS 

Garrity moves its dispo item account to Della Femina. 24 S/8 

Though not first, Della Femina still wants Lovelace. 29 0/78 

DELTA AIR LINES 

Getting back to basics. Editorial. (Airline advertising presents a 
lesson to marketers: find out what consumers want—then give 
it to them & forget building campaigns on meaningless slogans 
& promises.) 22 0/14 

W.T. Beebe of Delta Air Lines is named Adman of the Year by 
‘Advertising Age.’ 17 D/1 

DENNEY, FRANCES, INC. 

Denney reenters men’s grooming field via ‘L’ line. 8 0/32 

DENNISON, DAVID S. 

Dennison leaving FTC. 3 D/8 

DENTIFRICES 

Tv, print support new Pearl Drops spearmint. 7 J/a/8 

‘Inoffensive’ packages and names do little to help sell mouthwash. 
W. Margulies. 15 Ja/48 

First Pearl Drops agency develops competitive brand. 12 F/10 

Outlook for whiteners dims as Lever's Aim tops new dentrifice 
entries. N. Giges. (Includes report on tooth polishes). 4 Je/7 

Close-up in new premium drive to spur share growth. 24 S/3 

DENTISTS 

Oregon dentists seek to extract restrictive ad law. 22 0/113 

DEODORANTS & ANTIPERSPIRANTS 

NARB upholds Bristol-Myers on ad claims for Ultra Ban. N. Giges. 
§ F/1 

Put up or... Editorial. (‘Put up or shut up’ is a colloquialism 
which applies to the advertiser's obligation to the public when 
he makes a claim; Schick Flexamatic and Ultra Ban 5000 cited) 
19 F/14 

M is for Mennen, E is for—effort? N. Giges. 30 Ap/10 

FTC orders dryness claim verification by top deodorants. 28 My/1 

P&G is rolling out with Sure; budget could hit $15 million. 
N. Giges. (‘Dry’ deodorant ad trend traced). 18 Je/1 

Bristol-Myers’ ad names names in new tv ad drive ad for Ultra 
Ban 5000. 13 Ag/2 

P&G hails success of Sure as growth leads to shortage. L. Edwards. 
3 S/1 

5-Day to rename brand Stay-Dryer. 3 S/42 

C-P’s Hour After Hour ads now aim at young women. 7 0/35 

Gillette pulls new items after lung test problems. J. O'Connor. 
8 0/8 

The story of Mennen E: Failure or victim of bureaucracy? M. Landey. 
15 0/55 

No more rigged ads, Bristol-Myers told; Dry Ban tv spots hit. 
10 D/1 

O&M appeals Dry Ban case. 77 D/128 

DEPARTMENT STORES 

Bloomingdale's alters its graphics, merchandising. L. Baliera. 
15 Ja/56 

Group W survey shows mom shops 3 stores a month. 15 Ja/58 

Penney’s looks for greater sales gains. L. Baltera. (Profile of Penney's 
marketing position.) 22 Ja/16 

Vancouver store greets competitor. 26 F/139 

Wippette sues Ohrbach’s. 7 My/34 

Predict local tv ad level will top $1 billion mark. 14 My/24 

Discounters pit marketing ideas vs. dept. stores. L. Baltera. (Both 
review ad approaches). 77 Je/3 

Lord & Taylor merchandising a tv hit in branch stores. 13 Ag/58 

Number of retail outlets off; shoppers like dept. stores’ image, 
but go to discounters. 7 0/59 

May sets first all-market drive. 72 N/8 

DERNOCOEUR-KONECNIK & ASSOCIATES 

Dernocoeur, Konecnik set product shop. 29 0/52 

DESSERTS & DESSERT INGREDIENTS 

Mrs. Smith gives Natural Juice pies $1,000,000 push. 2 Ap/54 

Ingredients highlighted in newest Sara Lee tv ad push. 23 Ap/146 

Libby sailing high with Fruit Float. L. Edwards. 8 0/3 

General Mills expands Fruit Helper dessert. 75 0/95 


DESTINATION PUBLICATIONS 

‘IN: Chicago’ formed. 18 Je/51 

DETERGENTS 

Black-owned It detergent shoots for 4% market share. 12 F/30 

New York ban of phosphates sparks little ad activity. 18 Je/28 

Soapers heavy on ad substantiation data, FTC discovers. 20 Ag/2 

Colgate adds to Dynamo markets. 8 0/70 

Miracle White chief vows to pull ads from violent shows. 15 0/97 

DETROIT AUTO SHOW 

Detroit Auto Show features nostalgia in media ad drive. 12 N/26 

Dodge returns Rebellion Girl for auto show. 3 D/75 

DEVALUATION 

Devaluation boosts cost of agency expansion. R Bechtos. 79 F/2 

Devaluation means market shifts as economic role of U.S. changes. 
S. Cohen. (In the future, product design will have to take into 
account changing price relationships as well as changing public 
attitudes). 26 F/137 

USTS likes devaluation; reviews agency status. 12 Mr/3 

Devaluation, larger EEC alter markets; Jolts also come from inflation 
and consumerism. R. Bechtos. 4 Je/23 

Greece on ad boom: agencies dip into tv. A. Rizopoulos (Report 
on advertising in Greece in 1972). 18 Je/87 

Japanese marketers regroup after devaluation. L. Link. 18 Je/88 

Pan Am boosts budget as devaluation worries threaten foreign 
trips. R. Bechtos. (Report on how setbacks in the economy are 
affecting leading airlines). 16 J//2 

DEWING, J.B., ASSOCIATES 

Dewing shop bows. 29 0/16 

DIAL-A-RIDE 

DOT spot for dial-a-ride is backfiring; may be axed. J. Revett. 
3 S/2 

DIAMOND/BROPHY/TYSON INC. 

Renamed DIAMOND/BROPHY ASSOCIATES. 2 Ap/54 

DIAMOND, SIDNEY A. (author) 

Federal judge debunks advertising in decision on breath mint 
names. 8 Ja/42 

Volkswagen wins recognition of ‘Bug’ as proprietary symbol. 
5 F/52 

American Optical loses its fight to bar Autotrol’s circled ‘A’ logo. 
12 Mr/61 

LaMaur wins contest for the abandoned Ipana trademark. 
2 Ap/38 

Split decision clears D.L. Blair of deceptive sweepstakes charges. 
7 My/54 

Copyright notices will protect your ads against imitation. 
(Basic information on the copyright law, how to register 
ads, what protection is provided, etc). 28 My/38 

The soft drink, one-on-one tiff; Coca-Cola fights Seven-Up’s 
‘Uncola’ trademark registration. 16 J//44 

Trademarks will be easier to register worldwide if new treaty is 
ratified. 713 Ag/42 

Wells Fargo trademark case shows problem U.S. companies face 
abroad. 3 S/26 

Federal policy favoring imitation overrides ‘Hazel's’ private interests. 
1 0/44 

Chanel wins only partial victory in unfair competition case. 
5 N/54 

Clairol is awarded $20,000 for ‘knock-off’ of container design. 
3 D/52 

DICHTER, ERNEST 

See also INSTITUTE FOR MOTIVATIONAL RESEARCH 

Dichter leaves Institute, but takes jargon with him. 29 Ja/60 

DICK, A.B., CO. 

A.B. Dick breaks into net tv with Western Open buy. 9 Ap/6 

DICKENS, ROBERT L. (author) 

Tomorrow's Retail Checkout Counter—you just may 
not recognize it. 2 J//36 

DIET FOODS 

Weldon expands Alba 77. 15 Ja/20 

Diet Delight line sets radio drive. 5 F/60 

Weldon expands mixes. 26 Mr/88 

SugarLo shakes bow. 26 Mr/10 

Latest Sego repositioning: Low-cost, low-calorie meal. 7 My/4 

Alba 66 adds markets. 70 S/77 

DIETZ, W. STEPHENS 

Dietz identifies three types of brand manager. (In an article for 
‘Harvard Business Review’). 713 Ag/12 

Dietz to ANA: Bring back the ad director. 5 N/12 
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DIGIANNI, JOHN (author) 


How a brand manager can become a packaging expert. 13 Ag/41 
DILLON, THOMAS 


Dillon blasts FTC complaints, calls system ‘stacked deck.’ J. O'Gara. 


21 My/1 

Pitofsky disputes Dillon FTC view, says many ills already corrected. 
S. Cohen. 28 My/6 

Engman raps Dillon beef: ‘We're after big and little.’ 4 Je/8 

Agency execs tell ‘how to.’ (At ANA meeting). 5 N/76 

Freedom must advertise, or it surely will lose itself. 27 N/204 

Ten who made ad news in 1973. 17 D/2 

DILLON COMMUNICATIONS ASSOCIATES 

Dillon opens agency. 28 My/30 

DIMENSIONS UNLIMITED 

Dimensions will measure radio in Los Angeles area. 26 Mr/14 

DINERS CLUB 

50 million Frenchmen can't be wrong—about direct marketing. 
B. Stone. 7 My/57 

DINNERWARE 

Doulton credits 6% share gain to ad comparing its china with Lenox 
line. 5 F/3 : 

Lenox reorganized as Lexington United. 20 Ag/25 

DIOR, CHRISTIAN, PERFUMES CORP. 

Dior Gel Creams bow. 5 F/23 


DIRECT MAIL ADVERTISING ASSN. 

DMAA panel says interest in small magazines is growing. 72 F/59 

Newspapers’ insert clutter, rising rates draw blasts at DMAA 
meeting. 5 Mr/3 

DMAA will study market with O&M research help. 9 Ap/8 

Renamed Direct Mail/Marketing Assn. 9 J//70 

DIRECT MAIL/MARKETING ASSN. 

Mail order complaints on the rise: Knauer; White House will help. 
S. Feldman. 22 0/3 

Foreign winner of Gold Mailbox is first in 43 years. 22 0/157 


DIRECT MARKETING 


Mail offers big business, Sroge says. (Sroge gives his estimate of 


the largest mail order products by volume). 29 Ja/32 

Demand better service, mailer urges. 29 Ja/35 

Industrial marketer strikes it rich using direct mail. B. Stone. 
(Hewlett-Packard’s mini-calculator campaign cited). 12 F/41 

New rules for negative option reflect current sell methods. 19 F/3 

World of Beauty Club aims at uncommitted brand buyer. 26 F/140 

Six big problem areas in which direct marketers can go wrong. 
B. Stone. 2 Ap/38 

DMAA will study market with O&M research help. 9 Ap/& 

Jeweler testing mail order gems in ‘Digest’ ad. 16 Ap/20 

Direct response insurer hits back. 5 F/28 

USPS studies ad mail, finds 63% have bought. 7 My/2 

50 million Frenchmen can't be wrong—about direct marketing. 
B. Stone. 7 My/57 

Chicago mailers present awards. 27 My/26 

End ‘sacred cow’ promotions, upgrade titles, INPA urged. H. 
Bernstein. (Newspaper people in direct mail business cautioned). 
28 My/3 

Move direct market efforts beyond mail, Kershaw urges. (Cites 
increasing competition from cable tv). 17 Je/34 

Should mass marketers go into direct marketing? Here are ways 
to decide. B. Stone. 16 J//48 

John Caples: For half a century a writer of classic mail order ads. 
J. O'Gara. 10 S/42 

New breed of direct marketers want breakthrough—not trivia. 
B. Stone. 24 S/69 

How newspapers can become a big direct response medium. 
N. Weiner. 1 0/41 

Blair consolidates direct mail units. 8 0/24 

Mail order complaints on the rise: Knauer; White House will 
help. S. Feldman. 22 0/3 

Where to start, how to test, in direct response magazine ads. 
B. Stone. 22 0/116 

How the newspaper medium is working for direct response 
advertisers. B. Stone. 12 N/67 

Telephone marketing lures Ford, Cousins. 27 N/114 

Direct mail—'quiet’ medium. 27 N/116 

Agency men say feed back indicates uncertainty. 17 D/2 

DIRECT MARKETING COMMUNICATIONS 

Direct Marketing set. 712 Mr/50 


DIRECTORS CIRCLE 

It's summer and fall boom for tv production houses. J. Forkan. 
24 S/27 

DISCOUNT STORES 

See DEPARTMENT STORES 

DISCRIMINATION 

WRG discriminates in employment, media policies, stockholders 
charges. 5 Mr/2 

WAPI-TV faces license renewal challenge. 19 Mr/32 

O&M rebuts charge by black. 27 My/98 

Fair employment group sues Times Co. station. 6 Ag/53 

DISHWASHING PRODUCTS 

P&G tests Dawn, its fourth light liquid entry. 22 Ja/8 

Lemon Chiffon national. 30 Ap/78 

New York ban of phosphates sparks little ad activity. (Dishwasher 
detergents exempt from ban). 78 Je/28 

DISINFECTANTS 

Airwick tests disinfectant, ads aimed directly at Lysol. 4 Je/97 

Lysol fights new Listerol with lawsuit. J. O'Connor. 19 N/1 

Expect settlement soon in FTC’s Lysol ad case. 37 D/2 

DISPARAGING ADVERTISING 

‘Disparagement'’ hit in auto rental ad guides. 3 D/71 

DISPOPAX iNC. 

Dispopax out with Flings dispo panty. 70 S/2 

DISPOSABLE PRODUCTS 

Scott's diaper problem again linked to design. (Update on Scott, 
J&J, Fruit of the Loom diapers). 29 Ja/40 

New Kimberly-Clark president plans diaper, towel, hygiene share 
growth. L. Edwards. 79 F/4 

Bic's ‘pretty good lighter’ enters disposable market. 12 Mr/16 

Disposable panties market expected to triple in ‘73. 2 Ap/28 

Reilly dons banana suit for new Bic ink crayons. (Includes update 
on Bic disposable lighters). 13 Ag/8 

Film Products set to market novelty disposable camera. 27 Ag/189 

Dispopax out with Flings dispo panty. 70 S/2 

Garrity moves its dispo item account to Della Femina. (Also, 
disposable lighter news from Gillette and Bic reported). 24 S/8& 

Disposable lighters under fire; one recalled. J. O'Connor. 3 D/? 

DIVERSIFICATION 

Welch moves beyond grapes into other drinks, eyes frozen food 
market. 7 Ja/3 

RC to acquire home furnisher. 7 J/a/8 

Taylor of CBS sets ‘careful’ path toward further diversification. 
M. Christopher. 26 F/134 

Some ABP men leery about cassettes, non-print media. 14 My/42 

Gerber tests non-baby food peanut spread. 17 S/8 

DO-IT-YOURSELF 

Hardware ad execs see boom in do-it-yourself. S. Feldman. (Report 
on the National Hardware Show and some of its major exhibits). 
10 S/3 

National ad plans, rise of amateur builder are hardware market 
trends. 22 0/3 

Do-it-yourself is growth area in auto aftermarket. 29 0/70 

Self rule needs more publicity; do-it-yourself trend growing. (Survey 
of how ANA members manage the advertising function—in- 
house, media buying services, creative-only services, etc. 5 N/7 

DODGE DIVISION 

Dodge adds Dart model. 7 My/74 

Dodge returns Rebellion Girl for auto show. 3 D/75 

DOE-ANDERSON ADVERTISING 

Allison president of Doe-Anderson; Schneider resigns. 9 Ap/89 

DOETSCH, VIRGINIA 

Doetsch named Chicago adwoman of the year. 19 F/27 

Top Chicago adwoman began agency career after bit of wandering. 
K. Sederberg. 26 F/12 

Defend ad field, Mrs. Doetsch asks. 9 Ap/28 

Ries backs positioning in workshop battle with creativity advocates. 


30 Ji/3 
DOG ‘'N SUDS INC. 
Dog ‘n Suds uses weigh-in ads to battle McDonald's. 9 J//36 
DOLPH, JACK, ASSOCIATES 
Dolph Associates open. 28 My/25 
DONOVAN COMMUNICATIONS 
‘Donovan’ magazine set. 12 N/8 
DONREY MEDIA GROUr 
Donrey buys daily. 25 Je/69 
Donrey buys Register. 70 S/65 
Donrey buys Knapp. 7 0/70 
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DOREMUS & CO. 

Doremus profits rise 7%. 26 F/154 

Doremus names four new top execs. 2 Ap/67 

diRusso to leave Doremus agency. 23 Ap/32 

Doremus billings off. 7 My/50 

Doremus, Zecha arrange exchange of services. 13 Ag/28 

Doremus first half down. 13 Ag/61 

DOULTON & CO. INC. 

Doulton credits 6% share gain to ad comparing its china with 
Lenox line. 5 F/4 

DOW CHEMICAL CO. 

Soapers heavy on ad substantiation data, FTC discovers. (Dow 
presents substantiation data for Dow bathroom cleaner claims). 
20 Ag/2 

Dow in major bid for hand lotion market share. V. Adams. 22 0/2 

Dow sets unit. 70 D/43 

DOW JONES & CO. 

Dow Jones to market Japanese newspaper. 29 0/67 

Dow Jones sets unit to represent o’seas publications. 29 0/74 

DOWNE COMMUNICATIONS INC. 

Downe to merge Bartell into new subsidiary. 8 Ja/27 

Downe buys coin sellers. 22 Ja/42 

Downe names 3 exec vps. 9 Ap/10 

Downe opens list unit. 16 J//20 

Danneman: ‘LHJ's’ new page size based on its strengths. D. Grant. 
16 Ji/32 

Carter, Tremble promoted; Downe profits off sharply. 20 Ag/8& 

‘Family Weekly’ hikes. 27 Ag/167. Correction 3 S/44 

Carter buys Downe’s ‘AH’; will head his own company. 24 D/1 

DOYLE, DANE BERNBACH INC. 

Avis drops B&B; $6,000,000 account back at Doyle Dane. 

15 Ja/2 

Doyle Dane gross up 16% last year. 22 Ja/10 

DDB spent $4,800,000 on acquisitions in 1972. 5 F/2 

Banks, DDB are big !10A ad winners. 5 F/8 

Army releases partial data on agency bids for account. J. Revett. 
9 Ap/3 

Ralston shifts $6,000,000 in Cat Chow billings to DDB. 

K. Sederberg. 16 Ap/1 

Lubow says Bernbach ‘restored my faith.’ F. Danzig. 4 /e/88 

Celanese to Doyle Dane. 25 Je/8 

DDB profits dip; cites losses, start-up costs. 25 Je/52 

Did the ‘list’ relate to DDB losses? (Mac Dane’s name on the 
‘political enemies’ list triggers speculation about DDB’s 1972 
losing streak). 2 J//1 

All of DDB’s 1971 troubles were not account defections. (DDB 
offices firebombed 3 times in 1971). 9 J//4 

DDB names for Tropicana. 16 J//65 

DDB gets Binaca, other Madison consumer items. 6 Ag/8 

Origin of the DDB school. M. Rockmore. 13 Ag/46 

DDB to purchase Australian shop. 17 S/10 Correction 1 0/59 

C.R. Smith return to American puts freeze on plan to drop 
DDB. D. Grant. 24 S/1 

DDB billings rise, profits drop in 9 months. 1 0/18 

DDB buys Kosarin. 10 D/12 

OR PEPPER CO. 

Dr Pepper eyes No. 3 drink spot. 9 Ap/36 

Dr Pepper says Mr. Pibb stimulates its sales too, expands total 
market. 18 Je/26 

Dr Pepper sales soar: 20% ad boost for ‘74. M. Block. 22 0/130 

Y&R gets Dr Pepper. 19 N/26 

Dr Pepper enters Japanese market; Okinawa is next. 10 D/75 

DRACKETT CO. 

Behold winner in new ads. 29 0/76 

DREHER ADVERTISING INC. 

Cyanamid assigns Dreher billings to Ferber & Strauss. 8 Ja/54 

Jolted by loss of Avon, Dreher keeps stiff lip. 24 S/6 

Dreher to close up shop; succumbs to Avon loss. 26 N/2 

Not down yet, says Dreher president; seeks business. 3 D/8 

DRINK MIXES 

See BEVERAGES, NON-CARBONATED 

DRUG ABUSE 

Ohio official gets free boards for anti-drug drive. 19 Mr/66 

NFL, government anti-drug abuse campaign begins. 22 0/125 

DRUG STORES 

Drug chain signs skater. 3 D/31 

DRUGS—OTC & PRESCRIPTION 

Giant move spurs o-t-c labei listings. 1 Ja/24 


Guarded reaction by drug ad critics to 
board. (Also, National Council of Churches of Christ urges 
strict self-policing for drug advertising; Sen. Moss begins 
hearings on marketing a health institute bill). 26 F/7 

Helffrich, Lansner discuss new guidelines for medical ads on tv. 
M. Christopher. 5 Mr/4 

Drug group ad rules set; parallel NAB o-t-c code. § Mr/8 

A time for soft sell. Editorial. (NAB asked to tighten code rules to 
mute over-dramatized claims for medicine). 72 Mr/14 

Broadcast censors study new drug ad rules. M. Christopher. 26 Mr/4 

ACLU plans suit on N.Y. drug law. 26 Mr/6 

NAB ready to swap: Curb sex talk, get five-year licenses. M. 
Christopher. (Highlights of the NAB convention). 2 Ap/? 

Headache helps may be Alka-Seltzer target if antacid rules pass. 
J. Revett. 9 Ap/3 . 

FDA prescription guides seen as warning for o-t-c products. 

21 My/2 

CU asks o.t.c. ads include side effects. 17 Je/2 

N.Y. drug law ads did job—‘shook people up.’ 3 S/8 

FDA picks JWT, Kaufman for labeling, drug ad campaigns. 7 0/70 

Having straightened their own house, o-t-c men worry less about 
controls. S. Cohen. 8 0/4 

‘Buy generic’ drug ad sparks rebuttal. 5 V/66 

Medical advertising keeps doctors informed on burgeoning new 
drugs. 27 N/170 

FDA seeks use of generic names in drug price ads. 3 D/47 

Proprietary Assn. sets procedure for NARB ad appeals. 17 D/26 

U.S. sets plan limiting drug payments to generic items. S. Cohen. 
24 D/3 

Generic drug plan may aid majors, but journal ad volume could 
suffer. N. Giges. 37 D/1 

DUAL RESPONSIBILITY 

See ADVERTISING AGENCIES—LIABILITY 

DUFFY, BERNARD (BEN) 

Ben Duffy—The Master Adman | Knew. R. Head. 15 Ja/45 

Cunningham, Duffy selected for AAF’s Ad Hall of Fame. 9 Ap/6 

DUGGAN’S DISTILLERS PRODUCTS CORP. 

Duggan’s sets push. 9 Ap/66 

DULONG IMPORTERS 

Ecu sets eastern push. 19 Mr/34 

DUMON, ANDREA 

Clairol is awarded $20,000 for ‘knock-off’ of container design. 
S. Diamond. 3 D/52 

DUN & BRADSTREET CORP. 

D&B exec sees slower growth for Corinthian in ‘73. 12 N/32 

DUNHILL, DOUGLAS, INC. 

Cohn feads syndication area at Douglas Dunhill. 5 Mr/58 

DUNK, GRACE, KENNARD & SHEVACK 

Dunk, Grace shop opens. 4 Je/87 

DUPONT CO. 

DuPont drive aids pantyhose with Lycra fiber. 27 My/97 

Wool Bureau won't battle DuPont. L. Baltera. 9 J//75 

DuPont names 4 as Dewey retires. 713 Ag/32 

Trade ad push for DuPont Keviar tire material ready. S. Feldman. 
27 Ag/184 

DUPONT GLORE FORGAN 

Dupont Glore Forgan merges with Walston to form Dupont 
Walston. 13 Ag/3 

DUPONT WALSTON INC. 

Wall St. ad campaigns continue despite slump. S. Feldman. 
(Roundup of ad campaigns by major brokerage firms, the N.Y. 
and American stock exchanges). 13 Ag/3 

DURAFLAME INC. 

Ad boosts kindle fire log market. L. Edwards. 22 0/22 


; 


EGR COMMUNICATIONS 

EGR open in Hollywood. 28 My/16 

EGR signs three overseas affiliates. 5 N/42 

EUE/SCREEN GEMS 

It's summer and fall boom for tv production houses. J. Forkan. 
24 S/23 

Production houses face up to possibility of shortages. 17 D/34 


ee 
EE 
Martin calm about study that raps Compoz efficacy. 29 Ja/61 
Drug men squelch ban of kid-viewed tv drug ads. 5 F/2 
: - 
NAB moves to consider curbs on all o-t-c drugs. M. Christopher. 
19 F/3 
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EVR 

Video cassette makers see ‘tough’ consumer market. 8 0/3 

EAGLE PUBLISHING CO. 

Eagle sets ‘Upcountry’. 9 Ap/14 

EAST EUROPE 

My 12 years of making tv commercials behind the Iron Curtain. 
P. Fierlinger. 27 My/55 

Hungary raises its ad consciousness. E. Reed. 28 My/53 

East Europe seeks more trade deals with West. (East European 
nations showing increased interest in obtaining special rights 
with the Common Market). 18 Je/69 

EAST/WEST NETWORK 

East/West promotes; launches ‘Executive’. 2 Ap/54 

EASTERN AIR LINES INC. 

Eastern sets NY-Montreal |'aero navette. 2 Ap/60 

Pan Am boosts budget as devaluation worries threaten foreign 
trips. R. Bechtos. (Report on how setbacks in the economy are 
affecting leading airlines). 16 J//2 

Expanded Eastern service to Florida gets Chicago push. 17 S/64 

Continental picks B&B as airlines’ turbulence grows. D. Grant. 70/7 

Eastern plans major drive to counter travel slowdown. R. Bechtos. 
(A look at how the maior airlines are playing up services). 
15 0/2 

ee ee oe. 
29 0/2 

Eastern drafts flight cut ads; United undecided. R. Bechtos. § V/2 

‘Pastimes’ goes monthly. 26 N/16 

Eastern vacation push launched in Canada. 3 D/23 

Airline ads tackle shortage; TWA ‘flying again’. 24 D/2 

EASTERN DAIRY-DELI ASSN. 

Dairy-Deli sets push. 29 Ja/72 

Dairy-Deli group ads set. 16 Ap/12 

EASTERN FROSTED FOODS ASSN. 

Buyers, editors find tasting lunch a gourmand’s delight. 8 0/32 

EASTMAN KODAK CO. 

Kodak to introduce super 8 ‘talkies’ via print, tv ads. 30 J//8 

Video cassette makers see ‘tough’ consumer market. 8 0/3 

‘EBONY’ 

See JOHNSON PUBLISHING CO. 

ECOLOGY 

Ecopornography raises its ugly head. N. Bunker. 7 My/63 

Creative advertising moves toward the new society. E.B. Weiss. 
2 Jl/27 

ECONOMICS LABORATORY INC. 

Free ‘n Soft rolling out; P&G Bounce still tests. 20 Ag/2 

ECONOMY 

Industrial budgets on the upswing: execs seek methods to level 
curves. (Report on the effect of the changing economy on 
industrial ad budgets). 78 Je/3 

Agency men paint a hazy picture of economy's future. D. Grant. 
(Includes remarks of major agency execs about the future of 
business at their agencies). 2 J//7 

Advertising can exacerbate problems created by heavy demand, 
industrial men told. 2 J//55 

Advertisers hopeful for ‘74; Four A’s survey also upbeat. (Big ad 
spenders see growth, but food admen glum about price freeze: 
Agencies 1st half good; top 30 shops expect this year to beat 
1972). 9 Ji/T 

Pan Am boosts budget as devaluation worries threaten foreign 
trips. R. Bechtos. (Report on how setbacks in the economy are 
affecting leading airlines). 16 J//2 

1974: Bright outlook. Editorial. (Despite economic doom-n-gloom 
vibrations, major companies remain optimistic and see continued 
gains ahead). 16 J//14 

Pessimism rife among consumers, study shows. 22 0/8 

‘Family Circle’ study sees big middie class coming. 29 0/76 

Be watchdog for free enterprise, ABP told. 29 0/8 

Appliance downturn seen for ‘74. 29 0/30 

Today's woes may help ad field: Crain. 29 0/77 

Why and how we are losing the free enterprise battle. H. Williams. 
26 N/33 - 

Most families feel services, some products are too costly. 26 N/59 

Caution yes, timidity no. Editorial. (AA finds the climate for accurate 
forecasting of the year ahead is troublesome, if not impossible). 
17 D/14 

Marketers will find themselves with new problems—but fewer 
guidelines. S. Cohen. 17 D/28 

Analysts probe outlook for agency, media stock. 17 D/129 


See also COST OF LIVING COUNCIL 
PHASE 4 
PRICE FREEZE 
PRICE HIKES 

EDEN ADVERTISING 

Hagood elected Eden chairman. 16 J//22 

EDITORIAL ADVERTISING 

Counter ads may wither in wake of High Court ruling. J. Revett. 
(Broadcasters can reject paid ‘editorial’ ads, Supreme Court 
rules). 4 Je/1 

Networks happy about court ruling; losers see tv access door 
closing. M. Christopher. 4 Je/97 

The First Amendment is not a hiding place. Editorial. (Risk of 
accepting paid editorial ads is well worth taking for broad- 
casters when they feel they should provide a forum for ‘spon- 
sored’ ideas). 17 Je/14 

CBS ‘instant analysis’ curb follows affiliate objections. 17 Je/77 

EDITORIALS 

A whole ‘nother disaster. (AA urges that we change the law and 
reopen the airwaves to all cigarets, or we get Winchester off 
the air and in compliance with the law's intent). 1 Ja/70 

A word of caution. (AA warns broadcasters to think twice before 
embracing Clay Whitehead’s license renewal formula). 1 Ja/10 

Bread cast upon murky waters. (AA hopes the FTC full commission 
will uphold the decision of its administrative judge, and allow 
the Wonder Bread case to drop). 8 Ja/18 

Freedom is indivisible. (AA urges ad people to come to the aid of 
media as governmental pressure mounts against the press). 
8 Ja/18 

The big trend in 1973. (increased emphasis on local markets will 
be one of the most significant trends in 1973.) 15 Ja/14 

Inaugural should pay its way. (Any organization—government or 
otherwise—which offers merchandise for sale ought to pay for 
the advertising.) 15 Ja/14 

Winchester and tv: Part Ii. (AA is not against the legality of 
manufacturing little cigars but objects strongly to the cigaret 
commercial format of Winchester ads.) 22 Ja/14 

Spell out the rules. (FTC’s silence in the Schick-Norelco contro- 
versy is dangerous; FTC must deliver iron-clad commandments 
to advertisers if it is to prevent comparative advertising chaos). 
22 Ja/14 

Arbitrate ad plaints. (Consumer complaints made to the advertiser 
himself should be referred to a 3rd party to dispose of any 
suspicion that the matter did not get serious consideration). 
29 Ja/16 

Back to ‘normal’? (The normalcy this country experienced before 
Vietnam will not be restored; a new climate prevails, but 
without the tension and turmoil of war). 29 Ja/16 

Children’s tv ads: The best is yet to be. (Activity designed to keep 
commercials away from children’s tv is counter-productive; 
rather, advertisers and agencies should try harder to produce 
informative and entertaining commercials, not just spots that 
sell). 5 F/12 

That Florida Hospitality. (A good & effective ad for the greater 
Miami Chamber of Commerce is cited.) 5 F/12 

Who oppresses the press? (AA disagrees with those in the press 
who oppose the creation of a Press Council to monitor certain 
aspects of news coverage performance). 12 F/12 

But wait for Mom. (Perhaps McDonald's should advise children to 
wait for their parents to take them out rather than ‘get up and 
get away’ by themselves). 72 F/12 

Put up or... (‘Put up or shut up’ is a colloquialism which applies 
to the advertiser's obligation to the public when he makes a 
claim; Schick Flexamatic and Ultra Ban 5000 cited). 79 F/14 

Who if not the networks? (Network coverage of the POW’s return 
proved what a vital public service tv coverage can & does 
provide). 19 F/14 

‘ZOOM’ needs an angel. (Funds sought for a popular Boston kid 
tv program.) 19 F/14. Correction 26 F/145. 

Schick-Winchester lesson: Don't ignore the public. (Winchester _ 
and Schick affairs prove that the ‘public be damned’ concept 
is dead). 26 F/18 

Mr. Engman takes over. (FTC urged to follow industrywide 
approaches to problems, halting irresponsible accusations 
before they inflict costly damages). 26 F/18 

Destroying a free press. (Free press is threatened by 
strikes and resistance of automation by unions; a strike 
of NYC newspapers could destroy them). 5 Mr/12 
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Agency business looks good. (Comments on agency stability and 
growth as seen in the 29th agency billings compilation, 
February 26). 5 Mr/12 

Winchester—win or lose? (AA continues to hold the position 
that Winchester ads should be off the air). 12 Mr/14 

A time for soft sell. (NAB asked to tighten code rules to mute 
over-dramatized claims for medicine). 12 Mr/14 

Dumb like a fox. (Goodrich, not ad critics, should have the final 
say on whether its new campaign is dumb or right on target). 
19 Mr/14 

What to say about nutrition? (What to say about nutrition and how 
to do the job are the challenges facing those who pick up the 
responsibility of nutritional education). 19 Mr/14 

Four A's faces ‘the Form’. (Four A’s lends subtle recognization 
to dual responsibility—a concept long favored by AA). 26 Mr/16 

A working document. (“Advg. & Public Interest” is probably the 
best discussion available on FTC modern advg. practices 
hearings). 26 Mr/16 

Giving credit to women. (P&G and Bankamericard lauded for 
recognizing women in the work force; call for legislation). 

2 Ap/12 

Foreign Agency growth. (Trends pointed out by the 15th annual 
survey of foreign agency billings). 2 Ap/12 

Loud—and clearly a challenge. (Admen are challenged to reach 
the growing segment of the American marketplace represented 
by the Louds) 9 Ap/12 

It's in the supers lap now. (Call on food chains to do more than 
warn against pitfalls in consumer & government aids to 
shopping to beat prices). 9 Ap/12 

Editorial without comment. (USPS note on postal delays). 

9 Ap/12 

The Dutch Treats ‘treatment’. (Let little cigars advertise on tv). 
16 Ap/16 

‘Freedom of Info’ standoff. (Futile attempts to secure info from 
U.S. Army and Schick). 16 Ap/16 

The Army: Woodstock in combat boots? (The thrust of Ayer's 
‘Today's Army’ campaign is as important as the Ayer-Army 
relationship). 23 Ap/16 

Polluting an image. (Foot-dragging in developing anti-pollution 
devices may tarnish ad-created images of auto makers). 

23 Ap/16 

Unfair is fair in strange new world, CBS show proves. (CBS News’ 
documentary on advertising and tv commercials was unfair 
and slanted). 30 Ap/2 

GAP'’s rip-off. (AA disagrees with GAP and views Y&R ethnic unit 
as a positive move). 30 Ap/14 

You need both. (Sherwood Electronics anti-advertising ads 
criticized; good product and persuasive advertising needed). 
30 Ap/14 

The advertising game vs. insurance and mutual funds. (Criticism 
of advertising industry is no less warranted than that of any other 
business; Equity Funding Corp. cited). 7 My/16 

Sad state of affairs—Navy account goes begging. (Defeatism about 
military accounts is now at crisis proportions). 7 My/16 

Aftermath of Watergate. (Ad people must not be discouraged from 
participating in the political process; Watergate should not be 
used to put down the ad profession). 14 My/16 

Thoughts on FC&B’s 100th. (FC&B's Hallmark Cards campaign 
cited as the type of advg. that makes an agency live to be 
100. 14 My/16 

Marketing problem: Energy. (Marketers are beginning to sense the 
pressure for change exerted by the energy crisis). 27 My/16 

A boost for a boost. ("New Yorker’ lauded for increasing subscription 
rates). 27 My/16 

Harnessing young talent. (Merger of ADS into AAF praised; Ad 
council could act as repository for AD || campaigns). 28 My/14 

Let's tell the facts. (Praise for the Ad Education Foundation and 
the Four A’s speakers’ bureau). 28 My/14 

More jobs for blacks. (White institutions should do more to promote 
blacks in business). 4 Je/14 

TV is part of free press, too. (To ask networks to balance tv 
documentary reports under the Fairness Doctrine policy is 
impractical and could lead to ineffective and weak documen- 
taries). 4 Je/14 

The First Amendment is not a hiding place. (Risk of accepting 
paid editorial ads is well worth taking for broadcasters when 
they feel they should provide a forum for ‘sponsored’ ideas). 

11 Je/14 


Wall St. ignores marketing. (C-P’s marketing capabilities are 


overlooked by Wall St. critics of the Colgate-Rubinstein marriage). 


18 Je/14 

Common carrier journalism. (CBS's decision to eliminate ‘instant 
analysis’ after Presidential broadcasts is a journalistic cop out). 
18 Je/14 

Don't dare be funny? (Travel Agent group’s warpath against an 
Alka-Seltzer spot shows an overreaction and a lack of a sense 
of humor). 25 Je/12 

More NAD disclosure. (NAD‘s policy of refusing to disclose sub- 
stantiation data unrealistically assumes that the public and 
industry have faith that NAD has seen persuasive data). 
25 Je/12 

The porn freeze: Phase |. (Supreme Court ruling will slow down 
X-rated life styles enough for advertisers and media to adapt to 
the new permissiveness). 2 J//16 

Volkswagen's puzzling reply to the NARB decision. (AA is confused 
by VW's assertion that the paid staff of the NAD is more 
qualified than the expert panel of the NARB to make decisions 
on deception in advertising). 2 J//16 

Consolidated Dutch Treats: An innocent victim. (One last outcry 
against legislation banning non-controversial Dutch Treats ads 
from tv). 9 J//16 

‘Yes, we have no figures!’ (For the 2nd consecutive year, the 
newspaper industry has no official company figures available 
to the ad industry). 9 J//16 

Advertising’s neediest cases are finaliy getting some help. (Praise 
for the Ad Industry Emergency Fund which provides ad people 
with financial assistance when needed). 76 J//14 

1974: Bright outlook. (Despite economic doom-n-gloom vibrations, 
major companies remain optimistic and see continued gains 
ahead). 16 J//14 ; 

Communications Week. (The first Communications Week in the 
history of advertising begins in NY). 23 J//16 

Bridge that info gap. (AA and General Mills’ Ryan urge food 
retailers to inform the public of timely supermarketing news in 
ads). 23 J//16 

JWT and the Teamsters. (Agency personnel are more than just 
‘per-hour’ employees; deep understanding of the creative 
process and the unusual hours and commitments to clients 
is necessary; Teamsters show a lack of this understanding). 
30 JI/16 

Reward do-gooders? (Favorable comments on David McCall's 
‘Harvard Business Review’ article on urban problem-solving by 
business). 30 J//16 

The blacking-out of America. (AA urges an end to tv blackouts, 
suggesting that the NFL build good teams to assure s.r.o. 
games). 6 Ag/16 

Wake up, appliance makers! (Appliance industry urged to provide 
and promote efficient appliances in these years of the energy 
crisis). 6 Ag/16 

FTC's Engman surprises. (Although the NARB & NAB have 
confronted the problem of children’s tv ads, the public has 
been unaware of any progress; the FTC working with the public, 
fills a need in this area). 13 Ag/16 

Bob Haldeman, yesterday's adman. (A portion of Haldeman’s 
testimony before the Senate committee indicates he would have 
been a poor adman had he stayed in the business). 13 Ag/16 

All we can do is wait. (AA agrees with GF’s chairman that a 
freeze on new product development would not cut down ad & 
promotion costs since the bulk of marketing is against existing 
products; little optimism is seen for an improved food situation). 
20 Ag/12 

Please don’t block someone else’s tv view. (Religious leaders 
objecting to a particular tv program are urged to shut off the 
tv rather than force the program off the air). 20 Ag/12 

Let's save the NBCCA. (As the Commerce Dept.'s interest in the 
NBCCA wanes, AA urges the business community to make a 
united effort to continue its support). 27 Ag/14 

U.S. as a big advertiser. (The U.S. govt's choice of advertising as a 
persuasive tool to teach, inform and recruit is a strong argument 
for the power and value of advertising). 27 Ag/14 

An unsafe ploy. (Richard Simpson's attempt to find a ‘safe’ cigaret 
as the first task of the new Consumer Products Safety 
Commission has aroused suspicion). 3 S/14 

Enter Mr. Etherington. (AA welcomes the new NARB chairman and 

offers support in moving the NARB toward greater effectiveness). 

3 S/14 


SC 
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Can admen survive the Great Clam-up? (Leadership is needed 
to restore the public’s confidence in authority and trust in the 
confidentiality guaranteed by poll-takers as they try, with 
increasing difficulty, to get answers to questions vital to media 
demographics). 10 S/14 

Competing accounts. (AA welcomes attempts to solve the 
conflicting accounts problem; Y&R's half-owned APA agency is 
such an attempt). 10 S/14 

The hot ticket: Magazine Day. (Magazine Day's morning pep 
rally is good, but the value of magazines as a forum for pro- 
posed solutions to problems is a powerful selling message for 
the medium and should not be neglected.) 77 S/12 

Buying time at NARB. (Unlike the FTC which continues to investi- 
gate questionable ad claims even after the ads are dropped, 
NARB is concerned with quick, informal solutions and will drop 
charges with the removal of the accused ads; ex. Ralston Purina 
Chuck Wagon ads). 77 S/12 

RJR’s ‘machismo’ machine runs off course. (Winchester’s advertis- 
ing approach is not only silly, it undermines advertising’s 
status and increases mounting pressure for the banning of 
all tobacco advertising). 24 S/12 

Competing for fans. (Home viewers do not get something for 
nothing in the lifting of the tv blackout ban: football owners 
should work harder to hold the crowd and forget the sour grapes 
attitude). 24 S/12 

Economy alone is poor pitch. (AA does not expect a revolutionary 
change in consumer buying habits due to the new energy-saving 
labels on autos & appliances). 7 0/16 

Understanding Nader. (Although Nader is far from infallible, he 
must not be ignored, and Ed Rust’s commendation seems to 
indicate a break through corporate management). 7 0/16 

Slush and ‘shush.’ (Election reform will reduce the amount of 
dollars contributed toward election campaigns and dull cam- 
paigns will be inevitable). 8 0/14 

NARB stands fast. (While AA lauds the NARB for pursuing the 
Schick Flexamatic matter, it also urges that some definitive 
industry guidelines emerge from these lengthy proceedings). 
8 0/14 

Where are the sponsors? (AA urges sponsors to buy into tv news 
specials and documentaries.) 22 0/14 

Getting back to basics. (Airline advertising presents a lesson to 
marketers: find out what consumers want, then give it to them 
and forget building campaigns on meaningless slogans and 
promises). 22 0/14 

Dear U.S. Postal Service ...(As USPS begins its first national 
paid ad campaign, AA urges that it indoctrinate its employ- 
ees on what it's trying to accomplish). 29 0/14 

Push against pessism. (With pessimism the prevailing mood, 
companies must work harder to develop their products, keep 
the competitive spirit, and especially to communicate with good 
sense through advertising). 29 0/14 

Thurm: Excellent choice. (AA lauds Sam Thurm’s full time appoint- 
ment as senior vp in the ANA’s Washington office). 715 0/12 

Mother knows best, but... (Metromedia’s agreement to drop 
certain ‘excessively violent’ cartoons on KTTV in LA sets a bad 
precedent but emphasizes telecasters’ responsibility to keep 
morbid, violent sequences off the air). 75 O/12 

Full citizenship for electronic press. (AA urges Congress to open 
up all public committee hearings and floor sessions to electronic 
news media). 5 N/14 

Our rising expectations. (A newly sensitive public will no longer 
tolerate deception or fuzziness in advertising; persuasion must 
be honest and straightforward). 5 N/14 

Communicating the energy crisis message. (The advertising 
industry can do more than any other segment of our society 
to dramatize to business and consumers the urgency of the 
energy situation). 72 N/3 

No applause for FTC. (AA raps FTC’s action in abandoning the 
Hi-C case and dropping charges against Wonder Bread). 

12 N/14 

The sky above, mud below. (AA urges the industry to never lose 
sight of the basic, gut-level problems plaguing them; Marcella 
Rosen gets back to basics in her support of a centralized credit 
bureau to rate clients). 712 N/14 

Counter advertising: R.1.P. (Legislation, self regulation machinery 
and the quality of the counter ads themselves all aided in the 
deflation of the counter ad balloon.) 19 N/12 


It shouldn't be a surprise. (Interior Secretary Morton warned last 
Feb. of the impending energy crisis.) 19 N/12 

Corporate credibility. (AA suggests that corporations spotlighted by 
making illegal contributions to the Nixon campaign admit their 
mistakes publicly thru advertising to help save tarnished images 
of big business). 26 N/12 

Which oil ad do you read? (Statistics on future oil deficiencies in 
the U.S. differ in various oil company ads). 26 N/12 

From the Age of Affluence to the Age of Alternatives. (The energy 
crisis will alter life styles and values and controlled change will 
be a national priority for years to come). 3 D/12 

Dog ‘n pony show bites media. (Tracy-Locke’s media fund 
request represents a not so subtle bit of strong-arming.) 
10 D/16 

NARB invites Kass in. (AA praises Benny Kass. new public member 
of the steering committee of the NARB.) 10 D/16 

Caution yes, timidity no. (AA finds the climate for accurate 
forecasting of the year ahead is extremely troublesome if not 
impossible). 17 D/14 

Refining oil advertising. (More on the discrepancies in statistics 
provided by oil companies, and NARB’s move to investigate). 
17 D/14 

G.D. Crain—the right kind of publisher. S.R. Bernstein. 24 D/6 

Happy 1974? Why not? 37 D/10 

Energy price pinch ahead. 37 D/10 

EDUCATION 

University of Chicago sets ad lecture series. 15 O/4 

Zeltner asks industry move to upgrade ad education. 26 Mr/103 

Nagging dilemma facing academia. S. Bernstein. (Ad professors 
should direct students toward ad-related jobs as agency employ- 
ment is going down). 2 Ap/12 

KM&G exec says in-house training belies Grayson’s view of 
secretaries. J. O'Gara. 23 Ap/143 

Some magazines turn down U.K. doctorates-for-sale ads. 27 My/66 

U.S. urges education to combat food poisoning. 27 Ag/166 

Black interns get taste of ad agency life: many desire longer 
program. C. Colman. 3 S/34 

Students view work-a-day aspects of broadcast world, criticize 
ads. M. Christopher. (Winners of International Radio & Tv 
Foundations’ student essay contest interviewed). 8 0/62 

New ACA chairman sees more ‘minuses’ in ads. 12 N/38 

To get into agencies, climb into Trojan horse: Fields. (Report on 
AWNY's career conference). 12 N/84 

How education for advertising stands. Robert Boyd. 27 N/180 

See also 
SCHOOLS & COLLEGES 
STUDENTS IN ADVERTISING 

EGGS 

See DAIRY PRODUCTS 

EIGHTEEN SIXTY NINE INC. 

Wetterau sells agency. 20 Ag/46 

EISAMAN, JOHNS & LAWS INC. 

$10,000,000 Walgreen account is switched to Eisaman, Johns 
& Laws. 19 Mr/2 

EKE & BURK 

Eke, Richards merge. 16 J//55 

ELECTRONIC MEDIA 

Joel predicts long life for print media. (Not threatened by electronic 
media). 12 Mr/24 

See also BROADCASTING 

ELECTRONICS 

Advertising nears a big speed-up in communications innovation. 
E.B. Weiss. (#8 in series—'Advertising in Search of its Future’). 
19 Mr/51 

Industrial advertisers see changes in roles, approaches to market- 
ing. S. Feldman. 18 Je/3 

Four channel audio stars at electronics exposition. T. Rowan. 
25 Je/70 

Hayden’s free ads launch ‘Gold Book.’ 29 0/76 

ELLIOT, JOHN (JOCK) JR. 

Elliot calls for research to counteract consumerism. 22 0/10 

ELLIOT, MORY, & PARTNERS 

Elliot forms company. 29 0/77 

ELVERS, DR. WALTER 

Bristol-Myers’ ad names names in new tv drive ad for Ultra Ban 
5000. (Dr. Elvers discusses in general how the tests were 
conducted). 13 Ag/2 
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EMPLOYMENT 

Gruswitz is looking. A. Gruswitz. (A report from the job front from 
a job hunting ad artist). 29 Ja/54 

JWT staffers rate fellow employes: Marschalk offers greater 
autonomy. D. Grant. 26 F/132 

Nagging dilemma facing academia. S. Bernstein. (Ad professors 
should direct students toward ad-related jobs as the agency 
job market is literally insignificant). 2 Ap/12 

What to do when you get fired. JJ. Kennedy. 2 Ap/39 

HP publication, execs are sued. 23 Ap/35 

Tight shop? Fine, but time and people are needed for good, long- 
term work. H. Maneloveg. 30 Ap/54 

What to do if you want to switch jobs. J.J. Kennedy. 14 My/66 

Johnson tells black execs: Switch from white firms. 28 My/1 

More jobs for blacks. Editorial. (White institutions should do more 
to promote blacks in business). 4 Je/14 

How to get the most out of creative people. R. Korda. 4 Je/75 

Help, not bodies, Manpower theme. T. Rowan. 77 Je/38 

On employment in advertising. S. Bernstein. (More on the 
declining number of jobs available in ad agencies). 2 J//16 

Book review: ‘Don't Bother to Come in on Monday’ by Barbara 
Howell. 9 J//47 

Account, product piracy? Attorney says contract can reduce 
probiem. H. Bernstein. (A solution to the problem of employes 
leaving with accounts and other employes and forming their 
own companies or going to work for a competitor). 713 Ag/20 

I'm Honey, hire me. H. Naylor. 17 S/48 

Agencies see some upswing in job market. D. Grant. 15 O/7 

Stations make progress in hiring ethnic males; are remiss on 
women. 29 0/22 

Women at three major networks press for employment equality. 
M. Christopher. 12 N/4 

See also STRIKES 

ENDO LABORATORIES INC. 

Endecon trade push set. 19 Mr/38 

ENERGY CONSERVATION 

See ENERGY CRISIS 

ENERGY CRISIS 

Can admen help reshape consumers’s values to meet the energy 
crisis? S. Cohen. 5 F/16 

Devaluation means market shifts as economic role of U.S. changes. 
S. Cohen. (In the future, product design will have to take into 
account changing price relationships as well as changing public 
attitudes). 26 F/137 

Fuel shortage threat crimps ads, promotions of many ci! companies. 
T. Rowan. 23 Ap/8 

Gasoline, car ads react to shortage: U.S. effort coming. T. Rowan, 
S. Cohen. 7 My/1 

Marketing problem: Energy. Editorial. (Marketers are beginning to 
sense the pressure for change exerted by the energy crisis). 
21 My/16 

Hollings seeks mpg disclosure in automobile ads. 4 Je/8 

Ward's breaks energy crisis ads, info push. 4 Je/95 

Gasoline dealers’ ‘day-in-court’ bill slips through Senate. S. Cohen. 
11 Je/75 

Broadcasters feeling pinch as gasoline ads trimmed. 18 Je/1 

U.S. plans vast expansion program for energy. (Major projects 
extend from oil and gas fields to ships, pipelines and refineries: 
bright future expected for coal, shale and nuclear power 
industries). 78 Je/3 

Plastics makers see price hikes, but no ad cuts. (Scarcity of plastic 
bags & wraps not expected by manufacturers). 18 Je/42 

Mobil tatest to slash gas ads, cuts may reach $40,000,000. (More 
on how major oil co. advertisers are reacting to the gas 
shortage). 25 Je/7 

Travel, resort ads reflecting fuel shortage. 25 Je/2 

Gas station owners restrict stamps, cite fuel shortage. T. Rowan. 
2 Ji/2 

Rec vehicle group touts lines as energy savers. 2 J//3 

Advertising to feel energy pinch for 15 years. E.B. Weiss. (#1 in 
series; causes and future of the energy crisis). 9 J//7 

AC will cite fuel crisis in ads. 9 J//47 

Marathon moves to conservation theme in its ads. 9 J//47 

Utility ads ask San Antonians cut energy use. 9 J//47 

Michigan Tourist Council may return to Ross Roy. (Energy crisis 
cited as one of the reasons for leaving Campbell-Ewald). 9 J//84 

Congressmen point out puzzlements in Mobil's ‘open letter’ energy 
ads. 16 Ji/3 


Oil men invite consumerist romp by silently shaving octane ratings. 
S. Cohen. 16 Ji/12 

Gasoline ad spending may be part of oi! antitrust case. J. Revett. 
(Supply and price are central focus of monopoly allegations 
against 8 major oil companies by the FTC). 23 J//2 

U.S. hot for efficiency labels; public is cool, say appliance makers. 
T. Rowan. (Consumers not too interested in more costly but more 
efficient appliances, major manufacturers say). J. Revett. (EPA 
proposal would have auto sales stickers indicate mpg: Senate 
appliance energy bill proposal requires electrical appliances to 
disclose how they rate compared to others in their class as 
energy savers.) 30 J//2 

Tape, record marketers face material shortage. 30 J//4 

Man who should know says ads share blame for energy shortage. 
S. Cohen. (John Swearingen of Standard Oil of Ind. blames govt., 
environmentalists, the economy and the marketing system for 
the energy shortage). 30 J//4 

Energy crisis means shift in marketing, more government controls 
ahead. E.B. Weiss. (Last of series). 30 J//27 

Magazines hunting for paper as shortage begins to pinch. N. Howard. 
6 Ag/3 

Wake up, appliance makers! Editorial. (Appliance industry urged to 
provide and promote efficient appliances in these years of the 
energy crisis). 6 Ag/16 

Industry questions go unanswered as U.S. tells labeling proposals. 
(EPA unveils samples of gas labels it wants on 1974-model 
cars, and the Bureau of Standards studies comments of appliance 
industry members on a voluntary energy conservation program). 
27 Ag/3 

Environmental council electricity study finds gas is more efficient. 
27 Ag/165 

Energy and resource crisis strain anti-trust laws; changes needed. 
E.B. Weiss. (Conditions have changed since the snti-trust laws 
were formed which means they may need liberalizing for con- 
sumer, as well as corporate, survival). 3 S/27 

Gulf ads stress car care as others talk shortage. 70 S/3 

Government hopes mileage sticker will push public to smaller 
cars. S. Cohen. 17 S/4 

Economy alone is a poor pitch. Editorial. (AA does not expect a 
revolutionary change in consumer buying habits due to the new 
energy-saving labels on autos & appliances). 7 0/16 

Wanted: One billion dollar ad budget to sell energy conservation 
to public, industry. E.B. Weiss. 8 0/39 

Winter heating outlook tops new oil ad themes. 29 O/7 

Today's woes may help ad field: Crain. 29 0/77 

Overpopulation and energy crises add to MPA worries. 29 0/63 

Eastern drafts flight cut ads; United undecided. R. Bechtos. 
§ N/2 

‘Dial down,’ exhorts new Amoco effort. 5 N/4 

Outdoor wins in Seattle; no energy crunch yet. J. Forkan. 
12 N/1 

Communicating the energy crisis message. Editorial. (The 
advertising industry can do more than any other segment of 
our society to dramatize to business and consumers the urgency 
of the energy situation). 72 N/3 

Ad curbs in new energy bills could mean widespread ban. 
J. Revett. 79 N/1 

The mystery of drastic change. S. Bernstein. (SRB seeks an 
explanation for the escalation of fuel shortage from 6% to 15 & 
20% in a matter of weeks.) 719 N/12 

It shouldn't be a surprise. (Interior Secretary Morton warned last 
Feb. of the impending energy crisis.) 19 N/12 

Shortages seen affecting every advertised product. 19 N/23 

B.C. Hydro sets education effort. 19 N/30 

Groups press for pullout of energy bill ad strictures. J. Revett. 
26 N/1 

Outdoor users beef at rate hikes; cite cutback on lighting. 26 N/7 

Public utilities face increased pressure to cut ads. 26 N/3 


«U.S. energy ads won't hit high-use items—yet. 26 N/8 


Which oil ad do you read? Editorial. (Statistics on future oil 
deficiencies in the U.S. differ in various oil company ads). 
26 N/12 

Tracy-Locke defends media fund request. N. Howard. 3 D/? 

Fuel crisis sparks heavy electric heater sales. 3 D/2 

Shortages hit boating: sail sales to billow? T. Rowan. 3 D/2 

Amtrak may hike ad budget to lure more travelers and save fuel. 
3 D/3 

Corporate auto ads sell cars along with image. R. Gray. 3 D/3 
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Outdoor asks other media share cutbacks; F&K plan draws fire. 
J. Forkan. 3 D/3 

Gov'ts and marketers abroad try to cope with energy bind. 3 D/3 

Gribbin wants agency group to probe energy shortage. 3 D/6 

From the Age of Affluence to the Age of Alternatives. Editorial. 
(The energy crisis will alter life styles and values and controlled 
change will be a national priority for years to come). 3 D/12 

Seattle tv station cuts broadcasts at midnight. 3 D/80 

NARB steps into energy ad situation via Mcintyre note. 10 D/1 

Shortages may hasten rec vehicle shake-out. 10 D/2 

Fuel lows might make bakers curb ads, drop weaker brands. 
N. Giges. 10 D/3 

How much shortage will hurt circulation is big outdoor question 
for ‘74. 10 D/3 

Caddy shifts ad theme: most makers hold line. R. Gray. 10 D/3 

Amana promotes Radarange as energy-saving appliance. (includes 
other news related to the energy shortage.) 10 D/6 

Pinch not hurting us, say McDonald's, KFC. 10 D/8 

EPA protests PPG ad on lead content rules. 10 D/10 

Construction men see shortages hit building design. 70 D/12 

Italians curtail ad lighting, effect some earlier closings. 10 D/56 

Energy accounts face ad cutbacks, French shops say. 10 D/56 

Governor says ads must seek area tourists. 10 D/59 

Canadian outdoor man says medium not yet bothered. 10 D/74 

Fuel crisis aids imports, but car shortage hurts. J. O'Connor. 
17 D/1 

Agency men say feedback indicates uncertainty. 77 D/2 

Most advertisers indicate budgets will hold up. 17 D/6 

Bruskin launches energy crisis survey. 17 D/28 

So. Africa asks agency to drop ad. 17 D/34 

Fairness doctrine raised over utility ads for rate hikes. 17 D/123 

Ad curbs deleted from energy bill, but Simon may act. J. Revett. 
24 D/1 

Airline ads tackle shortage; TWA ‘flying again.’ 24 D/2 

NARB panel will handle energy ads. 24 D/4 

Adman Hile forms car pool service. 24 D/4 

Beech mounts general aviation push. 24 D/4 

RCA Corp. turns off ‘world’s highest sign.’ 24 D/19 

TAB starts study on gas cut effects. 24 D/27 

Tourist areas cope by using ads which stress proximity. 37 D/8 

Energy price pinch ahead. 37 D/10 

See also SHORTAGES 


ENERGY LEGISLATION 
Ad curbs deleted from energy bill, but Simon may act. J. Revett. 
24 D/1 


ENGMAN, LEWIS 

Engman, White House aide, will take top spot at FTC. S. Cohen. 
15 Ja/3 

Engman says he'll continue FTC present course on ads. S. Cohen. 
12 F/3 

Mr. Engman takes over. Editorial. (FTC urged to follow industrywide 
approaches to problems, halting irresponsible accusations before 
they inflict costly damages). 26 F/18 

More activity expected from FTC under Lewis Engman. 2 Ap/6 

FTC’s Engman tells directors: Get moving on ad abuse cases. 

Engman says no ad case quota 7 My/8 

Engman says case approach slowing FTC. 7 My/70 

Engman raps Dillon beef: ‘We're after big and little.’ 4 Je/8 

FTC gears up for rule-making task; Engman cites public's 
frustrations. S. Cohen. 76 Ji/1 

FTC staffers seek ad views; Engman sets major speech. (Engman’s 
speech is expected to cover his estimate of the specific problems 
facing advertising and how they should be handled by the 
industry and the commission). 30 J//3 

FTC plans industry meeting to set children’s tv ad rules. S. Cohen. 
(Engman solution may be modeled on Canadian kid tv code). 
6 Ag/1 

FTC’s Engman surprises. Editorial. (Although the NARB & NAB have 
confronted the problem of children’s tv ads, the public has been 
unaware of any progress; FTC, working with the public, fills a 
need in this area). 13 Ag/16 

Guides for tv advertising to children: What FTC chairman proposes; 
What NAB calls for. 13 Ag/62 

Engman’s role in kids’ advertising seen as that of public bene- 
factor. S. Cohen. 27 Ag/6 

Let industry regulate itself, I'll enforce law, Engman says. 
H. Bernstein. 22 0/7 


FTC’s newest commissioner for voluntary ad disclosure. J. Revett. 
29 O/1 

Misconstruing Engman intentions would be costly error for 
advertisers. S. Cohen. 5 N/6 

Ten who made ad news in 1973. 17 D/2 

See also FEDERAL TRADE COMMISSION 

ENVIRONMENTAL PROTECTION 

Environment group scores Com. Ed. ads. (illinois utility ad 
campaign practices being investigated). 29 Ja/42 

Environmental council electricity study finds gas is more efficient. 
27 Ag/165 

Enviro group wants Con Ed to pay for its anti-utility ads. 70 S/20 

Outdoor wins in Seattle; no energy crunch yet. 72 N/1 

Dodge tackles Clean Air Act. 26 F/136 

U.S. hot for efficiency labels; public is cool, say appliance makers. 
J. Revett. (EPA proposal would have auto sales stickers indicate 
mpg: Senate appliance energy bill proposal requires electrical 
appliances to disclose how they rate compared to others as 
energy savers). 30 J//2 

Industry questions go unanswered as U.S. tells labeling proposals. 
(EPA unveils samples of gas labels it wants on 1974 cars, and 
the Bureau of Standards studies comments of appliance 
industry members on a voluntary energy conservation program). 
27 Ag/3 

Government hopes mileage sticker will push public to smaller cars. 
S. Cohen. 17 S/4 

EPA to promote mpg ratings, but most auto makers cool. (Public 
service ads readied as part of agency's pr effort; Detroit 
marketers see little ad value; import reaction mixed). 24 S/1 

Train hits critics of clean-up ads. 7 0/35 

EPA protests PPG ad on lead content rules. 10 D/10 

PPG documents ads attacking EPA proposal. 17 D/8 

EPSTEIN, MITCHELL 

Ex-Revion man to open own shop. 77 S/8? 

EQUAL EMPLOYMENT OPPORTUNITY COMMISSION 

Fair employment group sues Times Co. station. 6 Ag/53 

EQUAL OPPORTUNITY PUBLICATIONS 

Equal Opportunity to launch new book. 9 J//35 

EQUITY FUNDING CORP. OF AMERICA 

The advertising game vs. insurance and mutual funds. Editorial. 
(Criticism of advertising industry no less warranted than that 
of any other business; Equity Funding Corp. cited). 7 My/16 

ESCROW ACCOUNTS 

See ADVERTISING AGENCIES—COMPENSATION 

‘ESQUIRE’ 

Kudos from ‘Esquire’ for 20 ad efforts. 24 S/110 

ESTY, WILLIAM, CO. 

American Can to Esty for paper group. 5 Mr/43 

ETHERINGTON, EDWIN D. (TED) 

Etherington succeeds Yost as NARB head. J. O'Connor. 27 Ag/? 

Etherington says full disclosure is best NARB policy. F. Danzig. 
3 S/2 

Enter Mr. Etherington. Editorial. (AA welcomes the new NARB 
chairman and offers support in moving the NARB toward greater 
effectiveness). 3 S/14 

Ten who made ad news in 1973. 17 D/2 

ETHNIC MARKET 

SAMS offers 41% of stock. 2 Ap/8 

Dodger broadcasts reach lucrative Spanish market. 16 Ap/20 

Audience research units have ‘deficiencies’ in ethnic coverage: 
Y&R. 5 N/3 

Spanish speaking are $20 billion U.S. market. 27 N/56 

See also BLACK MARKET 

ETHNIC UNITS 

Y&R, Cox form company; ethnic setup uncovered. 9 Ap/8 

Black group drops Y&R exec in dispute over ethnic unit. 23 Ap/139 

GAP’s rip-off. Editorial. (AA disagrees with GAP and views Y&R 
ethnic unit as a positive move). 30 Ap/14 

Adelante formed as ethnic unit of Davis Fried. 27 My/78 

Blacks, whites wrangle ethnic cell controversy. 4 Je/91 

Ethnic units rapped by Alligood. 25 Je/52 

EUROPE 

New product newsletter for Europe launched. 26 F/136 

European agency network sees U.S. as the lair of ‘big, bad wolf’ 
shops. R. Bechtos. 30 Ap/67 

Europe boundaries fading: Green. 7 My/36 

Europe execs adopt U.S. methods, Christian says. 17 Je/40 

Study defines European travelers. 13 Ag/51 
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‘Europa’ supp. bows in four foreign dailies. 8 0/69 
Need more paid ads if Europe tv to improve. 29 0/56 
Britain tops ‘Vision’ list of European industrials. 29 0/60 
European creatives hard to find: O'Toole. R. Bechtos. 12 N/41 
Europeans say advertising is vital, are less critical than Americans. 
26 N/26 
Yankee presence spurs multi-nat'ls. 26 N/28 
Europe ad groups pushing for wrong things; O'Connor. 10 D/74 
See also INTERNATIONAL ADVERTISING 
Individual Countries 
EVANS, BOB, FARMS 
Heavy tv, print back Evans Philadelphia move. 7 0/62 
EVANS, DAVID W., INC. 
Helms, Evans merge. 8 Ja/20 
Evans, Lowe merge. 24 S/73 
EVE OF ROMA COSMETICS 
Spring spawns Eve of Roma gift with buy mailer. 9 Ap/47 
EXPO ‘74 
Ads for Expo ‘74 will use environment theme. 76 J//6 


FABERGE INC. 

Straw hat sets print. 26 F/150 

Faberge enlarges sport participation. 19 Mr/67 

Faberge sets Organdi bow. 27 My/70 

Faberge Organics going national. 18 Je/41 

FABRIC SOFTENERS 

See LAUNDRY PRODUCTS 

FABRICS & FIBERS 

Textura ads tied to Plexiglas name. 23 Ap/32 

Summakool debuts. 17 Je/4 

Monvelle new hosiery fiber brand entry. 9 J//36 

Wool Bureau won't battle Du Pont. L. Baltera. 9 J//75 

Trade ad push for DuPont Kevlar tire material ready. S. Feldman. 
27 Ag/184 

FACTOR, MAX, & CO. 

Max Factor merger deal seen helping NSI abroad. 26 F/133 

Max Factor won't move, NSI asserts. H. Bernstein. 12 N/76 

FACTOTUM CO. 

Factotum launches communications unit. 18 Je/96 

FADS 

Fielding social data vital for market execs. 12 N/94 

FAIRCHILD PUBLICATIONS 

Fairchild’s ‘W' revenue ahead of 1st year plan. J. Forkan. 26 Mr/91 

‘Electronic News’ readies supplements. 7 My/66 

Fairchild’s ‘MR’ bows. 22 0/155 

FAIRNESS DOCTRINE 

Senate unit argues with Whitehead views. 26 F/8 

FTC to ask lay language recap in future ad substantiations. (Report 
at the American Management Assn.'s ‘Truth in Advertising’ 
sessions). § Mr/3 

Fairness rule limits nets, says Goodman. 27 My/8& 

Groups seek FCC ruling on NAB spots. (Radio Free America’s 
spots challenged). 27 My/50 

Counter ads may wither in wake of High Court ruling. J. Revett. 
(Broadcasters may reject paid ‘editorial’ ads, Supreme Court 
rules). 4 Je/1 

TV is part of free press, too. Editorial. (To ask networks to balance 
tv documentaries under the fairness doctrine policy is impractical 
and could lead to weak and ineffective documentaries). 4 Je/14 

The First Amendment is not a hiding place. Editorial. (Risk of 
accepting paid editorial ads is well worth taking for broadcasters 
when they feel they should provide a forum for ‘sponsored’ 
ideas). 17 Je/14 

ANA hears FCC counsel hit cig ban; execs beef about tv. J. Forkan. 
8 0/2 

MCI seeking counter ads from FCC to fight AT&T. 19 N/2 

Senator gets time for reply to gas company radio spots. 10 D/74 

Fairness doctrine raised over utility ads for rate hikes. 
17 D/123 

‘FAMILY CIRCLE’ 

‘Family Circle’ starts Australian edition. 18 Je/41 

‘Family Circle’ sets how-to manuals for ‘74. 10 S/37 

‘Family Circle’ study sees big middle class coming. 29 0/76 

FAMILY HEALTH INC. 

Family Health, McG-H magazines aim at doctors. 7 Ja/26 

‘Diversion’ cuts rates. 12 Mr/66 

FARAH MFG. CO. 

Farah says strike is not hurting promotions much. 12 Mr/38 


FARBER, S.W., DIVISION 

Farberware sets $1,000,000 drive. 14 My/70 

Hot lather units, curling irons will get major Yule drives. T. Rowan. 
(Report on products displayed at Chicago’s Housewares 
Exhibition; Farberware introduces Turbo-Oven). 16 J//3 

‘Farm Journal’ publisher sees better ‘74 harvest. S. Feldman. 
31 D/4 

FARM PUBLICATIONS 

Top 100 advertisers in farm publications, 1972 vs. ‘71. 6 Ag/50 

Farm magazines look up as prices soar. 27 N/85 

FARM PUBLICATIONS—LINAGE 

See LINAGE 

FARMER, JOHN P., ADVERTISING 

Renamed Farmer/Warmer. 10 D/22 

FARMERS 

Farmer's viewpoint is tack for new Agri Council spots. 26 N/& 

FASHION 

Now, everyone will be wearing rat! J. Foxworth. (Thrift shop 
consumers are a threat to high-fashion dictators, although the 
very-rich and fashionable still thrive). 5 Mr/39 

Fashion trends loom large in ads for growing variety of products. 
L. Baltera. 26 Mr/100 

Designers rap fashions on daytime tv soapers. L. Baltera. 6 Ag/20 

‘Seventeen’s’ road company a hit in L.A. H. Bernstein. 10 S/68 

Norton Simon Inc. acquires Halston. 8 0/170 

With fashion graffiti on the rise, the consumer's the medium. 

J. Foxworth. 5 N/56 

See also 
MENSWEAR 
WOMENSWEAR 

FASHION ADVERTISING 

Fashion agency formed. 16 J//12 

FASHION FAIR 

Fashion Fair goes national. L. Baltera. 27 Ag/183 

FAST FOODS 

McDonald's takes fast-food lead. J. Maxwell. 14 My/93 

Burger King eyes plan to unseat McDonald's as No. 1 in fast 
foods. 4 Je/3 

‘Disaster’ hits Europe—also Wimpy. P. Borden. 4 Je/23 

Fast foods invade changed Japan. L. Link. (Analysis of the Japanese 
market and its expansion into European markets). 4 Je/23 

Church's initial campaign tests in Dallas/Fort Worth. 25 Je/317 

Dog ‘n Suds uses weigh-in ads to battle McDonald's. 9 J//36 

Plain burgers may be next big menu item in fast foods. V. Adams. 
23 Ji/3 

Fast food men hold the line on ads despite beef shortage. 6 Ag/? 

Captain America turns up as popular Dublin eatery. 27 Ag/187 

Burger King revamps ads; push set. V. Adams. 24 S/4 

Pinch not hurting us, say McDonald's, KFC. 10 D/8& 

FAULTLESS STARCH CO. 

Shoppers aid Bon Ami in distribution drive. (Background report on 
Bon Ami household cleanser and its consumer following despite 
financial and management problems.) 22 Ja/49 

FAWCETT PUBLICATIONS 

‘True’ sets rate hike. 79 Mr/38 

‘WD’ rates to rise. 18 Je/60 

‘Mechanix’ hits record. 22 0/113 

FAYGO BEVERAGES INC. 

Karras stars for Faygo line. 13 Ag/24 

FEDDERS CORP. 

Fedders goes back to KX %E. 6 Ag/8 

FEDERAL COMMUNICATIONS COMMISSION 

A word of caution. Editorial. (AA warns broadcasters to think 
twice before embracing Clay Whitehead’s license renewal 
formula). 7 Ja/10 

Moss plans to introduce broadcast bill of rights. 8 Ja/8 

FCC studies arguments on prime time access. M. Christopher. 
22 Ja/2 

Kiddie tv good or bad? FCC studies both sides. 22 Ja/10 

Self regulation better for kid tv, says FCC’s Hooks. 5 F/8 

CTW asks prime time rule waiver, seeks ABC deal for special 
show. J. Revett. 26 F/3 

Senate unit argues with Whitehead views. 26 F/8 

FCC drops Friends case. (FOE vs. big car and gas ads). 26 F/150 

FCC fines WDAF, warns others on disguised spots. 5 Mr/8 

Complete text of the last chapter of ‘Advertising and the Public 
Interest,’ an analysis of the FTC’s hearings on modern advertising 
practices. 12 Mr/78A 
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Quality kid tv must have ads: Wiley. 19 Mr/3 

Whitehead pushes FCC to drop access rule and cut prime time 
reruns. 26 Mr/2 

Burch lauds NAB move to cut ‘trash’. 2 Ap/? 

NAB ready to swap: Curb sex talk, get five-year licenses. 
— (Highlights of the NAB convention). 

Pp. 

On Ballance, it's too soon to tell if shows new format will go over. 
H. Bernstein. 9 Ap/2 

OTB awaiting NAB’s okay for tv ads. 16 Ap/10 

Sonderling relents, won't battle FCC over sexy shows. 30 Ap/39 

AMA protests NBC health special; asks FCC for time. 14 My/51 

Challenge FCC sex talk fine. 27 My/8 

Fairness rule limits nets, says Goodman. 27 My/8 

Group seeks FCC ruling on NAB spots. (Radio Free America spots 
challenged). 27 My/50 

Counter ads may wither in wake of High Court ruling. J. Revett. 
(Broadcasters may reject paid ‘editorial’ ads, Supreme Court 
rules. 4 Je/1 

TV is part of free press, too. Editorial. (To ask networks to balance 
tv documentaries under the fairness doctrine policy is 
impractical and could lead to weak and ineffective docu- 
mentaries). 4 Je/14 

The First Amendment is not a hiding place. Editorial. (Risk of 
accepting paid editorial ads is well worth taking for broadcasters 


when they feel they should provide a forum for ‘sponsored’ ideas). 


11 Je/14 

Johnson finds more than 12 ad minutes an hour s.o.p. (FCC’s 
Nicholaus Johnson makes public ‘Broadcasting in America,’ a 
detailed report on 144 tv stations; degree of commercializa- 
tion, programing and ownership covered). 9 J//1 

FCC examining combination rates and joint selling. 30 J//54 

Reprieve seen for prime time rule as NBC voices doubt. J. Revett. 
6 Ag/1 

Professor tells of harassment in his probe of tv clipping. 
J. Revett. 20 Ag/1 

Consumerists buck Quello appointment. 27 Ag/8& 

Group asks stop to use of usual station break term. 27 Ag/8 

Tv yee renewal bill may help newspapers’ stations. J. Revett. 
24 S/3 

Kaiser seeks test of program-length commercials. 7 G/7 

ANA hears FCC counsel hit cig ban; execs beef about tv. J. Forkan. 
8 0/2 

Print ad looms as NAB urges no changes in FCC's cable position. 
15 O/1 

Candidate to protest ban of ad by station. 15 0/39 

Reps say spot radio in bind, but some tiends encouraging. 
J. Forkan. 29 0/2 

FCC turns down candidate's plaint on ad spot refusal. 29 0/37 

Hearings end, but debate goes on between pay-cable, commercial 
tv. J. Revett. 72 N/3 

MCI seeking counter ads from FCC to fight AT&T. 79 N/2 

FCC arguments set. 19 N/64 

The FCC: Powers over advertising; Procedures; Organization and 
resources. 27 N/148 

FCC mulls prime time rule change. 3 D/6 

FCC's prime time access change may benefit network newscasts. 
10 D/4 

FCC votes for RKO station, Johnson out. 70 D/8 

Networks hit possible ban against use of facilities. 10 D/8& 

Nets may stop producing entertainment fare. 10 D/12 

FCC approves WHDH Corp. sale to Blair rep firm. 70 D/26 

Daytime radio stations press for DST solution. J. Revett. 77 D/123 

False billing case worries FCC; is it tip of the iceberg. 24 D/2 

Fairness doctrine raised over utility ads for rate hikes. 17 D/123 

Texas radio station first to lose license because of double billing. 
31 D/2 


FEDERAL DEPOSIT INSURANCE CORPORATION 

FDIC warns members on interest ads. 22 0/6 

FDIC: Powers over advertising: Procedures; Organization and 
resources. 27 N/150 

FEDERAL TRADE COMMISSION 

Wonder bread decision stalls FTC drive for corrective ads. S. Cohen. 
(Appeal will face new commission). 7 Ja/? 

Margarine case reveals FTC shift in minority scientific opinion 
view. 8 Ja/? 


Bread cast upon murky waters. Editorial. (AA hopes the FTC full 
commission will uphold the decision of its administrative judge, 
and allow the Wonder Bread case to drop). 8 Ja/18 

Engman, White House aide, will take top spot at FTC. S. Cohen. 
15 Ja/3 

FTC look at supermart price claims hauls dailies into counter ad 
fray. J. Revett. 15 Ja/6 

FTC easing up on advertising; departing staff cites gains. S. Cohen. 
(Pitofsky and Thain cite areas of progress and improvement as 
the Kirkpatrick era ends.) 22 Ja/1 

Cold suffers! Have you wondered which preparation is best for 
you? (FTC releases cold remedy data.) 22 Ja/2 

Tuborg beer adds bibbers, Schmidt gets ads. (Also, FTC rejects 
Pepsico’s offer to sell Flavette in order to settle a complaint 
against its Rheingold acquisition.) 22 Ja/3 

Spell out the rules. Editorial. (FTC’s silence in the Schick-Norelco 
controversy is dangerous, FTC must deliver iron-clad command- 
ments to advertisers if it is to prevent comparative advertising 
chaos). 22 Ja/14 

J.B. Williams appeals fine, wants trial on Gerito!l ads. N. Giges. 
29 Ja/1 

ASH petition is rejected as FTC seeks a wider cig ban. J. Revett. 
(FTC takes no action against Winchester commercials, but asks 
Congress to include all little cigars in the law banning cigaret 
ads on tv). 29 Ja/3 

Government agencies work to stifle free enterprise, Gould warns 
INAE. J. O'Gara. 29 Ja/3 

FTC questions Schick refusal to air test data. 5 F/7 

FTC staff begins fight to reverse decision in Wonder, Hostess 
cases. § F/2 

Additional function for FTC asked. W. Wirsig. 5 F/52 

ASH petitions networks to remove Winchester ads. 5 F/73 

Complaint hits Ford, JWT on guard rail ad. 72 F/2 

Engman says he'll continue FTC present course on ads. S. Cohen. 
12 F/3 

FTC’s Buswell leaves for consultancy post. 72 F/19 

FTC writing food ad rules. (FTC would require ads making nutrition 
-type claims to either fully explain them or possibly list all 
nutrtitional data about the product). 72 F/58 

New rules for negative option reflect current sell methods. 79 F/3 

Put up or... Editorial. (‘Put up or shut up’ is a colloquialism 
which applies to the advertiser's obligation to the public when 
he makes a claim; Schick Flexamatic and Ultra Ban 5000 cited). 
19 F/14 

Mr. Engman takes over. Editorial. (FTC urged to follow industrywide 
approaches to problems, halting irresponsible accusations 
before they inflict costly damages). 26 F/718 

Blair sees no revival of sweeps ads. (Blair wins its case with the 
FTC on pre-selected sweepstakes). 26 F/136 

Heublein denies FTC Vintners buy complaint. 26 F/144 

Supermarket exec raps FTC price check plan. 5 Mr/2 

FTC to ask lay language recap in future ad substantiations. 
(Report at the American Management Assn.'s ‘Truth in 
Advertising’ sessions). 5 Mr/3 

Children’s ads, self concept themes need more regulation, authors 
say. (Summary of ‘Advertising & the Public Interest,’ by Howard 
& Hulbert). 72 Mr/1 

Complete text of the last chapter of ‘Advertising and the Public 
Interest,’ an analysis of the FTC’s hearings on modern advertis- 
ing practices. 12 Mr/4A 

Lack of industry initiative makes children’s tv a likely FTC target. 
S. Cohen. 12 Mr/6 

FTC issues plaint against three in analgesic ad case. 19 Mr/2 

FTC staff drops corrective remedy as Hi-C appeal takes new 
approach. J. Revett. 79 Mr/3 

Book based on FTC study skeptical of brand managers, market 
research. (Outline of ‘Advertising & the Public Interest’). 

19 Mr/4 

FTC moves to halt Orange C ad claims. 19 Mr/8 

Norelco & Ronson begin new attacks at Schick ads. 26 Mr/1 

FTC asks for car ad proof; Chrysler is ‘disturbed.’ 26 Mr/2 

Pitofsky supports consumer agency; rulemaking argued. 26 Mr/3 

Volvo agrees to document claims. 26 Mr/12 

A working document. Editorial. (“Advg. & Public Interest” is 
probably the best discussion available on FTC modern advg. 
practices hearings). 26 Mr/16 

Media, government joining food price battle. S. Cohen. 2 Ap/? 

Researcher shows impact of implied deception. 2 Ap/2 
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More activity expected from FTC under Lewis Engman. 2 Ap/6 

FTC to release Schick Flexamatic test data. 9 Ap/? 

Amana files with FTC on CU report. 9 Ap/8 

FTC’s Jones hails NARB role. 9 Ap/32 

Warranty/FTC bill okayed; Moss readies two new plans. 9 Ap/86 

Public tv program devotes most of the time to critics. S. Cohen. 
9 Ap/90 

Shaver controversy now shifts to review board; FTC data to be 
released. J. O'Connor. 16 Ap/2 

Posner: Corrective ads not as good as fines, but help. 16 Ap/8 

‘Freedom of Info’ standoff. Editorial. (Futile attempts to secure info 
from U.S. Army and Schick). 16 Ap/16 

FTC staff appeal seeks corrective advertising in Wonder bread case. 
23 Ap/2 

FTC finds inadequate backup in early look at tire ad data. 23 Ap/3 

FTC says Knox ads can't push nutrition angle. 23 Ap/36 

Split decision clears D.L. Blair of deceptive sweepstakes charge. 
S. Diamond. 7 My/54 

Engman says case approach slowing FTC. 7 My/70 

FTC enforcement hinders ad information, Nelson says. 7 My/78 

Judge rejects case against Chevron F-310 pollution ads. S. Cohen. 
14 My/1 

Dillon blasts FTC complaints, calls system ‘stacked deck.’ 
J. O'Gara. 27 My/1 

Hawaiian Punch will use affirmative disclosure in FTC ad settle- 
ment. 27 My/1 

Sugar Assn. stops its ads; sources differ on reason why. N. Giges. 
21 My/42 

Flow chart of FTC procedures. 27 My/96 

FTC orders dryness claim verification by top deodorants. 28 My/1 

Pitofsky disputes Dillon FTC view, says many ills already 
corrected. S. Cohen. 28 My/6 

Group calls STP ‘worthless,’ seeks counter ads from FTC. 28 My/8 

Harm done to business by regulatory agencies to get top-level 
review. S. Cohen. 4 Je/2 

Engman raps Dillon beef: ‘We're after big and little.’ 4 Je/8 

Corrective ads possible in FTC move on plastics. 4 Je/92 

FTC orders ‘retractive’ ad in tire case. 17 Je/1 

CU asks o.t.c. ads include side effects. 117 Je/2 

FTC, others get ‘Disaster Lobby’ barbs. (Book review) 17 Je/24 

FTC asks substantiation for shampoo ad claims. 18 Je/1 

FTC wins latest gas additive case. J. Revett. 18 Je/2 

Senate taking role in regulatory appointments. (Congress challeng- 
ing the administration's business-oriented nominees for 
regulatory agency positions; Mayo Thompson ok’d for FTC post). 
18 Je/4 

FTC wins octane appeal, seen as green light for trade regulation 
rules. S. Cohen. 2 J//3 

Ad critics’ new buzz word may be ‘fairness’ —whatever that 
means. S. Cohen. 2 J//4 

Refiners may lose gasoline retail rights. 2 J//8 

Holiday Magic is illegal; ordered to give cash refunds. 9 J///70 

Businessmen run to Congress as FTC gains power to regulate 
advertising. Washington Beat. 9 J//85 

FTC gears up for rule-making task; Engman cites public's frustra- 
tions. S. Cohen. 16 Ji/1 

Oil men invite consumerist romp by silently shaving octane 
ratings. S. Cohen. 716 J//12 

Gasoline ad spending may be part of oil antitrust case. J. Revett. 
23 Ji/2 

FTC staffers seek ad views; Engman sets major speech. 30 J//3 

FTC plans industry meeting to set children’s tv ad rules. S. Cohen. 
6 Ag/1 

Admen, consumerists to study children’s tv. (Consumerists & ad 
people agree, at the FTC, to set up 4 joint working groups to 
study self-regulation on children’s tv). 13 Ag/1 

Court decisions slow consumerists in ad cases, but give FTC 
mandate. S. Cohen. 13 Ag/4 

FTC's Engman surprises. Editorial (Although the NARB & NAB 
have confronted the problem of children’s tv ads, the public has 
been unaware of any progress; FTC, working with the public, 
fills a need in this area). 13 Ag/16 

Guides for tv advertising to children: What FTC chairman proposes; 
What NAB calls for. 13 Ag/62 

Soapers heavy on ad substantiation data, FTC discovers. 20 Ag/2 

Consumer influence felt in selection of Hanford, Pittle. 20 Ag/56 

Helmet makers to drop safety claims. 20 Ag/56 


FTC mounts dual effort to crack down on vocational school 
advertising violations. 20 Ag/57 

ADA agrees to back up its milk claims. 27 Ag/189 

FTC to seek detailed data on ad investments. 3 S/3 

Oil competition is growing, White House unit tells FTC. 10 S/4 

FTC appoints Rosch head of key bureau. (Also, FTC begins its 
case against Sun Oil for alleged false uniqueness claims). 
10 S/8 

Groups formed to develop code for kids’ advertising. 70 S/36 

Buying time at NARB. Editorial. (Unlike the FTC which continues to 
investigate questionable ad claims even after the ads are 
dropped, NARB is concerned with quick, informal solutions and 
will drop charges with the removal of the accused ads. Ex. 
Ralston Purina Chuck Wagon ads. 17 S/12 

CU testing substantiation system for automobile ads. 7 0/8 

Measures to strengthen FTC are hitchhiking on Pipeline bill. 
80/1 

FTC heading into exciting period, says departing Commissioner 
Jones. S. Cohen. 15 0/46 

Let industry regulate itself, I'll enforce law, Engman says. 
H. Bernstein. 22 O/1 

BBDG cops plea in F-310 ad case. 22 0/3 

Chamber objects to FTC's call for ad, business data. 22 0/8 

Thain gets new FTC post. 22 0/154 

~~ newest commissioner for voluntary ad disclosure. J. Revett. 
29 O/1 

Keeping regulators away is top topic at AAF. 29 0/4 

Pipeline goes ahead—with FTC riders. 29 0/8 

FTC to issue consent in Wonder case, drops Hi-C. 5 N/7 

Anti-trust newest worry for ad field, AAF meet hears. H. Bernstein. 
§ N/2 

Misconstruing Engman intentions would be costly error for 
advertisers. S. Cohen. 5 N/6 

FTC Wonder bread ruling dims future of corrective ads. S. Cohen. 
12 N/1 

Ford ad substantiation proves to be a blast. 72 N/2 

FTC dismisses charge in Genera! Mills buy. 72 N/6 

No applause for FTC. Editorial. (AA raps FTC’s action in abandoning 
the Hi-C case and dropping charges against Wonder Bread). 
12 N/14 

FTC revokes opinions on trade allowances. 12 N/21 

FTC seeking more ad data on toiletries. 12 N/57 

FTC settles Rheem, Amstar ad cases. 12 N/89 

New ad hearings? Disclosure rules under FTC study. 19 N/2 

FTC gets new muscle with enactment of pipeline bill. S. Cohen. 
(Also, more on the Warranty/FTC Improvement Bill.) 79 N/3 

Prof says ads can innoculate against corrective orders. 19 N/24 

The 5-member FTC. (Pictures with brief biographies of each of the 
commissioners). 27 N/144 

The FTC: Powers over advertising: procedures; organization and 
resources. 27 N/148 

New FTC powers will only affect the clearly deceptive advertisers. 
S. Cohen. 26 N/4 

Consumerists ask content disclosure. 26 N/24 

Dennison leaving FTC. 3 D/8 

Consumer role in FTC children’s ad project may trigger AAF exit. 
S. Cohen. 10 D/1 

No more rigged ads, Bristol-Myers told; Dry Ban tv spots hit. 
10 D/1 

Rosch aims to speed up kids’ ad code. 77 D/723 

O&M appeals Dry Ban case. 17 D/128 

Firestone loses appeal in tire ad claims ruling. 24 D/2. 
Correction 37 D/25 

‘Subliminal’ ad flap raised. 24 D/27 

Expect settlement soon in FTC’s Lysol ad case. 37 D/2 

See also ENGMAN, LEWIS 

FEDERAL TRADE COMMISSION—REGIONAL OFFICES 

FTC’s Engman tells directors: Get moving on ad abuse cases. 
30 Ap/1 

Engman says no ad case quota. 7 My/8& 

FIC asks D.C. retailers to prove claims. 27 My/94 

More local FTC action seen. 27 My/94 

Engman raps Dillon beef: ‘We're after big and little.’ 4 Je/8 

Seattle FTC, ad group set lending ads. 2 J//8 

FELDSCHLOSSCHEN BREWERY 

Ads for Ex Bier compare taste, cost to Heineken. J. O'Connor. 
20 Ag/3 
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FEMININE HYGIENE PRODUCTS 
New Kimberly-Clark president plans diaper. towel, hygiene share 
growth. L. Edwards. 19 F/4 
> ~~ feta deatta cima M. Christopher. 
ip 
Code board to get guides on tv ads for children. M. Christopher. 
— latitude in feminine product ads to be requested). 
Je. 
NAB revamps children’s ad code, sets meeting on integrated spots. 
ce headlines items at a tv code board meeting). 
Je 
Four awaiting FDA hygiene spray rules. 17 Je/8 
Tassaway failed to capture mass market; is now in debt. 20 Ag/55 
Serena napkins getting print ads. 24 S/95 
Alberto sets heavy ad drive for new-formula FDS spray. 7 0/3 
Kimberly, FC&B celebrating 50th anniversary. (Kotex and Kleenex 
successes in revolutionizing the hygiene products field could not 
have been accomplished without effective advertising). 29 0/6 
FERBER & STRAUSS 
Cyanamid assigns Dreher billings to Ferber & Strauss. 8 Ja/54 
FERRERO USA 
W-L protects mint lead with Dynamints vs. Tic Tac import. 
31 D/1 
FIBERS 
See FABRICS & FIBERS 
FIELD COMMUNICATIONS 
Kaiser, Field finalize uhf tv partnership. 9 J//86 
FIELD ENTERPRISES 
Field, Tribune Co., Step up battle for Chicago newspaper leadership. 
16 Ap/62 
Field papers sue Tuesday. 7 0/65 
Field sells unit. 17 D/96 
Block named at Kaiser. 24 D/8 
FIELDS, JERRY 
To get into agencies, climb into Trojan horse: Fields. 12 N/84 
FIELDS, JERRY, ASSOCIATES 
Agencies see some upswing in job market. D. Grant. 15 0/7 
FIERLINGER, PAUL (author) 
My 12 years of making tv commercials behind the Iron Curtain. 
21 My/55 
FILIPACCHI, DANIEL 
Filipacchi, Hef—money is the name of their game. R. Bechtos. 
5 N/24 
FILM HOUSE 
Film House reopens. 26 N/58 
FILM PRODUCTS INC. 
Film Products set to market novelty disposable camera. 27 Ag/189 
FILMATION ASSOCIATES 
Filmation readies kid show for CBS. 16 Ap/23 
Animated version of Star Trek to bow Sept. 8. 6 Ag/56 
FINANCIAL ADVERTISING 
Consumer finance body disagrees on proposed truth in credit 
changes. 8 Ja/6 
Securities group may run major campaign. S. Feldman. 19 Mr/26 
Big brokers plan no ad cutbacks; Wall St. names three uptown 
shops. 2 Ap/2 
Chad Everett to star for credit unions. 9 Ap/69 
Consumer loan ads shift with changing society. L. Edwards. 
(Roundup of consumer finance industry). 23 Ap/3 
ABA account to Leo Burnett Co. 30 Ap/8 
A vexing question seeking an answer. S. Bernstein. She asks how 
does a policyholder of a mutual co. benefit by co. expansion). 
7 My/16 Readers respond. 4 Je/66 
Barclays sets push. 14 My/51 
Stock groups set promotion drives. 27 My/97 
Continental Bank wins top CFA Eagle award. 27 My/98 
Seattle FTC, ad group set lending ads. 2 J//8 
Wall St. ad campaigns continue despite slump. S. Feldman. 
(Roundup of ad campaigns by major brokerage firms, the N.Y. 
and American Stock Exchanges). 13 Ag/3 
Greek gov't hopes ad push will help curb rising prices. 13 Ag/65 
Art Linkletter to promote gifts for bank savers. 7 0/33 
Egads! Competitive ads on The Street. S. Feldman. 8 0/6 
Those imprecise terms we accept. S. Bernstein. (Financial 
advertising has improved, but the phrase ‘long-term’ is still 
ambiguous). 12 N/14 
FDIC and FHLB: Powers over advertising; Procedures; Organization 
and resources. 27 N/150 


See also WALL STREET 
BANKS & BANKS ADVERTISING. 
Individual brokerage firms 
‘FINANCIAL EXECUTIVES’ 
‘Financial Executive’ names Alden agency. 23 Ap/22 


FINISHED ART 
Finished Art opens. 715 0/70 


FINLAND 
Finns’ low ad profile laid to bilingualism. 29 0/56 


FIREPLACE—EQUIPMENT & SUPPLIES 
Ad boosts kindle fire log market. L. Edwards. 22 0/22 


FIRESTONE TIRE & RUBBER CO. 

Tire makers dispute CAS ad charges. 76 J//2 

Identity efforts, radials get stress in 1974 tire ads. R. Gray. (A 
look at the planned campaigns of the major tire manufacturers). 
29 0/3 

Firestone loses appeal in tire ad claims ruling. 24 D/2. 
Correction 37 D/25 


FIRST AMENDMENT 

Freedom is indivisible. Editorial. (AA urges ad people to come to 
the aid of media as governmental pressures mount against the 
press). 8 Ja/18 

Who oppresses the press? Editorial. (AA disagrees wiii: those in 
the press who oppose the creation of a Press Council to 
monitor certain aspects of news coverage performance). 12 F/12 

Navy base incident dramatizes need for accountability in political 
ads. S. Cohen. 27 My/12 

Counter ads may wither in wake of High Court ruling. J. Revett. 
(Broadcasters may reject paid ‘editorial’ ads, Supreme Court 
rules). 4 Je/? 

Admen favor press shield, split over effect on ads. (Results of 
AA press poll). 4 Je/3 

The First Amendment is not a hiding place. Editorial. (Risk of 
accepting paid editorial ads is well worth taking for broadcasters 
when they feel they should provide a forum for ‘sponsored’ 
ideas). 17 Je/14 

CBS ‘instant analysis’ curb follows affiliate objections. 77 Je/77 

McCaffrey, British MP clash over controls on political ads. R. 
Bechtos. (IAA World Congress). 78 Je/2 

Court denies ads under 1st Amendment. (Pittsburgh Press fails to 
upset a local ordinance forbidding want ads under sex designa- 
tion). 25 Je/68 

Media men hold out dim hope for relief from Phase 4 rules. 
23 Ji/1 

Louisville paper wins first round in ad refusal suit. 23 J//74 

Little cigar tv ban is now a reality. 77 S/6 

Nader unit defends right to advertise. 37 D/22 


FISHER, HOWARD (author) 

How to work with an advertising agency. 9 Ap/51 

What to think about when you decide to change the ads. 
16 Ap/78 

How to get along with writers, art directors and account men. 
23 Ap/112 

FISHER-PRICE TOYS 

New Fisher-Price line to get push. 26 F/158 

FISONS CORP. 

Fisons buys medicines. 27 Ag/167 

Kallir puzzled by Fisons’ agency shift. 77 D/116 

FITZ-MORRIS, JOE, CO. 

Fitz-Morris Co. bows. 27 My/44 

5 DAY LABORATORIES 

P&G is rolling out with Sure; budget could hit $15 million. N. 
Giges. (‘Dry’ deodorant ad trend traced). 18 Je/? 

5-Day to rename brand Stay Dryer. 3 S/42 

FLANTZMAN, MAURY, INC. 

Flantzman in new office. 14 My/43 

FLEMING, ROBERT E., ADVERTISING 

Fleming shop formed. 10 S/79 

FLESHER ADVERTISING 

Renamed Mango, Archenhold & Friedman, Denver. 8 Ja/60 

FLOOR & FURNITURE POLISH & WAX 

Johnson pushes product difference as Step Saver pursues Mop 
Glo. M. Popa. (Roundup of floor care market). 23 Ap/2 

Behold winner in new ads. 29 0/76 
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FLORIDA 

Congressmen point out puzziements in Mobil’s ‘open letter’ energy 
ads. (Also, Florida files conspiracy charges against 15 oil 
companies claiming they are driving individual operators out 
of business). 76 J//3 

FLORIDA CITRUS COMMISSION 

Citrus juices set for tv, print ads. 12 F/46 

‘73-74 citrus ads pegged at $16,000,000. 9 J//12 

Citrus group overlooks bare facts, gives Rigby nod to sell grapefruit. 
20 Ag/1 

New drive touts orange juice as smart food buy. 27 Ag/190 

Florida Citrus, Kellogg set joint promotion effort. 3 D/82 

FLORISTS’ TRANSWORLD DELIVERY 

FTD ad budget at $5,850,000; print theme new. 5 N/78 

FLOUDARAS ASSOCIATES 

Floudaras sets agency. 30 Ap/66 

FLYING MERCURY INC. 

CAB warns airlines on deceptive ads as TWA, Mercury end 
‘throwaways. 17 Je/3 

FOLEY, PAUL 

Ten who made ad news in 1972. 8 Ja/2 

Foley's adages for ad agencies. 12 F/10 

FONDUE 

Borden rolls out fondue. 10 D/24 

FOOD ADDITIVES 

Caffeine set for FDA probe. (Also, saccharin continues under 
intensive scrutiny). 6 Ag/49 

FOOD CHAINS 

See SUPERMARKETS 

FOOD & DRUG ADMINISTRATION 

Giant move spurs o-t-c label listings. 7 Ja/24 

New FDA rules: Tell all on labels if food ads talk about nutrition. 
J. Revett. 22 Ja/3 

Complete text of the last chapter of ‘Advertising and the Public 
Interest,’ an analysis of the FTC’s hearings on modern advertising 
practices. 12 Mr/78A 

Headache helps may be Alka-Seltzer target if antacid rules pass. 
J. Revett. 9 Ap/3 

M is for Mennen, E is for—effort? N. Giges. 30 Ap/10 

Alka-Seltzer exec says ads comply with FDA report. 7 My/50 

Hawaiian Punch will use affirmative disclosure in FTC ad 
settlement. 27 My/1 

FDA prescription guides seen as warning for o-t-c products. 
21 My/2 

Harm done to business by regulatory agencies to get top-level 
review. S. Cohen. 4 Je/2 

CU asks o.t.c. ads include side effects. (Latest report on FDA & 
antacid standards). 17 Je/2 

Four awaiting FDA hygiene spray rules. 77 Je/8 

Senate unit asks review of OK for Pringles, Chipos. (FDA ruling 
that potato chips could be made from dehydrated potatoes, 
previous to the marketing of P&G's Pringles, creates the 
‘Potato Chip Caper.') 9 J//75 

Schmidt now FDA head. 30 J//8 

FDA's final rules hit some health food ads. 6 Ag/8 

Caffeine set for FDA probe. 6 Ag/49 

FDA picks JWT, Kaufman for labeling, drug ad campaigns. 
1 0/70 

Having straightened their own house, o-t-c men worry less about 
controls. S. Cohen. 8 0/4 


The story of Mennen E: Failure or victim of bureaucracy? M. Landey. 


15 0/55 

The FDA: Powers over advertising; Procedures; Organization and 
resources. 27 N/148 

FDA seeks use of generic names in drug price ads. 3 D/47 

FOOD FAIR STORES 

Food Fair Stores assigns creative to Kelly, Nason. 8 Ja/10 

Food Fair ads hit ‘games.’ 8 0/32 

FOOD INDUSTRY 

Food industry blazes way for new pooled marketing. E. B. Weiss. 
29 Ja/52 

FTC writing food ad rules. 12 F/58 

Peterson thinks consumerism vital to food marketer. 23 Ap/12 

Stress on allowance money hurting ad budgets. L. Doherty. 
7 My/3 

Food ads unclear about additives, chemist charges. (Consumer will 
need reeducation to correctly interpret ‘natural’ and ‘synthetic’ 
in food labeling). 78 Je/16 


Food admen poised to cut budgets in supply crisis. 2 J//1 

Networks feeling uncertainties of food marketers. 2 J//54 

Advertisers hopeful for ‘74; Four A’s survey also upbeat. (Big ad 
spenders see growth, but food admen glum about price freeze). 
9 Ji/1 

Nader group ad figures arrived at by inference. (Nader estimates 
food ad tab at $4 billion, and claims the ads encourage 
consumers to shop blindly). 23 J//2 

Bridge that info gap. Editorial. (AA and General Mills’ Ryan 
urge food retailers to inform the public of timely supermarketing 
news in ads). 23 J//16 

Food companies uncertain about Phase 4 marketing. 23 J//72 

Execs offer ways to help medium at INAE meeting. (More 
developed food sections in newspapers urged; newspapers 
asked to supply advertisers with audience and demographic 
data). 30 J//55 

Don’t lose your product in the ‘take back’ cart. H. Mattoon. 
(A researcher uses the ‘take back’ cart as a hint as to what is, 
and isn't selling the shopper and keeping her sold in today’s 
consumer pinch). 6 Ag/33 

Olive crisis almost over, says Lindsay. 27 Ag/8 

Nutrition education a part of food ad’s role: Manoff. 24 S/86 

Worst is over for food ad cutbacks, media, admen say. (An AA 
Roundup). 75 O/1 

Shoppers get too much data, Stokes contends. 15 0/96 

Unilever executive says foods are best growth area. 22 0/10 

Canteen Corp. offers eaters for testing. 12 N/77 

Without advertising, no food industry. C.W. (“Tex’’) Cook. 
(Excerpt from a presentation by Tex Cook to the FTC hearings 
on advertising in 1971.) 19 N/40 

Ad spending by leading food associations:1972. 27 N/164 

Canadian board hits supermarket sales practices. 10 D/43 

FOOD POISONING 

U.S. urges education to combat food poisoning. 27 Ag/166 

FOOD PRICES 

FTC look at supermart price claims hauls dailies into counter ad 
fray. J. Revett. 75 Ja/6 

Latest White House food price ‘war’ may lead to more meaningful 
inquiry. S. Cohen. 26 Mr/14 

Media, government joining food price battle. S. Cohen. 2 Ap/? 

It's in the supers lap now. Editorial. (Call on food chains to do 
more than warn against pitfalls in consumer & government 
aids to shopping to beat prices). 9 Ap/12 

Food admen posed to cut budgets in supply crisis. 2 J//7 

Price tangle slows product development, food men say. 13 Ag/2 

All we can do is wait. Editorial. (AA agrees with GF’s chairman 
that a freeze on new product development would not cut down 
ad & promotion costs since the bulk of marketing is against 
existing products; little optimism is seen for an improved food 
situation). 20 Ag/12 

Food client ad budgets off, agency men admit. M. Christopher. 
27 Ag/1 

FOOD WRAPS 

Plastics makers see price hikes, but no ad cuts. (Scarcity of 
plastic bags & wraps not expected by manufacturers). 78 Je/42 

FOODMAKER INC. 

Rodney a star via Jack-in-the-Box. H. Bernstein. 15 0/52 

FOODS, FROZEN 

Welch moves beyond grapes into other drinks, eyes frozen food 
market. 7 Ja/3 

Green Giant in test with Taste America vegetable line. 29 Ja/3 

Mrs. Smith gives Natural Juice pies $1,000,000 push. 2 Ap/54 

General Mills again tests Tuastwiches. 9 Ap/2 

General Mills Wrap-ups line also in test. 16 Ap/10 

Yami On-A-Stick bows. 14 My/43 

Mrs. Smith’s has nine new frozen pies. 28 My/58 

Hormel uses Prima purchase to enter frozen food field. 4 Je/69 

Green Giant adds to Holloway House entrees. 23 J//29 

Don't overlook packaging when positioning your product. 
W. Margulies. (Birds Eye repositioning with deluxe vegetables 
cited). 30 JI/34 

Slice-of-life ads sell slice of pie for Mrs. Smith's. 13 Ag/65 

Buyers, editors find tasting lunch a gourmand’s delight. (Report on 
the Eastern Frosted Foods Assn. taste-testing luncheon). 8 0/32 

Toastees adds flavor. 8 0/34 

Johnson's casseroles born in New England. 17 D/109 

Everyone is now target of ads for Weight Watchers line. 24 D/2 
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FOODWAYS NEW YORK 
Everyone is now target of ads for Weight Watchers line. 24 D/2 
FOOTE, CONE & BELDING COMMUNICATIONS INC. 
FC&B to acquire Phoenix agency. 8 Ja/8 
Study shows pols’ ads less credible than product ads. (Report on 
FC&B's study of a Gallup poll covering political ads and their 
effect on voting habits). 26 F/10 
= ae list profits; other data. (Agency billings issue update). 
r/15 
Foote, Cone’s ‘salad’ adds Idaho spouts. 26 Mr/90 
FC&B trims Houston unit after losing Hughes. 2 Ap/4 
FC&B out of cable tv; TC! buys five franchises. 9 Ap/14 
Neill heads IMPACT. 9 Ap/32 
FC&B completes buy. 9 Ap/47 
FC&B adds three on Mazda account. 23 Ap/8 
FC&B, Rosenfeld lose Aiberto-Culver billings. 30 Ap/2 
FC&B turns down Schick unit, cites ‘corporate conflict’; Needham/ 
West selected. 30 Ap/78 
Thoughts on FC&B’s 100th. Editorial. 14 My/16 
Calder-painted Braniff jet due; FC&B idea. 17 Je/20 
Cool-Ray glasses are now at FC&B. 25 Je/8 
Weisman joins U. of C. in public affairs post. 9 J//8 
Would these ads make it in today’s marketplace? V. Adams (A 
look at some of FC&B’s ads as far back as 1895). 23 J//30 
FC&B first half profits up 70%. 13 Ag/10 
Lasker blasts FC&B bonus; Stern replies. (Avco claims it, not Group 
W. was the first telecaster to qualify for FC&B’s 10% waiver 
offered to stations). 20 Ag/2 
Grosse is new head of FCB International. 22 0/136 
Kimberly, FC&B celebrating 50th anniversary. 29 0/6 
European creatives hard to find: O'Toole. R. Bechtos. 72 N/41 
FC&B earnings up. 19 N/24 
FC&B's Schultz sees record ‘73 internat'l to grow. 26 N/28 
Emerson Foote recalls the start of FC&B. E. Foote. 24 D/15 
‘FORBES’ 
Forbes ‘Time B’ ad o.k. with him. 26 N/47 
‘Forbes’ revenues up. 37 D/8& 
FORBES, MALCOLM S. 
Forbes completes flight across country in balloon. 12 N/90 
FORD MOTOR CO. 
Complaint hits Ford, JWT on guard rail ad. 72 F/2 
Bulk of remaining big Ford ads cite buff book awards. 12 F/46 
Ford among early buyers. 16 Ap/103 
Mustang I! set; Ford credit plans big radio drive. 23 Ap/128 
Philco cites conflict in move to K&E. 28 My/18 
Ford ads promote new phone service. 4 Je/10 
Mustang I! ads to stress price, luxury. 2 J//58 
NAD okays STP ad, gets Marathon, Ford changes. J. O'Connor. 
16 Ji/1 
Ford effort uses taxicabs to push Motorcraft parts. 23 J//26 
Mustang I! seeks original market, Ford exec says. 6 Ag/56 
Ford tunes up big ad extravaganza to announce new little Mustang 
il. R. Gray. 27 Ag/2 
‘Tailgating’ ad is hazardous: Safety Center. 27 Ag/183 
Lincoln-Mercury retains ad themes in drive for 3rd straight record 
year. R. Gray. 3 S/3 
Capri tailgate ad no worse than cop tv scenes: Daniel. 24 S/107 
Ford ad substantiation proves to be a blast. 72 N/2 
Luxury car makers cite record sales. 19 N/62 
Ford revamps Mustang II mix to meet public buying trend. 10 D/72 
FOREMOST INSURANCE CO. 
Insurance ads use unpleasant scents. 20 Ag/53 
FORMAL WEAR 
See MENSWEAR 
FORMOSA SPRING BREWERY 
Keg brew bows in Ontario. 30 Ap/66 
FORREST BROADCASTING CO. 
Forrest buys KDON. 2 Ap/48 
FT. HOWARD PAPER CO. 
Ft. Howard picks GEC. 4 Je/93 
FOSTER, DAVID 
Foster, Wasilewski lock horns on ‘Adbeat’ show. 7 0/2 
FOSTER ADVERTISING 
Five execs buy control of Foster in Canada. 7 My/35 
FOSTER GRANT CO. 
Foster Grant aims at youth market with three new ads. 7 Ja/8& 
Foster Grant will refer to rival Polaroid in new tv ad. 27 Ag/4 


FOSTER & KLEISER DIVISION 

Outdoor asks other media share cutbacks; F&K plan draws fire. 
J. Forkan. 3 D/3 

Print men optimistic, broadcast reps concerned. (How media view 
the coming year). 17 D/12 

FOX GROCERY CO. 

Caught by meat price dip, Foodland ads point up cut. 175 0/68 

FOXWORTH, JO (author) 

The news that made the year seem longer. 8 /a/42 

Now, everyone will be wearing rat! (Thrift shop consumers are a 
threat to high-fashion dictators, although the very-rich and 
fashionable still thrive). 5 Mr/39 

Nudity goes public—can fashion cope? (The New Freedom 
affects the bra and girdle market). 28 My/40 

In a hurry to get to heaven? Check out the ‘Death Hilton.’ (A look 
at pr for the mausoleum concept; new skyscraper mausoleum 
in Nashville cited). 23 J//56 

They laughed when she sat down at the typewriter—but...(A 
study finds that routine secretarial tasks can be expensive; a 
book by John Caples’ secretary is recommended). 70 S/54 

With fashion graffiti on the rise, the consumer's the medium. 
5 N/56 

FRAGRANCE FOUNDATION 

First annual retail fragrance recognition awards. 17 Je/68 

Fragrance seminar reveals consumer info gap. L. Baltera. (Report 
on the Fragrance Foundation’s annual fall seminar). 24 S/90 

FRAGRANCES 

Jovan adds two emollients, will promote Hunting Kit. (Civet & 
ambergris oils introduced). 26 F/141 

Straw hat sets print. 26 F/150 

Revion launches push to create ‘Charlie girl’. L. Baltera. 2 Ap/25 

Bassinova group markets perfumes. 30 Ap/81 

Faberge sets Organdi bow. 27 My/70 

Making Love big hit, says man who invented it. H. Bernstein. 
(Success story of Kale Lab’s ‘Making Love’ body lotion). 
9 JI/10 

Fragrance seminar reveals consumer info gap. L. Baltera. 24 S/90 

Fragrance marketers expect a joyous Noel. L. Baltera. 29 0/70 

Chanel ad drive has fragrance of success. L. Baltera. 10 D/34 

See also TOILETRIES 

FRAM CORP. 

Persistence doesn’t pay. S. Bernstein. (SRB relates a story of one 
consumer's futile efforts to buy Fram windshield wipers). 
3 S/14 

Fram appeals NAD case to NARB panel hearing. 24 S/3 

FRANCE 

50 million Frenchmen can't be wrong—about direct marketing. 
B. Stone. 7 My/57 

Leisure items top ad spending in gay France; tv thrives. 
M. Mowbray. (Analysis of advertising, marketing and the media 
in France). 4 Je/25 

The 20 leading ad spenders in France. 4 Je/25 

Publicat in forefront of French cable experiments. P. Borden. 
27 Ag/181 

French sneer at new pro-police ad campaign. P. Borden. 3 S/4 

Energy accounts face ad cutbacks, French shops say. 70 D/56 

ALBERT FRANK-GUENTHER LAW 

Three Albert Frank units add accounts. 28 My/43 

FRANK, CLINTON E., INC. 

Frank ‘72 revenues up. 19 Mr/84 

Frank earnings down. 14 My/70 

Tenant quits Frank post. 27 My/8& 

Wall St. is questioning Clint Frank's unpublic bid. 30 J//2 

Clint Frank shows income, billings loss in ‘73 half. 13 Ag/6 

Clint Frank’s ‘unpublic’ bid approved by stockholders. 3 S/7 

‘Going private’ a new trend? S. Bernstein. (Comments on Clinton 
Frank's decision to go private). 7 0/16 

Frank income dips. 10 D/52 

FRANKFORT DISTILLERS 

Frankfort Distillers is dissolved. 13 Ag/8 

FRANKLIN MINT 

Limited edition boom worries some as ‘greed’ hits collectors’ 
market. C. Colman. (Report on the ‘collecting’ phenomenon 
and major manufacturers of collectors’ items). 23 J//10 

FRASER, JIM ADVERTISING 

Fraser opens shop. 20 Ag/46 
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FREE ENTERPRISE 

Why and how we are losing the free enterprise battle. H. Williams. 
26 N/33 

FREE, F. WILLIAM, & CO. 

Free agency names 14 new officers. 17 S/70 

FREE ENTERPRISE COMMUNICATIONS INC. 

JWT's Dialog readies unit for free enterprise info. 16 J//8 

FREE-FORM ADVERTISING 

Catalina uses free-form ad for sportswear. 17 D/26 

FREEDOM OF INFORMATION ACT 

Army releases partial data on agency bids for account. J. Revett. 
9 Ap/3 

FTC to release Schick Flexamatic test data. 9 Ap/? 

State tourism spending told; center won't reveal details. 7 0/2 

FREEDOM OF THE PRESS 

See NEWS MEDIA 

FREEMAN, MONROE 

Lawyer urges advertising to inform on legal rights. (Hofstra law 
dean sees a place for advertising to get clients in the legal 
profession). 13 Ag/28 

FREMONT, LEO, ASSOCIATES 

Boo adds Fremont shop. 29 Ja/12 

FRIEDMAN, MARTIN 

Ad theme source of premium ideas, Friedman declares. 24 D/25 

FRIENDLY, FRED 

Free election ads will curb corruption, Friendly says. 28 My/1 

FRIENDS OF THE EARTH 

FCC drops Friends case. (FOE vs. big car and gas ads). 26 F/150 

FRIGIDAIRE DIVISION 

Frigidaire’s Touch-N-Cook stove ready. 27 Ag/24 

FRINGE BENEFITS 

Beyond the fringe—benefits, that is. C. Richard Williams. 3 D/47 

FRUIT OF THE LOOM . 

Fruit of the Loom sets Father's Day push. 14 My/47 

FRUITS & VEGETABLES 

Potato gets new image in ad drive. 26 F/164 

Foote, Cone’s ‘salad’ adds Idaho spouts. 26 Mr/90 

CCG’s fruit with honey bows in L.A. 17 Je/2 

‘73-74 citrus ads pegged at $16,000,000. 9 J//12 

Hanover Brands tests Skillet Fries. 10 S/20 

FRYE-SILLS INC. 

Frye-Sills unit set. 15 0/70 

FUEL SHORTAGE 

See ENERGY CRISIS 

FUJI PHOTO FILM USA 

Fuji Photo Film is given to Buchen. 37 D/4 

FURNESS, BETTY 

Ads create monopoly, Betty Furness believes. 77 S/82 

FURNITURE 

Furniture makers cater to individual life styles, offer more 
information. V. Adams. (Roundup of major home furnishings 
manufacturers’ ad campaigns). 15 Ja/3 

This chairman sells, too. (Universal Furniture’s campaign features 
a man dressed like a chair). 22 Ja/24 

Colby approach offers retailer more ad mileage. 22 Ja/64 

Bassett ads push ‘ways to be you.’ 29 Ja/84 

FTC asks D.C. retailers to prove claims. 27 My/94 

FURNITURE POLISH 

See FLOOR & FURNITURE POLISH & WAX 


GMC TRUCK & COACH DIVISION 

GMC sets ads for trucks and motor homes. 10 S/16 

GTE SYLVANIA 

Sylvania, Hill design new color packs for bulbs. 9 Ap/41 

GALA COSMETICS INTERNATIONAL. 

Miners Makeup bows. 13 Ag/52 

GALA MEDIA 

Cohen, Rafferty split; both start their own agencies. 27 Ag/22 

GAMACHE GRAPHICS 

Gamache shop opens. 27 My/46 

GAMBLING 

How to market a government-run enterprise when competition 
includes organized crime: F. Danzig. 2 Ap/26 

OTB awaiting NAB's okay for tv ads. 16 Ap/10 

GAMES, TOYS & HOBBYCRAFT 

Tyco to run toy trains on tv. § F/72 

Aurora lures Flip Wilson for tv spots. 19 F/10 


Baby market is heating up, dolls, craft toys multiply. J. Forkan. 
(Roundup of the games and toys market). 26 F/3 

New Fisher-Price line to get push. 26 F/158 

CTW. Muppets sign up with Questor Corp. 19 Mr/37 

Retailers ask for full toy line push, not just few items. 26 Mr/107 

Socker-Boppers sets tv drive. 16 J//20 

Game market is growing rapidly; adult/family, adult types do best. 
T. Rowan. (Roundup of the adult/family games market). 
23 Ji/27 

Revell readies its biggest push for model kits. 13 Ag/66 

Mattel feels overshadowed by parent's money problems. H. 
Bernstein. 20 Ag/3 

Stokely back on net tv for toy tie-in campaign. 15 0/24 

Public service ads set on toy safety. 15 0/38 

Lionel throws switch, uses female in tv ads. 79 N/2 

GANFIELD, DAVID R., & ASSOCIATES 

Ganfield agency bows. 13 Ag/58 

GANNETT CO. 

Gannett revenues up. 19 F/66 

Dailies making automation progress. J. Forkan. 4 Je/73 

Gannett sets buy. 9 J//35 

Gannett buys three dailies, radio outlets. 27 Ag/190 

Gannett buys paper. 77 S/23 

Gannett to purchase Oregon newspapers. 22 0/153 

GARCIA CORP. 

Tackle makers cast ads to lure eager anglers. M. Popa. 2 Ap/16 

GARDEN & LAWN PRODUCTS 

Lawn care people use print, radio; all are optimistic for ‘73 sales 
rise. V. Adams. 2 Ap/3 

GARDNER ADVERTISING 

Two Gardner N.Y. accounts move; others are restless. 15 Ja/1 

Gardner-N.Y. future dim, but WRG may salvage it. R. Bechtos. 
22 Ja/2 

Stacked against gains, Gardner-N.Y. losses are ‘small potatoes’: 
WRG. R. Bechtos. (Accounts gained and lost as a result of the 
WRG-Gardner merger are discussed by Mary Wells Lawrence). 
29 Ja/8 

Ralston shifts $6,000,000 in Cat Chow billings to DDB. K. 
Sederberg. 16 Ap/1 

GARNER-THOMPSON ADVERTISING 

It's Garner-Thompson. 19 N/54 

GARRITY INDUSTRIES 

Garrity moves its dispo item account to Della Femina. 24 S/8 

GARY OUTDOOR ADVERTISING CO. 

Gary Outdoor acquires. 22 Ja/8 

GASOLINE 

Fina ads pfeature Don Knotts. 19 F/16 

Survey data substantiates Amoco claims, NARB rules. 4 Je/7 

Gasoline dealers’ ‘day-in-court’ bill slips through Senate. S. Cohen. 
(‘Washington Beat’). 717 Je/75 

Broadcasters feeling pinch as gasoline ads trimmed. 78 Je/1 

FTC wins octane appeal, seen as green light for trade regulation 
rules. S. Cohen. 2 J//3 

Refiners may lose gasoline retail rights. 2 J//8 

Citgo catalog store to open on Long Island. (CitgoMart sells 
gas only as a sideline). 9 J//34 

Marathon moves to conservation theme in its ads. 9 J//47 

Congressmen point out puzzlements in Mobil’s ‘open letter’ 
energy ads. 16 J//3 

Oil men invite consumerist romp by silently shaving octane 
ratings. S. Cohen. 76 J//12 

Court sets fine in ‘gas misers’ false ad case. 23 J//27 

U.S. hot for efficiency labels; public is cool, say appliance makers. 
J. Revett. (EPA proposal would have auto sales stickers indicate 
mpg; Senate appliance energy bill proposal requires electrical 
appliances to disclose how they rate compared to others in 
their class as energy savers). 30 J//2 

Industry questions go unanswered as U.S. tells labeling proposals. 
(EPA unveils samples of gas labels it wants on 1974 cars, and 
the Bureau of Standards studies comments of appliance 
industry members on a voluntary energy conservation program). 
27 Ag/3 

FTC appoints Rosch head of key bureau. (Also, FTC begins its 
case against Sun Oil for alleged false uniqueness claims). 
10 S/8 

Government hopes mileage sticker will push public to smaller 
cars. S. Cohen. 77 S/4 

Citgo testing new gasolines. 26 N/24 
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Zephyr drops ads. 26 N/56 

Caddy shifts ad theme: most makers hold line. R. Gray. 10 D/3 

EPA protests PPG ad on lead content rules. 70 D/10 

PPG documents ads attacking EPA proposal. 17 D/8 

TAB starts study on gas cut effects. 24 D/21 

AAA clubs, U.S. Chamber back gas cut theme in ads. 37 D/? 

GASOLINE ADDITIVES 

Judge reflects case against Chevron F-310 pollution ads. S. Cohen. 
14 My/1 

F-310 also wins in NAD review. 14 My/97 

Group calls STP ‘worthless,’ seeks counter ads from FTC. 28 My/8 

FTC wins latest gas additive case. J. Revett. 18 Je/2 

NAD okays STP ad, gets Marathon, Ford changes. J. O'Connor. 
16 Ji/1 

BBDO cops plea in F-310 case. 22 0/3 

Prof says ads can innoculate against corrective orders. 19 N/24 

GASOLINE SHORTAGE 

See ENERGY CRISIS 

GATEWAY INDUSTRIES 

Gateway moves account to new Hatton agency. 15 Ja/8 

GAYLORD, EDWARD K. 

Oklahomans fete Gaylord, communications centenarian. 26 Mr/91 

GEISZ, EMORY R. 

Nudes serious matter to menswear ad exec. 15 0/76 

GELLERT PUBLISHING 

Ziff acquires Gellert. 26 F/155 

GELLHORN ANALYSIS 

Harm done to business by regulatory agencies to get top-level 
review. S. Cohen. 4 Je/2 

Curbs on regulatory press releases—would they help or hurt 
businesses? S. Cohen. 18 Je/12 

GELSTHORPE, EDWARD 

Gelsthorpe, new product whiz, heads Gillette. 23 Ap/2 

Ten who made ad news in 1973. 17 D/2 

GENERAL ACCOUNTING OFFICE. 

Post Office air mail drive hit by GAO. (Project to assure mailers 
that Zip-coded airmail letters mailed before 4 p.m. would get 
overnight delivery within a 600-mile radius promoted without a 
market survey). 713 Ag/8 

GENERAL CIGAR CO. INC. 

White Owl eyes General Tire ‘sooner or later’ ad theme. 15 Ja/4 

Lifestyle is key word, marketers advise AMA. (General Cigar is an 


example of changing lifestyles affecting new product introduction). 


19 F/28 

Consolidated seeks tv for Dutch Treats little cigars. J. O'Connor. 
2 Ap/1 

Tijuana Smalls treks to Thailand for new tv ad. J. O'Connor. 
16 Ji/10 

General Cigar readies Tiparillo || for testing. J. O'Connor. 7 O/1 

Mogulescu now exec vp at Gen’! Cigar. 5 N/8 

GENERAL ELECTRIC CO. 

Microwave units take 5% of range market in ‘72; consumers still 
cool. L. Baltera. 19 Mr/3 

GE industrial product gets ‘personalized’ push. 14 My/57 

Which ad attracted more readers? (Starch readership scores of 2 
GE ads). 16 J//50 

‘How about this, chief? We build a 500 Ib. iron, see...’ (GE 
created a large model of its self-cleaning iron). 1 0/26 

GE bullish on housewares; ad budget up. 37 D/22 

GENERAL FILM CORP. 

Motown solons furious at ‘Detroit 9000’ ads. R. Gray. 24 S/2 

GENERAL FOODS CORP. 

General Foods pits Cora against Mrs. Olson. 7 Ja/2 

Post Grape Nuts pushes its natural ingredients. 8 Ja/10 


Market percolates as no-caf Taster’s Choice takes aim at GF brands. 


29 Ja/1 

GF stresses new product area in major reorganization move. N. 
Giges. 12 F/1 

GF pleased with new research unit. 5 Mr/44 

Jell-O sets theme. 26 Mr/6 

GF answers Folger’s eastern bow with new Horizon coffee. 
J. O'Connor. 9 Ap/? 

GF, Riceland zero in on inner city, hike shares. 23 Ap/22 

GF’s Cycle dog food ready to go; Rockwell execs reveal shop's 
role. F. Danzig. 28 My/1 

GF hikes media outlays in ‘73 year; hopes to sharpen new product 
work. (Report on annual stockholders’ meeting). 30 J//3 

Cafe Monky assigned. (GF Espana). 6 Ag/56 


Ajinomoto GF set. 13 Ag/65 

Soapers heavy on ad substantion data, FTC discovers. (GF asked to 
substantiate La France claims). 20 Ag/2 

The fortunes of Gen’l Foods—and Marjorie Post. 15 0/91 

Doris Day tv ads indicate rollout for GF dog food item. 24 D/3 

Batter ‘n Bake bows. 8 0/2 

GF in Canada selects two new agencies. 3 D/23 

GF: Tang is on all flights. 3 D/37 

GENERAL HOBBIES CORP. 

Tyco to run toy trains on tv. (Also, General Hobbies Corp. set to 
enter tv for first time.) 5 F/72 

GENERAL MILLS INC. 

Counterweight expands. 8 Ja/27 

Big John's entry pits Hunt against Gen’! Mills. H. Bernstein. 
15 Ja/1 

NOW apparently blew it in poke at General Mins. 5 F/6 

Gen‘! Mills $8,500.000 chunk leaves Knox Reeves. 26 F/1 

Kellogg. Gen’! Mills will testify before Senate committee. S. Cohen. 
12 Mr/1 

What to say about nutrition? Editorial. (What to say about nutrition 
and how to do the job are the challenges facing those who 
pick up the responsibility for nutritional education). 19 Mr/14 

Didn't follow own theories on Chipos bow, AMA is told. 19 Mr/8O 

General Mills again tests Toastwiches. 9 Ap/2 

Chain selling meat with Bontrae extender. 9 Ap/78 

General Mills Wrap-ups line also in test. 16 Ap/10 

Natural cereals hypo ready-to-eat market. L. Edwards. 28 My/2 

Gen'l Mills testing two soy products. 4 Je/88 

General Mills moves out its Nature Valley natural cereal. 
L. Edwards. 2 J//1 

General Mills had 19.9% earnings increase in 1973. 9 J//30 

Two new flavors join Hamburger Helper line. 76 J//12 

Breakfast Squares go into Northeast markets. 23 J//1 

Bridge that info gap. Editorial. (AA and GM's Ryan urge food 
retailers to inform the public of timely supermarketing news in 
ads). 23 J//16 

Gen‘! Mills new cereal hit for high sugar, fat. 13 Ag/8& 

General Mills testing Salad Puffs croutons. L. Edwards. 17 S/2 

Consumerists ask GM drop cereal brand. 77 S/80 

General Mills expands Fruit Helper dessert. 15 0/95 

General Mills ad reacts to attacks on Surprize. 5 N/2 

FTC dismisses charge in General Mills buy. 12 N/6 

Survey finds good re-buy for all but Hamburger Helper. 72 N/102 

General Mills test markets Burger Builder in 3 areas. 19 N/16 

General Mills tests chicken batter mix. 17 D/4 

GENERAL MOTORS CORP. 

Auto safety group thanks Cole for GM child seat ads. 9 Ap/89 

DeLorean resigns group post at GM. 23 Ap/8 

GM 1974 cars offer special tires; divisions plan promotional 
efforts. 14 My/2 

GM sees smalls growing big. 4 Je/94 

GM love seat sales soar with spring ad backing. 10 S/65 

GM eschews comparative ads: Cole. R. Gray. 15 0/43 

Luxury car makers cite record sales. 19 N/62 

‘74 Opel ads will stress German sales. 3 D/60 

GM air bag will bow sans ad support. 17 D/109 

See also BUICK MOTOR DIVISION 
CADILLAC MOTOR CAR DIVISION 
CHEVROLET MOTOR DIVISION 
OLDSMOBILE DIVISION 
PONTIAC MOTOR DIVISION 

GENERAL SERVICES ADMINISTRATION 

Proctor & Gardner gets second GSA ad contract. 12 Mr/47 

GENERAL STORE INC. 

Wayne tries head-on ploy against Alpo. 9 Ap/73 

GENERAL TIRE & RUBBER CO. 

White Owl eyes General Tire ‘sooner or later’ ad theme. 15 Ja/4 

General Tire tries switch in ‘73 ads; heavy net tv. 22 Ja/61 

Identity efforts, radials get stress in 1974 tire ads. R. Gray. 
29 0/3 

FCC votes for RKO station; Johnson out. 10 D/8 

GENERIC NAMES 

FDA seeks use of generic names in drug price ads. 3 D/41 

GENERIC PRODUCTS 

U.S. sets plan limiting drug payments to generic items. S. Cohen. 
24 D/3 

Generic drug plan may aid majors, but journal ad volume could 
suffer. N. Giges. 37 D/1 
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GENGE, WILLIAM 

Try ‘You're O.K.’ on critics, Genge tells Houston club. 22 0/151 

GERBER ADVERTISING AGENCY 

NAAN adds Gerber shop. 2 Ap/46 

GERBER PRODUCTS CO. 

Gerber tries new ventures as baby food market slows. 16 J//3 

Gerber tests non-baby food peanut spread. 17 S/8& 

GERMANY 

Devalued dollar? Bigger Common Mart? Big advertisers ‘cool it’ in 
Germany. B. Mussey. (Advertising and marketing analysis of 
the German market). 4 Je/24 

Econ Verlag publishes current ad annual. (Latest edition of 
‘Advertising in Germany’ out). 8 0/34 

Bates gets Slesina; will merge it into own German outfit. 29 0/16 

GEYER-MCALLISTER PUBLICATIONS 

‘Word Processing’ bows. 24 S/85 

GIANT FOOD INC. 

Giant move spurs o-t-c label listings. 7 Ja/24 

GIBBS, CHRISTOPHER E., & ASSOCIATES 

Gibbs consultancy set. 17 Je/6 

GIFT-WITH-PURCHASE 

See SALES PROMOTION 

GIFTS 

WU's GiftAmerica to bow. 27 Ag/? 

GILBERT GRACE & STARK 

Fedders goes back to K&E. (Expands relationship with GG&S). 
6 Ag/8 

GILLETTE CO. 

Gillette seeks top athlete (Mark who?). (Gillette's Cavalcade of 
Champions nominees listed). 29 Ja/77 

Audio Magnetics uses ‘outsiders’ for marketing. H. Bernstein. 
(Gillette's venture into tape market was unsuccessful). 72 F/24 

Max takes a bow for turnaround at Gillette personal caré uivision. 
T. Rowan. (A look at the new product mix responsible for the 
success of Gillette’s personal care division). 12 F/26 

Let men all, Schick, Gillette, ASR heat up women’s wet shave 
market. 26 Mr/3 

Gillette sets offer. 16 Ap/107 

Gelsthorpe, new product whiz, heads Gillette. 23 Ap/2 

Gillette unit's $5,000,000 fall ads set. 28 My/8 

Gillette’s new Dry Look flanker seen threat to Vitalis’ hair groom 
lead. 17 Je/2 

Gillette injects new Trac II razor into Schick-held market segment. 
J. O'Connor. 2 J//3 

Hot lather units, curling irons will get major Yule drives. T. 
Rowan. (Report on new and old products displayed at Chicago's 
Housewares Exhibition). 76 J//3 

Gillette set to move units. (Intends to move Paper-Mate and 
personal care division headquarters to Boston from Chicago). 
16 JI/65 

Three men’s hair groom items in test. 24 S/6 

Gillette pulls new items after lung test problems. J. O'Connor. 
8 0/8 

Gillette’s Cavalcade of Sports rode early boom in broadcasting 
World Series, boxing classics. A. S. Leonard. 22 0/29 

Gillette stock dip is laid to ‘straight’ look. 5 N/3 

Gillette sets new unit for appliances. 12 N/2 

Few execs to follow Gillette unit east. 72 N/98 

GIMBEL’S 

Liquifin bids for Ronson, Loews seeks Gimbel’s. 77 Je/6 

$200 million is B&W’'s Gimbel's bid. 18 Je/4 

GINGISS FORMAL WEAR INC. 

Jew meets Italian in Gingiss ads. 12 F/45 

GIVENS-DAVIES ADVERTISING AGENCY 

Renamed Davies & Rourke Advertising, Boise, Idaho. 15 Ja/21 

GLAMORENE PRODUCTS CORP. 

Glamorene says Spray ‘n Vac can broaden market. 717 Je/77 

GLASTRON BOAT CO. 

Glastron cruisers bow. 7 0/50 

GLENN ADVERTISING 

Glenn Advertising acquires Jillson. 15 Ja/68 

GLOBETROTTER COMMUNICATIONS 

Globetrotter to buy Chicago stations. 9 J//35 

GODCHAUX-HENDERSON SUGAR CO. 

Godchaux testing new sugar package. 25 Je/16 

GOFF GROUP INC. 

Former Howell execs establish Goff Group. 23 J//34 

Goff adds accounts. 24 S/58 


GOLD KIST INC. 

Gold Kist co-op using ‘bigness’ image theme. 75 0/28 

GOLD SEAL CO. 

Snowy Bleach is going after No. 1, Clorox. 79 Mr/38 

GOLDBLATT BROS. 

Goldblatt Bros. lauded. (Retailer of the Year award). 9 Ap/63 

GOLDSTEIN & TAUBKIN 

Goldstein & Taubkin set. 26 N/47 

GOLDWATER, BARRY JR. 

White House studies in-house units producing government tv, films. 
J. Revett. (Criticism of the high cost of keeping in-house ad 
staffs at federal agencies prompts a study underway at OTP). 
13 Ag/3 

GOLF DIGEST INC. 

Golf Digest hikes rates. 18 Je/24 

‘Tennis’ rates to rise. 3 S/38 

GOOD HARVEST INC 

Arizona lemonade is first customer for Pulltop can. 13 Ag/66 

GOODERHAM & WORTS LTD. 

Lauder sets first national scotch drive. 17 S/56. 

Correction 1 0/32 

GOODIS, JERRY 

O'Toole urges ‘outrage’; Goodis: Refuse bad ads. 24 S/77 

GOODLETT, CARLTON (DR.) 

O&M rebuts charge by black. 27 My/98 

GF hikes media outlays in ‘73 year; hopes to sharpen new product 
work. (Black newspaper man accuses GF of discrimination in 
employment & distribution of ad money). 30 J//3 

GOODMAN, STANLEY 

Vernacular? It’s too much, Ya know? S. Goodman. 22 0/123 

GOODRICH, B.F., CO. 

Goodrich ‘other guys’ ad campaign multiplies average recall scores. 
12 Mr/2 

Dumb like a fox. Editorial. (Goodrich, not ad critics, should have 
the final say on whether its new campaign is dumb or right on 
target). 19 Mr/14 

Goodrich ads seek to boost foam latex mattress image. 19 Mr/92 

Identity efforts, radials get stress in 1974 tire ads. R. Gray. 29 O/3 

GOODYEAR TIRE & RUBBER CO. 

Goodyear says no plans for ad cutback if unions strike. 23 Ap/145 

Tire makers dispute CAS ad charges. 76 J//2 

Identity efforts, radials get stress in 1974 tire ads. R. Gray. 

29 0/3 

GORDON PUBLICATIONS 

Gordon sets magazine. 14 My/42 

GORTON CORP. 

Gorton claims clam crown. 22 Ja/31 

FTC dismisses charge in General Mills buy. 72 N/6 

GOULD, CHARLES L. 

Government agencies work to stifle free enterprise, Gould warns 
INAE. J. O'Gara. 29 Ja/3 

‘GOURMET’ 

Michaels to ‘Gourmet’ in new ad post. 70 S/78 

GOVERNMENT ADVERTISING 

See U.S. GOVERNMENT 

GOVERNMENT ADVERTISING, FOREIGN 

International advertising grows apace as multi-national agencies 
ride wave. 27 N/184 

CNPA says Manitoba move is outside group's purview. 3 D/62 

Manitoba government sets media buying operation. 70 S/30 

Manitoba government asks 15% discount on own ads. 26 F/142 

GOVERNMENT FUNDING 

Gov't may shrink its outlays to Cotton Inc. 16 J//2 

Study: Public tv ads could replace grants. 5 N/22 

GOVERNMENT REGULATION 

Little cigars face new ad strictures. 8 Ja/? 

Government has many opportunities for new ad regulations during 
1973. S. Cohen. 8 Ja/3 

Freedom is indivisible. Editorial. (AA urges ad people to come to 
the aid of media as governmental pressures mount against 
the press). 8 Ja/18 

AAF hears Schick, Kellogg responses to consumerism. S. Cohen. 
5 F/1 

Schultz says ad curbs hurt free speech. 5 F/57 

Complete text of the last chapter of ‘Advertising and the Public 
Interest,’ an analysis of the FTC’s hearings on modern advertising 
practices. 12 Mr/4B 
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Ad effectiveness dips; brand manager system partly to blame: 
Buell. L. Edwards. 30 Ap/3 

Affiliates hear Sarnoff blast federal strictures, urge all-media 
defense. H. Bernstein. 14 My/2 

Challenge counter ads or free press in trouble, Stanton warns 
Four A's. 27 My/2 

PUAA men urged to combat gov't's restrictive moves. 27 My/31 

New 4A’s president sets battle for ad ‘freedom.’ J. O'Gara. 
21 My/32 

Advertising to feel energy pinch for 15 years. E.B. Weiss. 9 J//1 

Buying time at NARB. Editorial. (Unlike the FTC which continues 
to investigate questionable ad claims even after the ads are 
dropped, NARB is concerned with quick, informal solutions and 
will drop charges with the removal of the accused ads. Ex. 
Ralston Purina Chuck Wagon ads. 77 S/12 

Let industry regulate itself, I'll enforce law, Engman says. 
H. Bernstein. 22 0/7 

Keeping regulators away is top topic at AAF. 29 0/4 

Beer, wine spots o.k. for Alberta tv. 5 N/37 

The agency business in 1980. P.C. Harper. 19 N/35 

How government regulates advertising. 27 N/144 

Restrictions, legislative overlap are hampering growth of Canada tv 
ads. 10 D/22 

So. Africa asks agency to drop ad. 17 D/34 

GRAND UNION CO. 

Comparison shop? Grand Union sets European tours. 26 Mr/107 


Food retailers refine ad approach; use more tv, institutional themes. 


N. Giges. 7 My/3 

GRANT ADVERTISING INTERNATIONAL 

Grant sells out to Insight Pty. in Australia. 2 J//49 

Interpublic to buy Grant's Africa shops. 75 0/95 

Harris heads Grant. 24 D/22 

GRANT, WILLIAM, & SON 

Grant's 8 scotch billings to NC&K. 14 My/94 

GRAPHICS 

Good design termed vital to multi-national marketing. 9 Ap/36 

Words—a big thing in tv, but graphics are still a power. H. 
McMahan. 23 J//54 

GRAPHIDYNE CORP. 

Graphidyne acquires Coakley/Heagerty shop. 28 My/46 

GRASS, I.J., NOODLE CO. 

Mrs. Grass goes against Lipton in ads. 29 Ja/2 

GRAVES, EARL C., PUBLISHING CO. 

Motown top black business, ‘BE’ says. (Summary of report in 
‘Black Enterprise’ on black businesses). 78 Je/16 

GRAY, JAMES, ASSOCIATES 

Gray Associates open. 28 My/8 

GRAY, T., & ASSOCIATES 

Gray tolls end of frivolous ad era, blasts tv. 9 J//6 

GRAY & ROGERS INC. 

Gray, Rogers adds unit in Wilmington. 75 Ja/63 

GRAYSON, DAVID (author) 

The tv spot: If you enjoy it, maybe you shouldn't run it. 3 D/52 

GRAYSON, MELVIN J. 

Adman with book about secretaries seeks a male chauvinist 
publisher. J. O'Gara. 8 Ja/27 

Ex-newsman confesses: He made up those ‘confidential’ sources. 
19 Mr/58 

KM&G exec says in-house training belies Grayson’s view of 
secretaries. J. O'Gara. 23 Ap/143 

FTC, others get ‘Disaster Lobby’ barbs. 17 Je/24 

GREAT ATLANTIC & PACIFIC TEA CO. 

The big trend in 1973. Editorial. (Increased emphasis on local 
markets will be one of the most significant trends in 1973.) 
15 Ja/14 

Gardner-N.Y. future dim, but WRG may salvage it. R. Bechtos. 
22 Ja/2 

G&W seeks more A&P stock. 5 F/8 

A&P fights G&W offer; tries to pull its tv spots. 72 F/8 

Agencies that go after A&P find dcor open. (Also, G&W's attempt 
to become a major A&P stockholder staved off by courts). 
26 F/134 

A&P’s shift to Block seen as move for ad uniformity. 7 My/3 

Food retailers refine ad approach; use more tv. institutional 
themes. N. Giges. 7 My/3 

Isidore gets A&P creative chores. 13 Ag/58 

GREAT BRITAIN 

See UNITED KINGDOM 


GREAT LAKES CONSUMER PRODUCTS INC. 

Ad boosts kindle fire log market. L. Edwards. 22 0/22 

GREAT NORTHERN PAPER CO. 

Three media promotions set. 26 Mr/108 

GREECE 

GAAA admits Lever-dominated Lintas Hellas. 22 Ja/42 

Greek ad spending rose 22% in ‘72. 9 Ap/44 

Greece on ad boom: agencies dip into tv. A. Rizopoulos. (Report 
on advertising in Greece in 1972). 18 Je/87 

Greek gov't hopes ad push will help curb rising prices. 13 Ag/65 

Ad fields lose out in Greek occupation survey. 24 S/917 

Serena napkins getting print ads. 24 S/95 

GREEN, MARK J. 

Counter ads won't cause tv exodus, Nader man argues. 8 0/37 

GREEN GIANT CO. 

Green Giant in test with Taste America vegetable line. 29 J/a/3 

Green Giant adds to Holloway House entrees. 23 J//29 

Green Giant posts gains. 5 N/32 

Green Giant roiis out with beans and onions. 19 N/59 

GREENFIELD, ERNEST WILLIAM, INC. 

Greenfield, Mitchell split. 17 Je/20 

Block gives Grey BC; SSC&B picks up new products. 7 Ja/24 

GREY ADVERTISING INC. 

Grey office forms Creative Dimensions. 29 Ja/79 

Report Celanese drops Grey; billings have been dwindling. D. Grant. 
26 F/2 

Grey sews up part of creative work for Singer abroad. 26 Mr/8 

Grey profits rise 52%. 2 Ap/54 

Selling gets more status, agency says. 9 Ap/76 

Few vie for Grey's Navy account; Hebert studies Army controversy. 
J. Revett. 23 Ap/? 

Grey profits rise 46%. 27 My/47 

Defense Dept. seeks $8,000,000 for ‘74 military campaign. 
J. Revett. (Navy renames Grey). 77 Je/1 

Grey reports record ‘72, ‘73 outlook optimistic. 17 Je/8 

Crey sets retail unit. 9 J//40 

Grey lists brand ammunition for war with private labels. 23 J//76 

Smith/Greenland picks new president; Grey taps Pesin. 13 Ag/59 

Turpin heads Grey in L.A. 8 0/57 

Grey income up 18%. 26 N/52 

Grey forms unit. 10 D/32 

GREY-NORTH INC. 

Holzer heads Grey-North. 77 S/80 

GREYHOUND CORP. 

Greyhound set to buy Russ Togs for stock. 14 My/42 

GREYHOUND LINES INC. 

Continental steers clear of Greyhound, Amtrak ad hassle. 
J. O'Connor. 25 Je/2 

GRIBBIN, GEORGE 

Gribbin wants agency group to probe energy shortage. 3 D/6 

GRISSMER, EARL, CO. 

Weightman shop adds two Grissmer products. 17 D/120 

GRISWOLD-ESHLEMAN CO. 

GEC sets Force Three. 16 Ap/93 

Ft. Howard picks GEC. 4 Je/93 

GROCERY MANUFACTURERS OF AMERICA 

Latest White House food price ‘war’ may lead to more meaningful 
inquiry. S. Cohen. 26 Mr/14 

Price tangle slows product development, food men say. 13 Ag/2 

GROSS, SID, ASSOCIATES 

Gross forms company. 29 Ja/10 


GROSS TELECASTING 
Gross to buy WKJG-TV. 70 S/60 


GROUP FOR ADVERTISING PROGRESS 

Black group drops Y&R exec in dispute over ethnic unit. 23 Ap/139 

GAP'’s rip-off. Editorial. (AA disagrees with GAP and views Y&R 
ethnic unit as a positive move). 30 Ap/14 

Ethnic units rapped by Alligood. 25 Je/52 

GROUP FOUR INC. 

My life and times as an agency's first 23-year-old whiz bang. 
G. Treaster Jr. (Group Four's 24-year-old AD looks back at the 
successes of his 23rd year). 6 Ag/38 

GROUP W 

Group W survey shows mom shops 3 stores a month. 15 Ja/58 

Lasker blasts FC&B bonus: Stern replies. (Avco claims it, not Group 
W., was the first telecaster to qualify for FC&B’s 10% waiver 
offered to stations). 20 Ag/2 
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GRUEN WATCH CO. 

Bulova $4 million drive includes return to tv; Gruen backs 
Teletime. 6 Ag/? 

GRUMMAN CORP. 

Grumman ‘WSJ’ ad gets replies—inciuding IBM's. 9 J//34 

GRUSWITZ, ALBERT F. (author) 

Gruswitz is looking. (A report from the job front from a job hunting 
ad artist). 29 Ja/54 

GUCCIONE, BOB 

‘Viva’ magazine bows in Sept. 22 Ja/8 

Film makers, publishers join forces; unsure of obscenity ruling 
effects. (Notes the mixed reactions of publishers and film 
producers over the probable effect of the Supreme Court's 
obscenity ruling). 9 J//3 

Guccione readies campaign to counter obscenity ruling. 23 J//77 

‘Viva’ bows; ‘Single’ hanging in. 24 S/53 

Ten who made ad news in 1973. 17 D/2 

GULF OIL CORP. 

Gulf ads stress car care as others talk shortage. 10 S/3 

GULF & WESTERN INDUSTRIES INC. 

G&W seeks more A&P stock. 5 F/8 

A&P fights G&W offers; tries to pull its tv spots. 12 F/8 

Agencies that go after A&P find door open. (Also, G&W's attempt 
to become a major A&P stockholder staved off by courts). 
26 F/134 

GUM 

See CANDY & GUM 


HP PUBLISHING 

Dairy Breed Group picks Turock, Kent agency. 23 Ap/32 

HWAF ENTERPRISES 

‘Homemaking’ is sold to publisher. 3 S/47 

HAAGEN-DAZS 

Haagen-Dazs takes ad for Calif. debut. 713 Ag/10 

HACKENBERG, NORMANN & ASSOCIATES 

Hackenberg shop set. 75 0/95 

HAGAN, SCOTTI & ASSOCIATES 

Hagan, Scotti shop open. 27 My/94 

HAGEN CO. 

Hagen football book previews in Chicago. 12 N/10 

HAIR CARE PRODUCTS 

DeBusschere touts Great Day item. 15 Ja/29 

Max takes a bow for turnaround at Gillette personal care division. 
T. Rowan. 12 F/26 

Lifestyle is key word, marketers advise AMA. (Gillette is an example 
of changing lifestyles affecting new product introduction). 
19 F/28 

ColorTouch to bow. 26 Mr/109 

L'Oreal aims at Clairol in $3,200,000 print, tv push. 76 Ap/90 

Balsam Plus launched. 23 Ap/10 

Gillette unit's $5,000,000 fall ads set. 28 My/8 

Gillette’s new Dry Look flanker seen threat to Vitalis’ hair groom 
lead. 17 Je/2 

Duke puts his mark on Hair Trigger men’s line. 6 Ag/54 

Skinhead styles dead, hair groom men say. J. O'Connor. (Hair 


product marketers doubt that close-cropped styles are returning). 


13 Ag/6 

Three men’s hair groom items in test. 4 S/6 

Gillette stock dip is laid to ‘straight’ look. 5 N/4 

L'Oreal of Paris takes high road to sell Preference hair coloring. 
L. Baltera. 19 N/22 

Lady Grecian bows. 19 N/23 


Aerosol problems may shift hair spray lines to manual pump bottles. 


L. Baltera. 10 D/3 
Clairol goes national with Balsam Color. 37 D/2 
HAIR STYLES 
Skinhead styles dead, hair groom men say. J. O'Connor. (Hair 


product marketers doubt that close-cropped styles are returning). 


13 Ag/6 

HAIR TRIGGER INC. 

Duke puts his mark on Hair Trigger men’s line. (John Wayne is ad 
spokesman). 6 Ag/54 

HALDEMAN, H.R. (BOB) 

Bob Haldeman, yesterday's adman. Editorial. (A portion of 
Haldeman’s testimony before the Senate committee indicates 
he would have been a poor adman had he stayed in the 
business). 13 Ag/16 


HALLMARK CARDS INC. 

Thoughts on FC&B's 100th. Editorial. (FC&B’s Hallmark Cards 
campaign cited as the type of advg. that makes an agency live 
to be 100). 14 My/16 

Halimark, Armstrong tell media strategies. 10 D/30 

HALPERN/MCDEVITT INC. 

Renamed Halpern/McDevitt & Associates. 18 Je/34 

HALSTON 

Norton Simon Inc. acquires Halston. 8 0/10 

HAMILTON BEACH CO. 

Hamilton Beach promotes items for Mother's Day. 29 Ja/72 

Others hold fire as Hamilton Beach ads compare irons. 7 My/72 

Hamilton Beach wares set for $2,700,000 fall drive. 6 Ag/54 

HAMM, THEODORE, CO. 

Hamm's bear in new role as president. 2 Ap/8 

Hamm tests real bear in major market tv ads. 18 Je/2 

If you're looking for a beer, Heublein will sell you Hamm. 

6 Ag/3 

Satchell takes over at Hamm. 12 N/102 

HAND, PETER, BREWING IO. 

Nostalgia is ad theme for old Chicago. (Peter Hand's new beer— 
Old Chicago). 25 Je/60 

Peter Hand Brewing plans second brand. 9 J//80 

HANES HOSIERY INC. 

Queensize push put at $3,000,000. (L’Eggs enters the oversize 
hosiery market). 29 Ja/60 

Hanes First to Last budget pantyhose enters test market. 

19 Mr/28 

Hanes ads to push legs’ re-emergence. 27 Ag/190 

L'eggs enters N.Y., Hanes plans first national ads. 27 Ag/190 

HANFORD, ELIZABETH 

Consumer influence felt in selection of Hanford, Pittle. 

20 Ag/56 

HANOVER BRANDS INC. 

Hanover Brands tests Skillet Fries. 70 S/20 

HANSON, FASSLER, McGINLEY 

Royal consolidates account at Hanson, Fassler agency. 

2 Ap/60 

HARCOURT BRACE JOVANOVICH PUBLICATIONS 

‘Quick Frozen’ sold. 12 Mr/28 

Harcourt pet book set. 24 S/54 

Will introduce ‘Practical Psychology for Physicians.’ 37 D/25 

HARDWARE 

Hardware ad execs see boom in do-it-yourself. S. Feldman. (Re- 
port on the National Hardware Show and some of its major 
exhibits). 70 S/3 

Netional ad plans, rise of amateur builder are hardware market 
trends. T. Rowan 22 0/3 

See also NATIONAL RETAIL HARDWARE ASSN. 

HARLEY-DAVIDSON MOTOR CO. 

Harley sets new drive to boost market share. T. Rowan. 

29 Ja/34 

Harley push aims at bigger share. 7 0/33 

HARMON, LES. J. 

Harmon shop formed. 16 J//69 

HARPER, PAUL C. (author) 

The agency business in 1980. 19 N/35 

‘HARPER'S 

‘Harper's gains due to editorial revamp, says Losee. 10 D/67 

HARRIS, KERR, FORSTER & CO. 

Airline, travel advertising declined in ‘71. 9 Ap/66 

HART SCHAFFNER & MARX 

Hart Schaffner & Marx makes network tv buy.29 Ja/87 

Hart Schaffner tv spots to star actors, athletes. 70 S/45 

HARTFORD INSURANCE GROUP 

Hartford stag comes to life for tv spots. 15 Ja/69 

‘HARVARD BUSINESS REVIEW’ 

Reward do-gooders? Editorial. (Favorable comments on David 
McCall's ‘Harvard Business Review’ article on urban problem- 
solving by business). 30 J//16 

Put profit into cures for social ills, McCall says. (Until problem- 
solving becomes profitable, the business community will not 
contribute toward curing social ills, says McCall in ‘Harvard 
Business Review’) 30 J//12 

Dietz identifies three types of brand manager. (In an article 
for ‘HBR’). 13 Ag/12 

‘Harvard Review’ hikes. 10 S/65 
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HARVEY RESEARCH ORGANIZATION 
Paper men, others should rely more on ads to sell. 20 Ag/52 
HATCH AGENCY 

Hatcher shop opens. 27 Ag/175 

HATE INC. 

Curmudgeons of the world, unite! 3 D/64 

HATTON, KNAUS & PARTNERS 

Gateway moves account to new Hatton agency. 15 Ja/8 

HAWAII 

Ten set $2,000,000 drive to reclaim touristry Waikiki. 

29 Ja/83 

HAYDEN PUBLISHING CO. 

Inserts for buyer groups offered by Hayden's ‘ED.’ 19 Mr/10 

Hayden's free ads launch ‘Gold Book.’ 29 0/76 

Hayden sales increase. 19 N/59 

HAYNES, MICHAEL 

The Winchester man—he can talk. H. Bernstein. 

23 Ji/6 

HEAD, RALPH (author) 

Ben Duffy—The Master Adman | Knew. 15 Ja/45 

‘HEAD SHOPS’ 

Oriental gewgaws, plants take over. 26 F/139 

HEALTH & BEAUTY AIDS 

Intimate Boutique samples previous mail order users. 

26 Mr/103 

H&BA section deserves support: BofA. 15 J/a/63 

Sassoon, tv spieler, adds own lines. 17 Je/80 

Hot lather units, curling irons will get major Yule drives. T. 
Rowan. (Report on new and old products displayed at Chicago's 
Housewares Exhibition). 76 J//3 

See also COSMETICS 

HEALTH FOODS 

See NATURAL FOODS 

HEALTH WARNINGS 

ASH petition is rejected as FTC seeks a wider cig ban. 

J. Revett. 29 Ja/3 

Cigaret makers, media share ad costs of warning. 29 Ja/62 

NARB turns down Kass on aspirin, Bauer complaints. 5 Mr/6 

CU asks o.t.c. ads include side effects. 17 Je/2 

Ad push on danger of hypertension set to start soon. 20 Ag/58 

Canadian group seeks warning in liquor ads. 24 D/8 

HEARST CORP. 

Boston papers renamed. 8 Ja/3 

Massi is new Hearst Corp. president. 5 Mr/55 

HEARST MAGAZINES 

‘HD’ book goes quarterly. 8 0/54 

HEINZ, H. J., CO. 

Heinz takes Help into eight states; big ad push set. 23 Ap/8 

Heinz tests vinegar. 6 Ag/14 

Book tells how Heinz picked ‘57.’ L. Edwards. 3 D/26 

HEISKELL, ANDREW 

Ten who made ad news in 1972. 8 Ja/2 

HELITZER ADVERTISING 

‘Zoo World’ picks Helitzer shop as its first agency. 27 Ag/190 

HELLAMS-McKNIGHT 

Renamed Hellams & Uliman. 18 Je/33 

HELMETS 

Helmet makers to drop safety claims. 20 Ag/56 

HENDON, DONALD W. 

Professor tells of harassment in his probe of tv clipping. J. Revett. 
(Hendon tells AMA of how the FCC, local tv stations, and his 
employer reacted to his campaign against clipping and double 
billing). 20 Ag/? 

HEPLER, CHARLES D. (author) 

There's a male in your market. (With 32 million women working, 
male buying influence is rising in the supermarket). 28 My/35 

HERBERT ARTHUR MORRIS ADVERTISING 

Morris shop ready to fold. 9 J//8 

Herbert Arthur trio joins Kameny as ‘creative team.’ 17 S/59 

HERFF JONES CO. 

Herff Jones okays Carnation merger. 29 0/52 

HERTZ CORP. 

Hertz offers PSA cardholders 20% off on car rental. 12 Mr/28 

Avis takes on Hertz again as Wizard battles ballpoint. 7 My/39 

Bates says it will ignore Avis in new Hertz drive. D. Grant. 

28 My/2 
Avis, Hertz ads take problem-solving approach. 29 0/16 


HERZBRUN, McMANUS & CO. 

Herzbrun affiliates with London agency. 7 J/a/24 

Herzbrun splits with McManus. 2 Ap/60 

HERZBRUN, ROBERT A. (author) 

Advertisers’ stocks outpsce the market fourth straight year. 
5 F/1 

Advertisers’ stocks slumped with market in ‘73 first quarter. 
14 My/1 

Advertisers’ stocks, most others, sluggish in first half of ‘73. 
13 Ag/1 

<r stocks rose in third quarter, but market rose more. 
19 N/1 

HESSELBART & MITTEN 

Don't kick that radial ply tire—buy On-the-Wheel. (On-tire air pres- 
sure gage introduced). 19 Mr/84 

HEUBLEIN INC., 

Heublein denies FTC Vintners buy complaint. 26 F/144 

Heublein to distribute Whiteley scotches in U.S. 26 Mr/96 

Heublein’s Steak Supreme goes after Prime Choice. 30 J//54 

If you're looking for a beer, Heublein will sell you Hamm. 6 Ag/3 

Free taps Asch shop. 20 Ag/55 

HEWLETT-PACKARD CO. 

Industrial marketer strikes it rich using direct mail. B. Stone. 
(H-P’s mini-calculator campaign cited). 12 F/41 

HEXACHLOROPHENE 

With the hex on PHisoHex, Sterling revives pHisoderm. 5 F/72 

Alberto sets heavy ad drive for new-formula FDS spray. 7? 0/3 

HI-TORQUE PUBLICATIONS INC. 

‘Feminine Fitness,’ ‘RV world’ set debuts. 12 Mr/50 

HIGHWAYS 

$4,000,000 for tv set by highway act. 27 Ag/165 

HITESHAW, FRANK M., & ASSOCIATES 

‘Western's World’ to increase frequency. 15 0/68 

HIVELY, VAN HULSTEYN & FEMAT 

Renamed Van Hulsteyn & Femat. 18 Je/110 

HODES, BERNARD, ADVERTISING 

Novack, accounts move to Hodes. 19 F/10 

HOEFER, DIETRICH & BROWN 

Hoefer/Amidei opens. 20 Ag/6 

Hoefer gets $4,000,000 NBI business. 27 Ag/8 

HOFFMAN, YORK, BAKER & JOHNSON 

Hoffman, York and KVPD reported ready to merge. 37 D/1? 

HOKE COMMUNICATIONS 

Hoke buys market guide. 5 F/20 

HOLIDAY CAMPAIGNS 

Hot lather units, curling irons will get major Yule drives. T. Rowan. 
16 Ji/3 

Longines begins Christmas drive. 29 0/32 

Fragrance marketers expect a joyous Noel. L. Baltera. 29 0/70 

HOLIDAY MAGIC INC. 

Holiday Magic is illegal; ordered to give cash refunds. 9 J//70 

HOLLAND, DONALD R. (author) 

The story of Voilney Palmer, the nation’s first agency man. 
23 Ap/107 

HOLLOWAY, M. J., & CO. 

Milk Duds ad positions it as longer lasting. 8 0/65 

HOMAN, ROBERT H. (author) 

Invention Group: A new way to develop new products. 9 J//49 

HOME BOX OFFICE 

Pro sports may be part of fare for N.Y. pay tv. J. Forkan. 23 J//18 

HOME FURNISHINGS 

See FURNITURE 

‘HOMECOM’ 

Advertising nears a big speed-up in communications innovation. 
E. B. Weiss. 19 Mr/52 

HOMER ADVERTISING LTD. 

Homer shop bows with two clients. 13 Ag/66 

HONOMICHL, JACK J. (author) 

Market research spending heading upward in ‘73. 8 Ja/2 

Public, irked by survey research, must be educated into cooper- 
ation. 15 Ja/49 

Whatever became of... ? An update on some of ‘72's research 
projects. (Updates on JWT's TGI, Neilsen’s Service Station 
Index, ARF’s open audit plan, and the CRIS). 26 F/154 

Nielsen vs. JWT: Research more lucrative than agency business? 
16 Ap/55 

Nixon's ‘72 election researchers stressed interviews, polls phone. 

(Research strategy behind ‘72 Presidential election). 4 Je/3 
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Market Facts’ success with controlled market tests attracts 
Neilsen. 8 0/3 

‘Professional research status’ is MRI's goal. 5 N/32 

How research relates to marketing process. 27 N/52 

Expect significant rise in ‘74 research outlays. 17 D/127 

Researchers’ salaries on rise, but research/sales ratio dips. 
31 D/2 

HOOKS, BENJAMIN 

Hooks tells broadcasters: Fight free press attacks. 29 Ja/32 

Self regulation better for kid tv, says FCC’s Hooks. 5 F/8 

HOOVER CO. 

Hoover back on net tv for ‘73 drive. 26 F/6 

HOPE, BOB 

Chapin back at JWT—for a visit. (Also, a report on JWT’s 
involvement with Bob Hope). 2 J//2 

HORMEL, GEO. A., & CO. 

Hormel sets new label program. 14 My/82 

Hormel uses Prima purchase to enter frozen food field. 4 Je/69 

Hot dog ads tell ingredient story as industry fights sales slow- 
down. L. Edwards. 6 Ag/2 

HOROSCOPE 

Bio-Rhythms uses print ad push.16 Ap/24 

Dial your horoscope and get—guess what?—an ad! 14 My/82 

HORTON, CHURCH & GOFF 

Horton, Church allies with London agency. 9 Ap/78 

HOSIERY 

No-Nonsense new Kayser pantyhose. 22 Ja/66 

Queensize push put at $3,000,000. (L’Eggs enters the oversize 
hosiery market). 29 Ja/60 

|. Miller mail order campaign pushes custom fit pantyhose. 
29 Ja/80 

Hanes First to Last budget pantyhose enters test market. 
19 Mr/28 

DuPont drive aids pantyhose with Lycra fiber. 27 My/97 

Monvelle new hoseiry fiber brand entry. 9 J//36 

Hanes ads to push legs’ re-emergence. 27 Ag/190 

L'Eggs enters N.Y., Hanes plans first national ads. 27 Ag/190 

HOT DOGS 

Hot dog ads tell ingredient story as industry fights sales slowdown. 
L. Edwards. 6 Ag/2 

HOUSE AGENCIES 

Monteil leaves Beebe for TL&K. 22 Ja/4 

Sperry unit cites saving with new house agency. 29 Ja/83 

Industrial ad structures changing. (Keith Warne, AIA president, 
predicts greater role for product managers & doom for in-house 
agencies.) 12 Mr/28 

Kroehler adds in-house agency. 13 Ag/66 

Syms sets house shop. 8 0/57 

Self rule needs more publicity; do-it-yourself trend growing. 
(Survey of how ANA members manage the advertisirig func- 
tion—in-house, media buying services, creative-only services, 
etc.). 5 N/1 

Dreher to close up shop; succumbs to Avon loss. 26 N/2 

HOUSEHOLD FINANCE CO. 

Consumer loan ads shift with changing society. L. Edwards. 
(Roundup of consumer finance industry). 23 Ap/3 

HOUSEWARES 

Housewares’ past told in new book. 27 My//26 

GE bullish on housewares; ad budget up. 37 D/22 

See also NATIONAL HOUSEWARES EXPOSITION 

HOUSTON 

FC&B trims Houston unit after losing Hughes. 2 Ap/4 

HOWARD, JOHN & HULBERT, JAMES 

Children’s ads, self concept themes need more regulation, authors 
say. (Summary of ‘Advertising & the Public Interest’). 72 Mr/1 

Complete text of the last chapter of ‘Advertising and the Public 
Interest." 12 Mr/4A 

A working document. Editorial. (‘Advg. & Public Interest’ is 
probably the best discussion available on FTC modern advg. 
practices hearings). 26 Mr/16 

HOWE, L. W., INC. 

Howe shop opens. 76 J//10 

HUCKSTERS 

See ADVERTISING IMAGE 

HUDSON PHARMACEUTICAL 

Hudson launches two. (Vitamin E oils). 25 Je/26 

HUGHES TELEVISION NETWORK 

Hughes net expands from sports, sees record half. 17 Je/16 


HUMBERT & JONES 

Humbert adds Milan. 7 Ja/25 

HUMOR 

NARB to consider guidelines for humor, fantasy in ads. J. Revett. 
1 Ja/2 

Straiton warns that humor isn't best for all ads. 12 N/46 

HUMPHREY BROWNING MACDOUGALL 

HBM sets up new public service unit in Boston. 23 Ap/4 

4A's picks Humphrey. 7 My/42 

Humphrey shop takes 8 Hatches. 25 Je/22 

Dutch Boy to Humphrey: paint Manoff fiery red. 12 N/8 

HUNT-WESSON FOODS INC. 

Big John’s entry pits Hunt against Gen’! Milis. H. Bernstein. 
15 Ja/1 

After a rough beginning, Gourmet corn goes national. 26 F/130 

NSI revamps ad unit under Epting, takes back Wesson. 
J. O'Connor. 26 N/1 

HUTTON, E. F., & CO. 

Big brokers plan no ad cut-backs; Wall St. names three uptown 
shops. 2 Ap/2 

HYGRADE FOOD PRODUCTS CORP. 

Hot dog ads tell ingredient story as industry fights sales slowdown. 
L. Edwards. 6 Ag/2 


IC INDUSTRIES 

Bubble Up to get six-week Chicago push. 12 N/36 

ITP CORP. 

ITP chooses Meltzer. 29 0/77 

ITT-CONTINENTAL BAKING CO. 

Wonder Bread decision stalls FTC drive for corrective ads. 

S. Cohen and N. Giges. 7 Ja/? 

Bread cast upon murky waters. Editorial. (AA hopes the FTC full 
commission will uphold the decision of its administrative judge. 
and allow the Wonder Bread case to drop). 8 Ja/18 

FTC staff begins fight to reverse decision in Wonder, Hostess 
cases. 5 F/2 

FTC staff appeal seeks corrective advertising in Wonder bread 
case. 23 Ap/2 

Judge rejects case against Chevron F-310 pollution ads. S. Cohen. 
14 My/1 

FTC to issue consent in Wonder case, drops Hi-C. 5 N/? 

FTC Wonder bread ruling dims future of corrective ads. S. Cohen. 
12 N/1 

No applause for FTC. Editorial. (AA raps FTC’s action in abandon- 
ing the Hi-C case and dropping charges against Wonder Bread). 
12 N/14 

ITT, Interstate testing new old-fashioned breads. V. Adams. 

12 N/60 

New FTC powers will only affect the clearly deceptive advertisers. 
S. Cohen. 26 N/4 

IBERIA AIR LINES 

Iberia pushes Sun-Plus trips. 30 Ap/39 

ICE CREAM 

See DAIRY PRODUCTS 

IDAHO POTATO COMMISSION 

Foote, Cone’s ‘salad’ adds Idaho sprouts. 26 Mr/90 

IGLOO CORP. 

Coca-Cola buys Igloo. 8 Ja/10 

ILLINOIS 

Environment group scores Com. Ed. ads. (Illinois utility ad cam- 
paign practices being investigated). 29 Ja/42 

IMPERIAL TOBACCO LTD. 

Imperial Tobacco develops cellulose filler for cigarets. 28 My/57 

INAUGURATION 

S&L, Eastern, Borden big inaugural buyers. J. Forkan. 8 Ja/57 

INDEPENDENT POSTAL SYSTEM OF AMERICA 

IPSA attacks fraud inquiry. 2 Ap/58 

IPSA prop’ty auctioned to pay tax debts. 75 0/98 

INDIANS 

Quiet Water rice bows. 8 0/62 

INDUSTRIAL ADVERTISING 

Special issue. 78 Je 

Book review: ‘How Industrial Advertising & Promotion can In- 
crease Marketing Power,’ by W. H. Grosse. 26 F/130 

Inserts for buyer groups offered by Hayden's ‘ED.’ 19 Mr/10 

Swift exec tells how ads help to develop products. 19 Mr/64 

VG sets trade ad intro for darkroomless photo printer. 9 Ap/44 
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Industrial Commission appoints JWT first shop. 14 My/30 

GE industrial product gets ‘personalized’ push. 14 My/51 

Industrial admen study new ways to reach market. 18 Je/3 

Industrial advertisers see changes in roles, approaches to market- 
ing. S. Feldman. 18 Je/3 

Industrial budgets on the upswing; execs seek methods to level 
curves. (Report on the effect of the changing economy on in- 
dustrial ad budgets}. 78 Je/3 

Increased supplier cost is serious problem for industrial adver- 
tisers. S. Feldman. (Report on the ‘73 AIA meet). 25 Je/3 

Advertising can exacerbate problems created by heavy demand, 
industrial men told. 2 J//55 

Typical industrial adman earns 32% above 5 years ago. 16 J//65 

AIA survey shows less of an adman, management gap. 13 Ag/66 

Agency men say feedback indicates uncertainty. 77 D/2 

INDUSTRIAL PRODUCTS 

Industrial cleaner sales seen headed for $1.6 billion. 717 D/31 

INGERSOLL, RALPH 

Ingersoll adds papers. 3 D/60 

INNER CITY MARKETING 

Book review: ‘Improving Inner City Marketing,’ by Alan Andreasen. 
26 F/130 

GF, Riceland zero in on inner city, hike shares. 23 Ap/22 

INSERTS 

Newspapers’ insert clutter, rising rates draw blasts at DMAA 
meeting. 5 Mr/3 

Inserts for buyer groups offered by Hayden's ‘ED.’ 19 Mr/10 

Newspaper preprint ads near 12 billion in 1972. 18 Je/33 

Direct marketers and trade books can benefit from pre-prints, too. 
B. Stone. 13 Ag/45 

How the newspaper medium is working for direct response ad- 
vertisers. B. Stone. 12 N/67 

‘Time’ insert ad features 2,653 covers. 17 D/130 

Expect lower insert volume. 37 D/26 

IN-SINK-ERATOR 

Convenience, cleanliness keep trash compactor market growing. 
T. Rowan. (Roundup of the compactor market). 9 Ap/87 

INSTITUTE FOR THE ADVANCEMENT OF SAILING 

‘Motorboat’ to bow. 10 S/75 

INSTITUTE FOR MOTIVATIONAL RESEARCH INC. 

Dichter leaves Institute, but takes jargon with him. 29 Ja/60 

Ashe appointed. 16 Ap/20 

Watergate offers ad opportunities: Dichter. 77 S/30 

See also DICHTER, ERNEST 

INSTITUTIONAL INVESTORS SYSTEMS 

Three financial publications set. 4 Je/64 

New books enter financial field, others reposition. 17 S/64 

INSTITUTIONAL PRODUCT NEWS INC. 

‘IPN’ goes monthly. 70 D/22 

IN-STORE PUBLICATIONS 

‘Homelife’ cuts circulation, rates due to paper shortage. 22 0/157 

INSURANCE 

Hartford stag comes to life for tv spots. 15 Ja/69 

Blue Cross shifts approach to gain small Ill. clients. 29 Ja/41 

Bur! Ives for Academy Life joins star spokesman ranks. 5 F/28 

Direct response insurer hits back. 5 F/28 

Blue Cross makes first net tv buy. 26 F/162 

Mail insurance may have to tell endorsers’ pay. 5 Mr/51 

Prudential to footnote its ‘piece of the rock’ ads. 9 Ap/16 

The advertising game vs. insurance and mutual funds. Editorial. 
(Criticism of advertising industry no less warranted than that of 
any other business; Equity Funding Corp. cited). 7 My/16 

A vexing question seeking an answer. S. Bernstein. (SRB asks 
how does a policyholder of a mutual co. benefit by co. 
expansion). 7 My/16. Readers respond. 4 Je/66 

Penn. insurance ad rules issued. 27 My/78 

Insurance ads use unpleasant scents. 20 Ag/53 

Continental push cites Allstate, State Farm in ads. 27 Ag/168 

Mass. readies new regulations on insurance ads. 10 S/60 

Metro Life sets bigger budget. 77 S/10 

NAIA sets broadcast. 7 0/59 

JWT to sell insurance interests. 75 0/2 

More controls for life insurance ads urged at LIAA. 22 0/113 

Adman Baker's idea in test: Slims earn insurance break. 22 0/128 

Three is a group says new tv ad for Mont. Blue Cross. 5 N/67 

‘Insurance’ to bow. 12 N/10 

Aetna opens shops in suburban malls. 26 N/59 


INTERMEDIA INC. 

Intermedia station sold. 15 0/94 

INTERNATIONAL 

See 
ADVERTISING, INTERNATIONAL 
ADVERTISING AGENCIES—INTERNATIONAL 
MARKETING, INTERNATIONAL 
MEDIA, INTERNATIONAL 
Individual Countries 

INTERNATIONAL ADVERTISING ASSN. 

Governments’ grip on marketing is world problem, IAA talks reveal. 
R. Bechtos. (Comments on Norway's consumer ombudsman and 
Market Council). 717 Je/? 

1AA chapter elects Demy. 17 Je/24 

McCaffrey, British MP clash over controls on political ads. R. 
Bechtos. (IAA World Congress; also, comments on the women’s 
lib movement and multinational corporations). 18 Je/2 

IAA unit picks slate. 9 J//12 

Ross named to head international ad group. 19 N/24 

|AA honors two. 26 N/26 

Yankee presence spurs multi-nat'ls. 26 N/28 

See also 
ADVERTISING, INTERNATIONAL 
ADVERTISING AGENCIES—INTERNATIONAL 

INTERNATIONAL AFFILIATIONS 

Marsteller, Chilton sign pact with Russian shop. 8 Ja/6 

INTERNATIONAL BROADCASTING AWARDS 

Y&R takes five IBA awards. 26 Mr/107 

INTERNATIONAL BUSINESS MACHINES CORP. 

Grumman ‘WSJ’ ad gets replies—including IBM's. 9 J//34 

INTERNATIONAL HARVESTER CO. 

Harvester plows under Y&R's spin-off scheme. 7 0/2 

INTERNATIONAL IDEAS INC. 

Harbert sets monthly. 26 F/154 

INTERNATIONAL NEWSPAPER ADVERTISING EXECUTIVES 

Government agencies work to stifle free enterprise, Gould tells 
INAE. J. O’Gara. 29 Ja/3 

INAE told to exercise more influence on news. (Major retailers told 
to be mindful of new stories that could be written about retail 
establishments). 29 Ja/3 

Neustadt, MR, NPC merger still shaky. 26 Mr/110 

Execs offer ways to help medium at INAE meeting. 30 J//55 

INTERNATIONAL NEWSPAPER PROMOTION ASSN. 

End ‘sacred cow’ promotions, upgrade titles, INPA urged. 

H. Bernstein. 28 My/3 

New INPA president sees total marketing for dailies. 28 My/56 

INTERNATIONAL PAPER CO. 

Newsprint grows short as strike hits big mill. (Reactions of 
newspaper publishers given as the largest newsprint producer's 
employes go on strike). 713 Ag/2. Correction 27 Ag/172 

INTERNATIONAL SCREEN ADVERTISING PRODUCERS ASSN. 

Producer group formed. 24 S/54 

INTERNATIONAL SILVER CO. 

Silver makers set drives. 1 0/54 

INTERNATIONAL SIX DAY TRIALS 

Four sign for motorcycle race. 23 J//62 

INTERNATIONAL TELEPHONE & TELEGRAPH CORP. 

ITT ads top $93 million in ‘72 budget. 7 My/82 

Mobil, ITT Andy winners. D. Grant. 4 Je/3 

See also ITT-CONTINENTAL BAKING CO. 

INTERPUBLIC GROUP OF COS. 

Interpublic leads agency pr effort 
to woo Wall St. D. Grant. 79 F/1 

Interpublic earnings up. 26 F/6 

Women snub Interpublic board, Foley says. 30 Ap/3 

Healy to honorary chairman; recalls Interpublic’s past. 7 My/26 

Interpublic to buy Grant's Africa shops. 15 0/95 

JWT, Interpublic nine-months’ earnings rise. 5 N/79 

INTERSTATE BRANDS CORP. 

ITT, Interstate testing old-fashion breads. V. Adams. 12 N/60 

INTERTRAVEL INC. 

Intertravel established. 29 Ja/61 

INTEX PRODUCTS 

Texize founder starts new venture; Grease Relief is first Intex 
product. R. Crain. 30 Ap/1 

INTIMATE BOUTIQUE 

Intimate Boutique samples previous mail order users. 26 A4r/103 
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INVENTION GROUP 

Invention Group: A new way to develop new products. R. Homan. 
(A specialist offers a technique for developing new products). 
9 Ji/49 

IRELAND 

Irish herald EEC tie with big ‘WSJ’ buy. 8 Ja/63 

Irish admen shun EEC standardizing of unfairness law. (Ad industry 
since Ireland's entry into the Common Market). 4 Je/58 

IRON CURTAIN 

See EAST EUROPE 

ISIDORE, TONY (author) 

‘Bloodiess’ commercials hurt today’s tv. 24 S/24 

ISIDORE LEFKOWITZ ELGORT 

Isidore sets own agency with two other Lois execs. 27 My/70 

‘Unclassy,’ charges Lois as ex-LHC trio gei Tuborg beer. 9 J//12 

Isidore gets A&P creative chores. 13 Ag/58 

ISRAEL 

Israeli ad outlay rose 29% in 1972. 9 Ap/78 

Israeli admen rap proposed cigaret ad law. 30 Ap/68 

Israeli advertising hits new highs. B. Halpern. 18 Je/44 

Nathan's peace ship radio is taking ads for Israelis. 9 J//32 

Mideast war trims Israeli ad activities. B. Halpern. 15 0/8 

Israeli agencies hit hard by cuts. 29 0/8 

Israeli ad group creates campaign to improve morale. 31 D/28 

ITALY 

British EEC entry to hike Italy trade. A. & Wm. Carnahan. 4 Je/63 

Italians curtail ad lighting, effect some earlier closings. 10 D/56 


JGE 

The story is, Jerry plans nationwide growth. M. Christopher. 
15 0/42 

JS&A NATIONAL SALES GROUP 

Twin ads draw well for JS&A. (Two mini-calculator ads run in 
different sections of the same Wall St. Journal). 26 F/70 

JACK-IN-THE-BOX 

See FOODMAKER INC. 

JACKSON, CHARLES, ADVERTISING 

Jackson Advertising forms outdoor unit. 2 Ap/53 

JACKSON, HENRY (Sen.) 

Ten who made ad news in 1973. 77 D/2 

See U.S. CONGRESS 

JACKSON BREWING CO. 

Jackson picks Reiner. 9 Ap/37 

Hop‘n Gator reintroduced in N.Y.; Jax exec hop’n mad at KM&G 
shift. 27 My/2 

Jax will go slow with agency pick. 77 Je/69 

JACOBSON ADVERTISING AGENCY 

Jacobson agency sold. 4 Je/8 

JACOBSON/WALLACE INC. 

Keating, Klein buy shop. 3 D/42 

JAEGI, RAYMOND, ADVERTISING 

‘College Store’ to bow. 16 J//56 

JAFFE, JUD, ADVERTISING 

Jaffe opens agency. 23 Ap/36 

JAMIESON FILM CO. 

Early movies to tv commercials—trise and fall of a film company. 
S. Kuehn. 29 0/43 

JAMS, JELLIES & PRESERVES 

Bama moves North with jelly line. 23 J//75 

JANTZEN INC. 

Jantzen again uses celebs. 15 0/96 

JAPAN 

Fast foods invade changed Japan. L. Link. (Analysis of the 
Japanese market and its expansion into European markets). 
4 Je/23 

Australia hustles to replace lost EEC trade; ad growth off. L. 
Blanket. (Advertising and marketing analysis; relationship with 
Japan cited). 4 Je/40 

Japanese marketers regroup after devaluation. L. Link. 78 Je/88 

Ajinomoto GF set. 13 Ag/65 

Japan agency link may shift ad power balance. R. Bechtos. 
(Hakuhodo and Daiko complete an affiliation agreement). 20 Ag/4 

Beecham set to sell drugs to Japan. 27 Ag/180 

Marsteller in Japan venture. 7 0/26 

Japanese pasta gets tv ads. 15 0/74 

Dow Jones to market Japanese newspaper. 29 0/67 

Y&R gets Dr Pepper. 19 N/26 


Botsford, Tokyo shop joins forces. 19 N/65 

Dr Pepper enters Japanese market; Okinawa is next. 10 D/75 

JAPAN AIR LINES 

Ketchum uses postage-free coupon for JAL campaign. 15 Ja/29 

New JAL ads pick out the business man. 13 Ag/27 

JEEP CORP. 

See AMERICAN MOTORS CORP. 

JEFFERSON-PILOT BROADCASTING CO. 

Jefferson to buy. 7 0/23 

JENNINGS ADVERTISING AGENCY 

Jennings agency bows. 23 Ap/35 

JENNINGS & THOMPSON 

FC&B to acquire Phoenix agency. 8 Ja/8 

JERGENS, ANDREW, CO. INC. 

Dow in major bid for hand lotion market share. V. Adams. 
22 0/2 

JEWEL FOOD STORES 

Jewel sells extender for ground meat. 27 My/30 

JEWELRY 

Jeweler testing mail order gems in ‘Digest’ Ad. 16 Ap/20 

Ad works too well for jeweler’s wife. 27 Ag/22 

JOCAR INC. 

Skin-Sees tattoo is the new art form among cometics. L. Baltera. 
26 F/161 

JOCKEY MENSWEAR 

Yogi's son runs afoul of NCAA for skivvies ad. 15 0/94 

JOHNSON, HOWARD, CO. 

Toastees adds flavor. 8 0/34 

Johnson's casseroles born in New England. 17 D/109 

Johnson talks about his business interests. 15 0/6 

JOHNSON, LYNDON BAINES 

LBJ: His famed arm-twisting tactics gained consumerists many 
victories. S. Cohen. 29 Ja/4 

JOHNSON, NICHOLAUS 

Johnson finds more than 12 ad minutes an hour s.o.p. (FCC's 
Johnson makes public ‘Broadcasting in America,’ a detailed 
report on 144 tv stations and degree of commercialization, 
programing, and ownership). 9 J//1 

FCC votes for RKO station; Johnson out. 10 D/8& 

JOHNSON & JOHNSON 

Scott's diaper problem again linked to design. (Also, J&J's 
disposable diapers increasing buildup). 29 Ja/40 

Competitors with tv okay to challenge Confidets. M. Christopher. 
16 Ap/1 

J&J offers camera, dolls. 14 My/47 

JOHNSON PRODUCTS CO. 

George Johnson pulls ad in tiff with John Johnson. T. Rowan. 
7 My/10 

JOHNSON PUBLISHING CO 

‘Ebony Jr.’ unveiled. 30 Ap/68 

George Johnson pulls ad in tiff with John Johnson. T. Rowan. 
7 My/10 

Johnson tells black execs: Switch from white firms. 28 My/1 

More jobs for blacks. Editorial. (White institutions should do more 
to promote blacks in business). 4 Je/14 

Blacks trust black media over white, ‘Ebony’ study finds. 17 Je/6 

Fashion Fair goes national. L. Baltera. 27 Ag/183 

Johnson talks about his business interests. 15 0/6 

JOHNSON, S.C., & SON 

Calgon takes small step into competitive arena; sofetner ad hits 
Downy. N. Giges. 22 Ja/? 

Lawn care people use print, radio; all are optimistic for ‘73 sales 
rise. V. Adams. 2 Ap/3 

Johnson pushes product difference as Step Saver pursues Mop & 
Glo. M. Popa. (Roundup of floor care market). 23 Ap/2 

Johnson adds Ogilvy in $7,000,000-plus shift; all shops get 
‘projects.’ 28 My/3 

Johnson repositioning Rain Barrel. 13 Ag/2 

Behold winner in new ads. 29 0/76 

S.C. Johnson ends 43 years at NH&S; Burnett gets some. 17 D/1 

JONES, MARY GARDINER 

FTC heading into exciting period, says departing Commissioner 
Jones. S. Cohen. 15 0/46 

JONES & WETHERHOLD INC. 

Jones & Wetherhold set. 15 0/40 

JOURNAL CO. 

Journal Co. buys own stock for employes. 7 0/6 
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JOURNALISM 

Smithsonian's adiess view of press points up lack of good 
spokesmen. S. Cohen. 7 My/12 

National News Council names board members. 28 My/46 

Common carrier journalism. Editorial. (CBS’s decision to eliminate 
‘instant analysis’ after Presidential broadcasts is a journalistic 
cop out). 18 Je/14 

JOVAN INC. 

Jovan adds two emollients, will promote Hunting Kit. 26 F/141 

JUDGE, CURTIS 

Shape up: Lorillard’s Judge to OAAA. 12 N/10 

JUHL ADVERTISING AGENCY 

Juhl sets radio-tv unit. 70 D/59 

JUICES 

Citrus juices set for tv, print ads. 72 F/46 

New drive touts orange juice as smart food buy. 27 Ag/190 

Chiquita 0.j., canned yogurt begin tests. 715 0/30 

Minute Maid chilled fights for N.Y. share. 17 D/34 

See also BEVERAGES 


KAISER BROADCASTING CORP. 

Kaiser, Field finalize uhf tv partnership. 9 J//86 

Kaiser seeks test of program-length commercials. 1 O/7 

Kaiser sales unit to get $1,000,000-plus support. 22 0/158 

Kaiser buys time on competition to promote fall program fare. 
12 N/26 

Block named at Kaiser. 24 D/8& 

KAL KAN FOODS INC. 

NARB panel takes hard stance on Kal Kan ad claim. 29 Ja/1 

Purina, Alpo battle turns into dog fight as spots air. 72 Mr/1 

KALE LABORATORIES 

Making Love big hit, says man who invented it. H. Bernstein. 
(Success story of Kale Lab’s ‘Making Love’ body lotion). 
9 JI/10 

KALLIR, PHILIPS, ROSS INC. 

Kallir puzzled by Fisons’ agency shift. 717 D/116 

KALLISH & RICE 

Marsteller, others report good ‘72. 7 Ja/8 

KALMBACH PUBLISHING CO. 

‘Airliners’ launched. 30 Ap/22 

KAMENY ASSOCIATES 

Herbert Arthur trio joins Kameny as ‘creative team.’ 17 S/59 

KANE, WILLIAM J. 

Ten who made ad news in 1972. 8 Ja/2 

KAPSACK & MODICA ADVERTISING 

Kapsack & Modica shop formed by merger. 10 D/66 

KASS, BENNY L. 

Kass asks Bauer resign from NARB for ITT help. 72 F/2 

NARB turns down Kass on aspirin, Bauer complaints. 5 Mr/6 

Foreclosed homeowners get ad refund from ‘Star-News.’ 72 N/83 

Senator asks NARB support against ‘deceptive’ energy ads. 3 D/? 

NARB invites Kass in. Editorial. (AA praises Benny Kass, new 
public member of the steering committee of the NARB.) 
10 D/16 

KATZ AGENCY 

Topheavy with Katz outlets, Media Payment hopes to attract new 
customers. 27 My/46 

KATZ RADIO 

Katz taps Agovino. 24 D/22 

KAUFMAN, HENRY J., & ASSOCIATES 

FDA picks JWT, Kaufman for labeling, drug ad campaigns. 7 0/70 

KAY, NATHAN 

Now Beauty Boutique, sampling idea growing. H. Bernstein. 
22 0/126 

KAYSER-ROTH CORP. 

No-Nonsense new Kayser pantyhose. 22 Ja/66 

Kayser-Roth sets footwear drive. 20 Ag/25 

See also CATALINA DIVISION 

KEEBLER CO. 

Larkin named Keebler head. 8 Ja/57 

KEEP AMERICA BEAUTIFUL INC. 

Keep America Beautiful ads offer pollution solutions. 17 S/36 

KEITH, NANCY, INC. 

Ward testing gourmet line of bar candy. 3 S/8 

KELLEY, EDWARD W. 

Ten who made ad news in 1973. 17 D/2 


KELLOGG CO. 

AAF hears Schick, Kellogg responses to consumerism. S. Cohen. 
5 F/1 

Kellogg, Gen’! Mills will testify before Senate committee. S. Cohen. 
12 Mr/1 

What to say about nutrition? Editorial. (What to say about 
nutrition and how to do the job are the challenges facing those 
who pick up the responsibility for nutritional education). 
19 Mr/14 

JWT and Kellogg settle out of court with British girl. (Unmarried 
British woman shown as pregnant in a Kellogg ad sues the 
co. and its agency, JWT). 27 Ag/189 

Kellogg moves out with own natural entry. L. Edwards. 15 O/7 

Florida Citrus, Kellogg set joint promotion effort. 3 D/82 

KELLY, NASON INC 

Food Fair Stores assigns creative to Kelly, Nason. 8 Ja/10 

Kelly, Nason to market Breakfast in Bread idea. V. Adams. 4 Je/64 

Five N.Y. shops fill top positions. 4 Je/98 

Kelly sets pr unit. 76 J//10 

KENDALL REFINING CO. 

Kendall sets retail move. 7 My/42. Correction 14 My/98 

KENNEDY, JOHN J. (author) 

What to do when you get fired. 2 Ap/39 

What to do if you want to switch jobs. 14 My/66 

KENTILE FLOORS INC. 

Kentile picks Case. 12 N/36 

KENTUCKY FRIED CHICKEN CORP. 

McDonald's takes fast-food lead. J. Maxwell. 14 My/93 

‘Disaster’ hits Europe—also Wimpy. P. Borden. 4 Je/23 

Fast foods invade changed Japan. L. Link. 4 Je/23 

Fast food men hold the line on ads despite beef shortage. 6 Ag/? 

Pinch not hurting us, say McDonald's, KFC. 70 D/8 

KENYON & ECKHARDT INC. 

K&E sets internat'l moves. 14 My/69 

Philco cites conflict in move to K&E. 28 My/18 

Fedders goes back to K&E. 6 Ag/&8 

K&E glad it retained Chile office. R. Bechtos. 77 S/2 

K&E’s loss of Shell oil tied to budget cutbacks. 24 S/2 

KERSHAW, ANDREW (author) 

Living with David Ogilvy. 25 Je/35 

KERT, NORMAN 

Hotline adman Kert fills the info gap for Canada consumer. 3 S/37 

KETCHUM, MACLEOD & GROVE INC. 

Ketchum uses postage-free coupon for JAL campaign. 15 Ja/29 

KM&G Int'l billings up 20%. 23 Ap/36 

KM&G exec says in-house training belies Grayson’s view of 
secretaries. J. O'Gara. 23 Ap/143 

Hop’n Gator reintroduced in N.Y.; Jax exec hop'n mad at KM&G 
shift. 27 My/2 

PPG and Ketchum win two AIA awards. 16 J//20 

KEYSTONE DIVISION 

See BERKEY PHOTO'S KEYSTONE DIVISION 

KICKBACKS 

See CORRUPTION 

KIMBERLY-CLARK CORP. 

New Kimberly-Clark president plans diaper, towel, hygiene share 
growth. L. Edwards. 19 F/4 

Kimberly-Clark mini-pad launched. 27 My/94 

Kimberly cuts Teri price to battle towel leaders. L. Edwards. 
4 Je/2 

Kimberly, FC&B celebrating 50th anniversary. 29 O/6 

KING, BILLIE JEAN 

Tennis boosts ABC in first demographic ratings. M. Christopher. 
22 0/1 

KING, LEE, & PARTNERS 

King & Partners take Weiss helm. 76 Ap/8 

Loose A-C billings given to three. 14 My/8 

Swift unit names King: price freeze may curtail ads. 2 J//53 

KING-SEELEY THERMOS CO. 

Roughnecks push set. 27 My/80 

Structo readies tv. 4 Je/84 

KIRKPATRICK, MILES 

Kirkpatrick hails ad role. § N/75 

KITCHENS OF SARA LEE 

Ingredients highlighted in newest Sara Lee tv ad push. 23 Ap/146 

Sara Lee adds B&B; cites conflict with TL&K accounts. 25 Je/4 

KLAU-VAN PIETERSOM-DUNLAP INC. 

Kallas buys researcher. 3 D/76 


| 
| 
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Hoffman, York and KVPD reported ready to merge. 37 D/? 

KLEE & CO. 

Klee liquidation will not affect Burton Sohigian. 27 Ag/183 

KLEIN, JULES L., ADVERTISING 

Barlow/Johnson merges with Klein. 17 D/108 

KLINE, CHARLES H., & CO. 

Househoid items shipments rose, ‘73 estimates show. (includes 
estimated domestic sales of household cleaning products by 
leading companies, 1972.) 19 N/26 

KNAUER, VIRGINIA H. 

Consumerism still in budget. (Knauer’s consumer unit shifted to 
HEW: all consumer agencies have at least as much money as 
last year for consumer activities). 5 F/69 

Latest White House food price ‘war’ may lead to more meaningful 
inquiry. S. Cohen. 26 Mr/14 

Mail order complaints on the rise: Knauer; White House will help. 
S. Feldman. 22 0/3 

KNIGHT NEWSPAPERS INC. 

Knight to buy 3 newspapers. 7 0/65 

Knight buys 5 papers. 22 0/155 

KNOX REEVES ADVERTISING 

Gen’! Mills $8,500,000 chunk leaves Knox Reeves. (WRG, 
Campbell-Mithun and NH&S share consumer product assign- 
ments). 26 F/7 

Knox Reeves selects Bell as president. 23 Ap/8 

KNUDSEN, GRIDER & HOWE 

Renamed Knudsen, Gardner & Howe. 25 Je/65 

KONA COMMUNICATIONS 

Fleet publication's single-advertiser quarterly bows. 6 Ag/56 

KORDA, REVA (author) 

How to get the most out of creative people. 4 Je/75 

KOREA 

Korea ad booklet bows. 3 S/44 

Korea ad field will grow, Culver’s Asia exec says. 17 S/32 

Gov'ts and marketers abroad try to cope with energy bind. 3 D/3 

KRACHT, RYDER, MINICUS 

Kracht, Ryder is folding: cites losses, space glut. 14 My/8 

KRAFT FOODS 

Kraft joins add-the-meat dinner fray. 22 Ja/? 

Kraft going into new major markets with its liquid Parkay 
margarine. V. Adams. 12 F/3 

Margarine makers have their eyes on Promise. N. Giges. 9 Ap/3 

Great beginnings, dry dressing from Kraft, to roll out. 27 My/42 

Borden joins others in toaster sandwich tests, despite category's 
past. L. Edwards. 25 Je/3 

Breakfast Squares go into Northeast Markets. (In competition with 
Kraft's UP’n AT'm). 23 J//1 

KRAFTCO CORP. 

Green named to new post at Kraftco. 30 Ap/8& 

KRAMER/COLONY ASSOCIATES 

Syndication group offers circulars for photodealers. 16 Ap/30 

KROEHLER MANUFACTURING CO. 

Kroehler adds in-house agency. 13 Ag/66 

KROGER CO. 

Ground beef with soy hot new item as shoppers seek meat price 
relief. V. Adams. 7 My/3 

Kroger region quits stamps; adopting discount pricing. 5 N/58 

KUEHN, SHELLY (author) 

Early movies to tv commercials—trise and fall of a film company. 
29 0/43 

KURNIT, SHEPARD 

Kurnit, others contend U.S. lock on creativity in ads has been 
broken. 30 J//2 

Bloede, Kurnit urge nets to continue tv Watergate coverage. 

17 S/3 
KURTIS/VARON ADVERTISING 
Jerron, Varon merge. 1 0/68 


LA MAUR INC. 

La Maur wins contest for the abandoned Ipana trademark. S. 
Diamond. 2 Ap/38 

LABELING 

Info labels are pack show highlight. L. Edwards. (Promotional 
offers on the package equally scrutinized). 27 My/37 

LABELING, INGREDIENT 

Giant move spurs o-t-c label listings. 1 Ja/24 


FDA's final rules hit some health food ads. 6 Ag/8 

Four awaiting FDA hygiene spray rules. 17 Je/8 

Having straightened their own house, o-t-c men worry less about 
controls. S. Cohen. 8 0/4 

Consumerists ask content disclosure. 26 N/24 

LABELING, NUTRITIONAL 

New FDA rules: Tell all on labels if food ads talk about nutrition. 
J. Revett. 22 Ja/3 

Quaker supports FDA food labeling proposals. 2 Ap/40 

Hormel sets new label program. 14 My/82 

Hawaiian Punch will use affirmative disclosure in FTC ad settlement. 
21 My/1 

John’s pizza repositioned as full meal. 1 0/32 

FDA picks JWT, Kaufman for labeling, drug ad campaigns. 7 0/70 

Shoppers get too much data, Stokes contends. 15 0/96 

LABOR UNIONS 

NAB sets its defense to AFTRA suit. (Also, Court rules Wm. 
Buckley does not have to join the union to work on tv). 29 Ja/8O 

Oil union seeks Shell boycott via print, outdoor ads. 12 Mr/26 

Butchers’ union tells its side in print ad drive. 27 My/37 

Teamsters bid to organize Thompson's Chicago office. T. Rowan. 
16 Ji/1 

JWT and the Teamsters. Editorial. (Agency personnel are more 
than just ‘per-hour’ employees; deep understanding of the 
creative process and the unusual hours and committments to 
clients is necessary—Teamsters show a lack of this under- 
standing.) 30 J//16 

Teamsters to hold off on JWT election. 20 Ag/48 

How labor uses advertising. 27 N/168 

LACY, N. LEE, ASSOCIATES 

It's summer and fall boom for tv production houses. J. Forkan. 
24 S/27 

LADD/WELLS/PRESBA ADVERTISING 

Ladd/Wells merges with Presba-Muench. 72 N/102 

LAIBLE, HENDERSON INC. 

Renamed Laible, Boelter & Co. 17 Je/10 

LAMPERT AGENCY 

Lampert names Wurtzel president. 23 J//8 

LAND DEVELOPERS 

Land owners with urge to sell now have a medium. 72 F/10 

U.S. sets strict guides for land development ads. 10 S/74 

LANDEY, MARTIN (author) 

The story of Mennen E: Failure or victim of bureaucracy? 15 0/55 

LANDEY, MARTIN/ARLOW ADVERTISING 

Coty goes to Landey shop. 20 Ag/55 

LANDMARK COMMUNICATIONS 

Landmark buys papers. 8 0/45 

LANDO INC. 

Lando, Bishopric join, will bill $24,000,000. (Renamed Lando/ 
Bishopric.) 29 Ja/84 

LANDOR, WALTER (author) 

How banks can beat the identity crisis. 22 0/175 

LANE, LAURENCE W., Jr. 

Magazines are healthy, Lane says. 29 0/74 

LANE MAGAZINE & BOOK CO. 

Home improvement book set for fall debut. 29 Ja/80 

LANSING, J.B., SOUND INC. 

Professional speaker a hit, so JBL copies. promotes it. 26 F/137 

LANVIN-CHARLES OF THE RITZ INC. 

Laurent men’s line bows with print push. 16 Ap/55 

Moore heads Laurent clothing division. 29 0/52 

LAPHAM, LEWIS (author) 

The precarious Eden. (Watching tv commercials is like looking at 
an image of an ideal world.) 27 N/198 

LARKIN, ARTHUR E., JR. 

Larkin named Keebler head. 8 Ja/57 

LASKER, H. PETER 

Lasker blasts FC&B bonus; Stern replies. 20 Ag/2 

LATIN AMERICA 

Pan Am barters for tv special in Hispanic markets. 29 Ja/64 

LAUNDRY PRODUCTS 

Calgon takes small step into competitive arena; softener ad hits 
Downy. N. Giges. 22 Ja/? 

Borateem Plus, a bleach substitute, getting tv effort. 29 Ja/70 

Snowy Bleach is going after No. 1, Snowy Bleach. 79 Mr/38 

Texize guarantee spearheads push for Spray ‘'n Wash. 79 Mr/40 

Texize founder starts new venture; Grease Relief is first Intex 

product. R. Crain. 30 Ap/? 
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Great Circle new entry into fabric softener field. 2 J//2 
Johnson repositioning Rain Barrel. (Includes names of new fabric 
softener products currently being tested). 73 Ag/2 
Free ‘n Soft rolling out; P&G Bounce still tests. 20 Ag/2 
Cling Free problems cast doubt on future for dryer softeners. 
V. Adams. 19 N/3 
Household items shipments rose, ‘73 estimates show. 19 N/26 
Australian group studies laundry powder standards. 10 D/52 
LAVEY/WOLFF/SWIFT 
Miles unit, Rystan pick Lavey/Wolff. 8 Ja/63 
‘Buy generic’ drug ad sparks rebuttal. 5 NV/66 
LAVIN, LEONARD 
Ten who made ad news in 1972. 8 Ja/2 
LAW 
See LEGAL SERVICES ADVERTISING 
LEGAL ACTIONS 
LAWN CARE 
See GARDEN & LAWN PRODUCTS 
LAWRENCE, MARY WELLS 
Entrenched brands attract buyers, says Mary Wells. 10 D/43 
LAWRY’S FOOD INC. 
Lawry's offers low-cost recipes in test print ad. 30 Ap/39 
LEA & PERRINS INC. 
Lea & Perrins Big Ben meat sauce bows. 13 Ag/24 
LEAR SIEGLER INC. 
Helmet makers to drop safety claims. 20 Ag/56 
LEE, H.D., CO. 
Lee posters ape classics. 4 Je/88 
LEGAL ACTIONS 
‘Relax’ is launched as injunction attempt fails. 8 Ja/20 
Vegetarians will go to court over Oscar Mayer ads. 22 Ja/26 
NAB sets its defense to AFTRA suit. (AFTRA challenges code rules 
denying kid tv hosts from endorsing products in commercials 
in or adjacent to their own shows; also, Court rules Wm. 
Buckley does not have to join the union to work on tv). 29 Ja/80O 
J.B.Williams appeals fine, wants trial on Geritol ads. N Giges. 
29 Ja/1 
Amana files with FTC on CU report. 9 Ap/& 
Nets insist client liable for bills; here’s how agencies avoid issue. 
M. Christopher. 9 Ap/16 
Holiday Magic is illegal; ordered to give cash refunds. 9 J//70 
Court sets fine in ‘gas misers’ false ad case. 23 J//27 
Louisville paper wins first round in ad refusal suit. 23 J//74 
Court decisions slow consumerists in ad cases, but give FTC 
mandate. S. Cohen. (Lawsuits by consumerists to stop false 
ads are rejected by courts, while FTC’s authoritative role is 
recognized). 13 Ag/14 
‘Rx Sports & Travel’ drops ‘Relax’ suit. 27 Ag/184 
Suit against Schick could put off NARB panel review. J. O'Connor. 
24 S/8 
Federal policy favoring imitation overrides ‘Hazel's’ private interests. 
S. Diamond. 17 0/44 
Field papers sue Tuesday. 7 0/65 
NARB to proceed on Schick. (Despite civil suit filed by Sperry 
Rand). 7 0/65 
Schick asking nets to stop Remington ad. 8 0/65 
Money hath means to soothe injured. 15 0/95 
IPSA prop’ty auctioned to pay tax debts. 75 0/98 
ComCorp drops suit. 22 0/16 
Airlines against ads saying that you could get bumped. 29 O/2 
NBC-TV sued for refusing movie ads. 12 N/2 
Foreclosed homeowners get ad refund from ‘Star-News.’ 12 N/83 
Clairol is awarded $20,000 for ‘knock-off’ of container design. 
S. Diamond. 3 D/52 
Chait fined; says it paid kickbacks. 3 D/82 
Retailer's attorney fears precedent in D.C. false ad case. 17 D/32 
Philip Morris denies race idea was stolen. 17 D/119 
Supreme Court's ruling inhibits class action, slows up consumerists. 
24 D/3 
Ad specialties exec convicted of extortion. 37 D/22 
See also ANTI-TRUST 
LEGAL ROLE 
Emery urges attention to legal details. 30 J//12 
LEGAL SERVICES ADVERTISING 
Lawyer urges advertising to inform on legal rights. (Hofstra law 
dean sees a place for advertising to get clients in the legal 
profession). 13 Ag/28 


LEGISLATION 
Little cigars face new ad strictures. 8 Ja/1 
Moss plans to introduce broadcast bill of rights. 8 Ja/8 
Whitehead ‘optimistic’ on Nixon broadcast bill. M. Christopher. 
29 Ja/1 
Dodge tackles Clean Air Act. 26 F/136 
Complete text of the last chapter of ‘Advertising and the Public 
Interest,’ an analysis of the FTC’s hearings on modern advertising 
practices. 12 Mr/78A 
NAB to resist ‘institute bill’; Moss staff revising. 2 Ap/57 
Kelley told: No tv for Dutch Treats. 9 Ap/? 
Warranty/FTC bill okayed; Moss readies two new plans. 9 Ap/86 
Little cigar ban passes Senate; act on move to House. 16 Ap/3 
The Dutch Treats ‘treatment’. Editorial. (Let little cigars advertise 
on tv). 16 Ap/16 
Consolidated goes ahead with tv campaign for Dutch Treats. 
J. O'Connor. 23 Ap/1 
Little cigar bill to House; Consolidated exec resigns. 7 My/8 
Little cigar bill mired in House telks. J. Revett. 28 My/3 
Gasoline dealers’ ‘day-in-court’ bill slips through Senate. S. Cohen. 
11 Je/75 
House postal bill offers slower hikes, aid to media. 25 Je/1 
FTC wins octane appeal, seen as green light for trade regulation 
rules. S. Cohen. 2 J//3 
House quashes bili to ease rate boost phase in. 30 J//6 
Macdonald seeks early blackout lift. 6 Ag/8 
Congress fails to get outdoor info signs in road bill. 13 Ag/36 
Opponents set maneuver to block payment to Cotton Inc. 13 Ag/62 
Simpson cigaret safety suggestion sets stage for new industry 
battle. J. Revett. (CPSC’s Simpson says tar & nicotine standards 
may be established and brands not meeting them would be 
taken off the market; tobacco industry reacts). 27 Ag/2 
$4,000,000 for tv set by highway act. 27 Ag/165 
Tv license renewal bill may help newspapers’ stations. J. Revett. 
24 S/3 
Domestic charter bill may hypo air budgets. 7 0/10 
Cotton Inc. to lose U.S. ad subsidy. 1 0/67 
Measures to strengthen FTC are hitchhiking on Pipeline bill. 8 O/7 
NARB stands fast. Editorial. (While AA lauds the NARB for 
pursuing the Schick Flexamatic matter, it also urges that some 
definitive industry guidelines emerge from these lengthy 
proceedings). 8 0/14 
Senate bill would unify gov't tourism efforts, increase ad expendi- 
ture. 15 0/3 
Pipeline goes ahead—with FTC riders. 29 0/8 
Ad curbs in new energy bills could mean widespread ban. J. Revett. 
19 N/1 
FTC gets new muscle with enactment of pipeline bill. S. Cohen. 
(Also, more on the Warranty/FTC Improvement Bill.) 719 N/3 
Groups press for pullout of energy bill ad strictures. J. Revett. 
26 N/1 
LEHN & FINK PRODUCTS CO. 
Johnson pushes product difference as Step Saver pursues Mop & 
Glo. M. Popa. (Roundup of floor care market). 23 Ap/2 
Lysol fights new Listerol with lawsuit. J. O'Connor. 19 N/1 
LEISURE CONCEPTS INC. 
What's in a name? Money, says LCI’s Weston. F. Danzig. 29 0/36 
LEISURE & RECREATION GROUP 
Leisure & Recreation sets ‘Gamblers World’. 9 Ap/66 
‘Gamblers’ World’ bows with 16-plus ad pages. 5 N/58 
LENNEN & NEWELL 
Nets insist clients liable for bills; here’s how agencies avoid issue. 
M. Christopher. 9 Ap/16 
LENOX CRYSTAL 
Doulton credits 5% share gain to ad comparing its china with 
Lenox line. 5 F/4 
LENOX PLASTICS 
Renamed Lexington United. 20 Ag/25 
LEVER BROS. 
Lever tests Pears soap. 12 Mr/78 
Margarine makers have their eyes on Promise. N. Giges. 9 Ap/3 
Outlook for whiteners dims as Lever's Aim tops new dentrifice 
entries. N. Giges. 4 Je/7 
Close-up in new premium drive to spur share growth. 24 S/3 
Thurm leaving Lever ad post to join ANA office in Washington. 
8 O/1 
Lever in midst of big companywide revamp. 5 N/1 
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LEVINE, HUNTLEY, SCHMIDT 

Shift from dress shop pays off for Levine, Huntiey, Schmidt. 
F. Danzig. 117 Je/43 

Big Sky above reproach now. 2 J//53 

LEVITZ FURNITURE CORP. 

Levitz sets big revamp. 12 F/46 

Levitz takes ad to rebut charges by att’y general. 5 Mr/55 

Levitz slashes ad budget to improve sagging profits. 2 J//49 

‘Regular’ prices take a kicking. S. Bernstein. (SRB points out a 
Levitz Furniture ad which urges a stamping out of ‘regular’ 
prices raised to make savings look bigger during sales). 15 0/12 

LEWIS & GILMAN 

Marsteller, others report good ‘72. 7 Ja/8 

Bala-Cynwyd shops set affiliation. 2 J//44 

Lewis adds services. 17 S/36 

LEWIS/UNITAS INC. 

Lewis/Unitas agency opens. 5 Mr/55 

LIABILITY 

Dual responsibility option is okayed by 4A’s, MPA, ABP. D. Grant. 
(Magazines can hold advertiser liable). 79 Mr/1 

Four A's plans to print new magazine contracts despite MPA 
board delay. D. Grant. 26 Mr/1 

Four A's faces ‘the Form’. Editorial. (Four A’s tends subtle recogni- 
tion to dual responsibility—a concept long favored by AA). 
26 Mr/16 

Flexibility is media credit need: Fields. 26 Mr/110 

Benton & Bowles won't allow dual responsibility: Lyman. R. Crain. 
2 Ap/3 

Nets insist client liable for bills; here's how agencies avoid issue. 
M. Christopher. 9 Ap/16 

Top heavy with Katz outlets, Media Payment Corp. hopes to attract 
new customers. 27 My/46 

Attorneys argue liability problem. 28 My/24 

Emery urges attention to legal details. (Creative Workshop speaker 
suggest a ‘hold harmless’ clause in contracts). 30 J//12 

Slow pay problems growing; more advertisers pay direct. D. Grant. 
13 Ag/1 

Agency chief asks for credit bureau, blacklist of client deadbeats. 
M. Rosen. 5 N/50 

LIBBY, MCNEIL & LIBBY 

Libby rolls out with canned meat entrees. 75 Ja/56 

Libby, McNeill reports ‘73 sales, earnings up. 6 Ag/6 

Libby sailing high with Fruit Float. L. Edwards. 8 0/3 

LICENSE RENEWAL 

A word of caution. Editorial. (AA warns broadcasters to think 
twice before embracing Clay Whitehead’s license renewal 
formula). 7 Ja/10 

Moss plans to introduce broadcast bill of rights. 8 Ja/8 

Senate unit argues with Whitehead views. 26 F/8 

WAPI-TV faces license renewal challenge. 19 Mr/32 

NAB ready to swap: Curb sex talk, get five-year licenses. 
M. Christopher. 2 Ap/? 

Tv license renewal bill may help newspapers’ stations. J. Revett. 
24 S/3 

KTTV signs agreement to ban violent children’s programs. 8 0/2 

FCC votes for RKO station; Johnson out. 10 D/8. 

Texas radio station first to lose license because of double billing. 
31 D/2 

LICENSED PRODUCT MERCHANDISING 

Sears ‘74 tie-in of boys’ clothes, baseball readied. 177 Je/22 

What's in a name? Money, says LClI’s Weston. F. Danzig. 29 0/36 

‘LIFE’ 

How to plan the media schedule now that there’s no more ‘Life.’ 
H. Maneloveg. 29 Ja/56 

LIFE SAVERS INC. 

Life Savers new name of Beech-Nut. 16 Ap/107 

Life Savers pops test. 7 0/68 

W-L protects mint lead with Dynamints vs. Tic Tac import. 37 D/1 


LIFEGUARD INDUSTRIES 

Lifeguard has comics hero for ad drive. 4 Je/83 

LIFESTYLES 

See also PSYCOGRAPHICS 

Lifestyle is key word, marketers advise AMA. 19 F/28 

From the Age of Affluence to the Age of Alternatives. Editorial. 
(The energy crisis will alter life styles and values and controlled 
change will be a national priority for years to come). 3 D/12 


LIGGETT & MYERS INC. 

McAllister exits L&M; agency review goes on with loss seen at 
JWT. 5 Mr/1 

C&W, Norman, Craig to split $15,000,000 L&M ad account. J. 
O'Connor. 12 Mr/2 

Lorillard drops Redford; L&M quits test of Adam. J. O'Connor. 
17 S/1 

LIGHT BULBS 

Sylvania, Hill design new color packs for bulbs. 9 Ap/47 

LIN BROADCASTING 

Carter sale may be top media cash deal. 75 Ja/21 

LINAGE—CONSUMER PUBLICATIONS 

January 22 Ja/51. Correction to ‘Business Week’ figures 
5 F/73 

February 19 F/47 

March 19 Mr/79 

April 23 Ap/125 

May 27 My/77 

June 18 Je/101 

July 23 Ji/61. Correction to ‘Penthouse’ figures 30 J//48; 
‘Reader's Digest’ figures 6 Ag/53 

August 20 Ag/47. Correction to ‘Woman's Day’ figures 27 Ag/22; 
‘Trailer Life’ figures 27 Ag/185; ‘Ski’ figures 10 S/39 

September 17 S/69. Correction to ‘Time’ figures 24 S/104 

October 22 0/145. Correction to ‘Calif. Farmer’ figures 22 0/16 

November 79 N/53. Correction to ‘Intellectual Digest,’ 
‘Newsweek,’ and ‘Penthouse’ figures 22 N/22; Additional 
correction to ‘Newsweek’ figures 3 D/26 

December 24 D/23 

LINAGE—FARM PUBLICATIONS 

Jan-Mar farm figures 16 Ap/92 

First 6 months ‘73 and ‘72 16 J//55 

Nine months ‘73 and '72 15 0/80 

LIND, CARL, & PARTNERS 

Lind launches shop. 27 Ag/181 

LINDSAY INTERNATIONAL 

Olive crisis almost over, says Lindsay. 27 Ag/8 

LINDSAY-SCHAUB NEWSPAPERS 

Lindsay-Schaub ad cut no fun, but it worked. 22 0/4 


LIONEL/MODEL PRODUCTS DIVISION 

Lionel throw switch, uses female in tv ads. 19 N/2 
LIP BALMS 

Blistr Klear, Chap Stick to get sweeps. 8 0/37 


LIPTON, THOMAS J., CO. 

Mrs. Grass goes against Lipton in ads. 29 Ja/2 

Lipton Cup-a-Soup hikes market; Borden jumps in. 2 Ap/53 

FTC says Knox ads can't push nutrition angle. 23 Ap/36 

Lipton powdered drink gets national push. 14 My/8& 

Wish-Bone tests garlic. 9 J//84 

Don't overlook packaging when positioning your product. 
W. Margulies. (Lipton’s Cup-A-Soup cited). 30 J//34 

Knox tests Fruit Rolls. 5 N/22 

LIQUID CARBONIC CORP. 

Liquid Carbonic appoints Biddle. 3 S/6 

LIQUOR 

Distillers discourage light whiskey sales, Barton Brands exec 
charges. 9 Ap/2 

B. C. anti-alcohol group asks liquor ad ban revival. 9 Ap/38 

B.C. broadcasters ask end of liquor, tobacco ad ban. 9 Ap/76 

Liquor men reply to B.C. body on ads’ alcohol issue. 16 Ap/106 

Cutty Sark outdoor ads draw fire. 23 Ap/10 

PepsiCo to introduce Russian vodka in the U.S. H. Bernstein. 
30 Ap/6 

Walgreen Co. launches Sanborns liquor line. 4 Je/97 

Forester gets competitive in $2,000,000 campaign. 23 J//3 

Ron Castillo bows as Casa de Goes. 20 Ag/25 

Move up to Pinch, ads for scotch urge. 27 Ag/2 

Liquor brand proliferation diffuses marketing efforts. 27 Ag/183 

A-N goes for scotch market with 90 proof heavyweight. 70 S/8 

Lauder sets first national scotch drive. 17 S/56 Correction. 1 0/32 

Ballantine's breaks new nostalgia ads. 1 0/26 

Video-Tise launches p.o.p. venture in liquors. 26 N/50 

Canadian group seeks warning in liquor ads. 24 D/8 

LITERARY GUILD OF AMERICA INC. 

Book club gears up ads for traditional new year push. N. Giges. 
15 Ja/32 
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LITTLE CIGARS 

See CIGARS, LITTLE 

LITTLETON ADVERTISING 

Littleton shop formed. 29 0/63 

LITTLEWOOD GROUP 

Renamed Littlewood Kurth & Roller, New York. 17 D/116 

LITTON INDUSTRIES INC. 

Litton readies ads for new microwave ovens. 22 Ja/64 

Litton to boost microwave ad budget by 50% in 1974. 24 S/104 

LITTON PUBLICATIONS INC. 

Eight execs get new Litton posts. 2 Ap/61 

‘Med. Econ.’ celebrates its 50th year. 8 O/12 

Chapman to retire; Daly new Litton head. 26 N/24 

LIVERY ADVERTISING NETWORK INC. 

Company to offer ads on N.Y. cabs. 23 J//75 

LOCAL REGULATIONS 

Cleveland to get tough new ad regulations. 16 J//8 

Philadelphia gets self-regulatory retail ad code. 30 J//6 

D.C. studies bill on fair repair practices. 3 S/36 

Outdoor wins in Seattle; no energy crunch yet. 12 N/1 

See also ADVERTISING REVIEW BOARDS 
STATE REGULATIONS 

LOEVINGER, LEE 

Counter ads blasted by Loevinger. 8 Ja/63 

LOEWS CORP. 

Liquifin bids for Ronson, Loews seeks Gimbel's. 77 Je/6 

LOEWY, RAYMOND/WILLIAM SNAITH 

Loewy sets project. 10 D/64 

LOGOS 

Bloomingdale's alters its graphics, merchandising. L. Baltera. 
15 Ja/56 

Caldor logo has rainbow’s promise. 26 F/139 

LOIS, GEORGE 

Raps ADC's ‘One Show.’ (NY Ad Club & SPD complain about 
the ‘One Show’ awards). 26 F/135 

Creative Workshop highlights Communications Week in N.Y. 
(Bernbach pays visit; disciple George Lois makes his obeisance). 
30 Ji/1 

Creative Workshop highlights Communications Week in N.Y. 
(Lois cites Olivetti campaign at Workshop seminar). 30 J//1 

LOIS HOLLAND CALLAWAY 

Gardner-N.Y. future dim, but WRG may salvage it. R. Bechtos. 
22 Ja/2 

‘Unclassy,’ charges Lois as ex-LHC trio get Tuborg beer. 9 J//12 

REA Express ads disclose hollow in Lois roster. 6 Ag/8& 

LONDON INDEMNITY 

London Indemnity readies ad push. 10 D/75 

LONGCHAMPS INC. 

New concepts work for Steak & Brew. J. O'Connor. 9 Ap/46 

LONGINES-WITTNAUER WATCH CO. 

Longines begins Christmas drive. 29 0/32 

LORD, GELLER, FEDERICO, PETERSON INC. 

JWT to add $6 million via Lord, Geller merger. 17 D/4 

LORD & TAYLOR 

Lord & Taylor merchandising a tv hit in branch stores. 
13 Ag/58 

LORILLARD DIVISION 

Lorillard exec warns that consumerism will affect cigaret industry 
worldwide. (Lorillard’s position in various foreign markets is 
outlined.) 22 Ja/28 

Reynolds pulls Winchester ads; most other ‘smalls’ okay for tv. 
(Lorillard & Reynolds voiuntarily discontinue broadcast ads of 
Omega & Winchester after meeting with the Senate Commerce 
Committee). 19 F/1 

Ave gets nod as Bresnahan exits Lorillard. J. O'Connor. 20 Ag/3 

Lorillard drops Redford; L&M quits test of Adam. J. O'Connor. 
17 S/1 

Lorillard runs pre-introduction ads for Luke. 12 N/3 

LOUD FAMILY 

Loud—and clearly a challenge. Editorial. (Admen challenged to 
reach the growing segment of the American marketplace 
represented by the Louds). 9 Ap/12 

LOUIE’S ITALIAN SAUCES 

Louie's sets Miami push. 12 F/16 

LOVABLE CO. 

Lovable drops its crinolines—altogether. 26 F/154 

LOWENGARD & BROTHERHOOD 

Hartford shops merge. 26 F/133 


LOWEY, TOM, & ASSOCIATES 

Lowey sets company. 70 S/67 

LUBOW, OSCAR 

Lubow says Bernbach ‘restored my faith.’ F. Danzig. 4 Je/88 

Ries backs positioning in workshop battle with creativity advocates. 
30 JI/3 

LUDGIN, EARLE (author) 

A ‘superfluous’ adman visits China. 17 S/25 


MACDONALD TOBACCO CO. 

MacDonald buys Venturi. 15 Ja/58 

MACFADDEN WOMEN’S GROUP 

Blue collar wives seek convenience: MacFadden. (Report on a new 
study of working class women). 8 0/32 

MACLEAN-HUNTER LTD. 

‘Sporting Goods’ bows. 4 Je/98 


MC CAFFREY, JAMES J. 

McCaffrey retiring in June; Tatham ending long career. 15 Ja/67 
Government agencies work to stifle free enterprise, Gould warns 
INAE. J. O'Gara. (Also, McCaffrey criticizes FTC). 29 Ja/3 

McCaffrey, British MP clash over controls on political ads. R. 
Bechtos. 18 Je/2 

MCCAFFREY & MCCALL 

McCaffrey profits jump. 26 F/163 

McCaffrey in merger mood; has the bucks. 30 Ap/69 

McCaffrey quarter profits rise 128%. 27 My/66 

McCaffrey billings rise. 20 Ag/54 

McCaffrey billings up. 3 D/40 

MCCALL, DAVID 

McCall raps the positioners; Trout says strategy is king. 5 F/3 

Put profit into cures for social ills, McCall says. 30 J//12 

Reward do-gooders? Editorial. (Favorable comments on David 
McCall's ‘Harvard Business Review’ article on urban 
problem-solving by business). 30 J//16 

Nader, McCall argue advocacy role of advertising at magazine 
meet. D. Grant. 24 S/3 

MCCALL PATTERN CO. 

McCall Pattern hikes ‘Carefree’ bases, rates. 17 D/108 

MC CANN-ERICKSON INC. 

Army releases partial data on agency bids for account. 

J. Revett. 9 Ap/3 

McCann study says tv sports still good buy. 30 Ap/30 

McCann will try again for Peter Pan. V. Adams. 23 Ap/4 

McCann tops Clio-Effie competition. 17 Je/4 

McCann adds big Uniroyal portion. 25 Je/8 

Ad Council campaign to stress productivity. 6 Ag/2 

Kummel is named McCann president as agency revamps. 

D. Grant. 10 S/1 

McCann men mum on talk of stormy revamp. D. Grant. 17 S/2 

Retail chemists in U.K. name McCann. 72 N/90 

Increasing domestic activity is top priority job for Myers and Kummel. 
12 N/2 

Elson to head new McCann unit. 3 D/8 

MC CONNELL ADVERTISING 

McConnell to add D-F-S in Canada. 12 Mr/23 

MC CORMICK & CO. 

McCormick drops test. 23 Ap/36 

MC CORMICK COMMUNICATIONS 

WEZE buy finalized. 23 J//4 

MC DONALD, FRANK (author) 

Selling yes, exploiting no on kids’ tv. 14 My/55 

Needed: Better magazine audience data. 37 D/19 

MC DONALD'S CORP. 

But wait for Mom. Editorial. (Perhaps McDonald's should advise 
children to wait for their parents to take them out rather than 
to ‘get up and get away’ by themselves). 72 F/12 

Split decision clears D.L. Blair of deceptive sweepstakes charge. 
S. Diamond. 7 My/54 

McDonald's takes fast-food lead. J. Maxwell. 14 My/93 

Burger King eyes plan to unseat McDonald's as No. 1 in fast 
foods. 4 Je/3 

‘Disaster’ hits Europe—also Wimpy. P. Bordon. 4 Je/23 

Fast foods invade changed Japan. L. Link. (Analysis 
rs — market and its expansion into European markets). 

Je/2. 
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McDonald's kills Bay's tie-in ads. 4 Je/96 

Pinch not hurting us, say McDonald's, KFC. 10 D/8 

McDonald's makes a nutrition pitch. 37 D/29 

MC GRAW-EDISON CO. 

McGraw Edison begins corporate ad promotion. 29 Ja/32 

MC GRAW-HILL INC. 

McG-H’'s Slaughter to step down. 16 Ap/8 

McGraw-Hill sets up corporate plans department. 23 Ap/146 

McGraw-Hill ad vol on the rise, stockholders are told. 7 My/40 

McGraw picks Finnegan. 24 S/77 

McGraw revenues rise. 22 0/4 

MC GRAW-HILL PUBLICATIONS 

Family Health, McG-H magazines aim at doctors. 7 Ja/26 

McG-H will fold ‘Personal Biz’. 23 Ap/139 Returns as 
supplement in ‘BW.’ 77 Je/8 

‘World Mfg’ to bow. 7 My/40 

New McGraw-Hill book to increase frequency. 25 Je/65 

McGraw-Hill names four publishers. 9 J//79 

McGraw-Hill taps Flood to head planning group. 6 Ag/53 

McGraw book hikes rate. 13 Ag/52 

McGraw-Hill has regional revamp, names new execs. 27 Ag/166 

‘BW’ realigns ad sales staff, adds two new positions. 3 S/8 

McGraw-Hill sets ‘CE’ buyer guide. 7 0/62 

‘BW’ returns to Starch. 19 N/54 

MCINTYRE, THOMAS J. (Sen.) 

Senator asks NARB support against ‘deceptive’ energy ads. 3 D/1 

NARB steps into energy ad situation via Mcintyre note. 70 D/1 

Refining oil advertising. Editorial. (More on the discrepancies in 
statistics provided by oil companies, and NARB’s move to 
investigate). 17 D/14 

NARB panel will handle energy ads. 24 D/4 

MCMAHAN, HARRY WAYNE (author) 

If :15-:15 spot is good for business, would a :10-:10-:10 be even 
better? 22 Ja/40 

McMahan picks the 100 best tv commercials of the year. 19 F/33 

Successful commercials begin with strong sales messages. 
12 Mr/56 

McMahan sees multiple tv ads on rise. 19 Mr/8 

How to evaluate your commercial to help make sure it works. 
30 Ap/58 

How momentum and continuum affect your tv commercials. 
21 My/56 

24 questions to help you evaluate your commercials. 17 Je/49 

Words—a big thing in tv, but graphics are still a power. (Also, a 
look at some South American commercials). 23 J//54 

Creative Workshop highlights Communications Week in N.Y. 
(Report on McMahan’s evaluating tv commercials seminar). 
30 Ji/1 

Cut the other clutter culprits—promos, credits, public service ads. 
20 Ag/38 

Production house booms; actors earn more in tv ads; other random 
notes. 10 S/52 

Beer is one industry where advertising can do serious harm. 
8 0/43 

Retail tv advertising grows up: From slides and used car pitchmen 
to a $1 billion business. 72 N/63 

How to sell a product without an ‘advantage.’ 37 D/15 

MCPHAIL & ASSOCIATES 

McPhail shop formed. 15 0/24 

MCWILLIAMS, GERTRUDE I. 

For Jimmy, happiness is thinking for C-E, Chevy. R. Gray. 23 J//33 


M.A.N.U.R.E. (MAN & NATURE UNITED IN 
RATIONAL ENTERPRISE) 

M.A.N.U.R.E. is serious thing for inventor-author. 5 F/42 

M.A.P. ADVERTISING AGENCY INC. 

M.A.P., Cup merge. 12 N/78 

MCI COMMUNICATIONS 

MCI seeking counter ads from FCC to fight AT&T. 19 N/2 

MCP FOODS 

FTC moves to halt Orange C ad claims. 19 Mr/8 

M&M/MARS 

Marathon rolls out; tv, print readied. 19 N/54 

M&M SALES PRODUCTIONS 

M&M Sales St. Louis renamed Communications Center of America. 
1 O/6 


MMDM INC. 
See CHAIT, LAWRENCE G. 


MACARONI & SPAGHETTI PRODUCTS 

Prince hauls out ‘Anthony’ tv spot for fall campaign. 8 0/12 

Japanese pasta gets tv ads. 15 0/74 

MADISON LABORATORIES 

DDB gets Binaca, other Madison consumer items. 6 Ag/8 

MAGAZINE ADVERTISING 

MPA execs laud buy of ‘Life’ issue by ‘Newsweek.’ 22 0/8 

Forbes ‘Time B’ ad o.k. with him. 26 N/47 

MAGAZINE ADVERTISING REPRESENTATIVES 
OF THE SOUTH 

Magazine group elects. 27 My/44 

MAGAZINE CONTRACTS 

Four A's plans to print new magazine contracts despite MPA board 
delay. D. Grant. 26 Mr/1 

MAGAZINE FAILURES 

‘Corporate Financing’ and ‘Pensions,’ Institutional Investors 
Systems, N.Y. 17 S/64 

‘Epicure,’ CBS Publications. 17 D/8 

‘Farm Quarterly,’ Cincinnati. 8 Ja/63 

‘M.A.N." (‘Midwest Advertising Newsletter’), Emmett Curme, 
publ., Chicago. 19 F/8 

‘Northwestern Miller,’ Miller Publishing, Minneapolis. 9 Ap/70 

‘Personal Business,’ McGraw-Hill. 23 Ap/139 Returns 
as supplement in ‘BW.’ 17 Je/8 

‘Product Design & Development International,’ Chilton Co., Radnor, 
Pa. 29 Ja/79 

‘Words & Music,’ Warner Communications, NYC. 23 Ap/10 

MAGAZINE NETWORKS INC. 

Test, co-op help sell magazines: Thompson. (Report on the newly 
re-organized Magazine Networks). 10 S/37 

MAGAZINE PUBLISHERS ASSN. 

Dual responsibility option is okayed by 4A’s, MPA, ABP. 
D. Grant. 19 Mr/1 

Magazine Day set Sept. 18. 70 S/45 

The hot ticket: Magazine Day. Editorial. (Magazine Day's morning 
pep rally is good, but the value of magazines as a forum for 
proposed solutions to problems is a powerful selling message 
for the medium and should not be neglected). 77 S/12 

Nader, McCall argue advocacy role of advertising at magazine 
meet. D. Grant. 24 S/3 

Despite gains, MPA in dumps over paper and postage woes. D. 
Grant. 22 0/2 

MPA execs laud buy of ‘Life’ issue by ‘Newsweek.’ 22 0/8 

Overpopulation and energy crises add to MPA worries. 29 0/63 

MPA resolution honors G.D. Crain. 37 D/4 

MAGAZINES 

‘Relax’ is launched as injunction attempt fails. 8 Ja/20 

CBS buys ‘World Tennis.’ 8 J/a/48 

Investors see magazines as ‘glamor’ area. 29 Ja/8 

‘Probe’ ups frequency. 5 F/70 

‘Playgirl’ will continue, but changes name. 12 F/8 

‘Vogue’ launches annual. 12 F/44 

‘GQ’ hikes rates. 12 F/45 

DMAA panel says interest in small magazines is growing. 12 F/59 

‘Apartment Ideas’ sets eastern edition. 19 F/49 

‘Playbill’ gets a facelift. 719 F/59 

‘Architecture Plus’ launched as monthly. 26 F/140 

‘San Francisco’ sold. 26 F/157 

Cavendish: Sales are ‘fair’ for ‘Man & Woman’ magazine. 12 Mr/22 

eae option is okayed by 4A’s, MPA, ABP. D. Grant. 
19 Mr/1 

General magazines post biggest gains in March ad linage. 19 Mr/6 

Cousins says he may rejoin troubled ‘SR.’ 2 Ap/2 

‘Caveat’ takes ads. 9 Ap/32 

‘Lampoon’ gets rough in new renewal letters. 9 Ap/66 

‘Home’ is renamed. 9 Ap/69 

‘Relax’ wins court suit. 9 Ap/87 

HP publication execs are sued. 23 Ap/35 

‘Liberty’ expands with current event items. 23 Ap/143 

Many loose ends before ‘World,’ ‘SR’ can merge. 30 Ap/2 

Birsh shifted to direct ‘Playbill’ cost cut move. 7 My/38 

‘Digest’ sets record with May issue. 7 My/50 

50 million Frenchmen can’t be wrong—about direct marketing. 
B. Stone. 7 My/57 

No successor for Michaels. (publisher of ‘The New Yorker’). 
7 My/81 
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A boost for a boost. Editorial. (New Yorker lauded for increasing 
subscription rates). 27 My/16 

N.Y. magazine group ends tour. 27 My/47 

Magazine ad revenues increase 12% in April. 28 My/30 

‘Life’ readers pick ‘Money’; June base nearly doubled. 4 Je/91 

Blacks trust black media over white, ‘Ebony’ study finds. 77 Je/6 

New Simmons audience data prompts some media men to retort, 
‘we wuz robbed.’ H. Maneloveg. 17 Je/54 

Readers will pay for value, Contee says. 17 Je/77 Correction. 
25 Je/56 

More magazines read by more people: Lane. (‘Sunset’ celebrates 
75th). 18 Je/69 

Cousins set to buy ‘SR’; hopes for court approval. 78 Je/110 

‘Fore’ raises rates. 25 Je/22 

‘Washingtonian’ rates up. 25 Je/22 

‘BH&G’ section to bow. (‘Travel Great Lakes’ regional supplement). 
2 Ji/50 

Optimistic anniversaries celebrated at ‘Ms.,’ ‘World.’ 9 J//22 

Danneman: ‘LHJ's’ new page size based on its strengths. D. Grant. 
16 Ji/32 

‘House Beautiful’ to tell where to Discover Music. 30 J//6 

‘Apartment Ideas’ sets name, frequency change. 30 J//8 

Magazines hunting for paper as shortage begins to pinch. N. 
Howard. 6 Ag/3 Correction: 27 Ag/172 

‘RD’ foreign editions enjoy record first half. 13 Ag/10 

‘Lottery News’ expands. 13 Ag/51 

McGraw book hikes rate. 13 Ag/52 

‘RX Sports & Travel’ drops ‘Relax’ suit. 27 Ag/184 

‘Zoo World’ picks Helitzer shop as its first agency. 27 Ag/190 

Test, co-op help sell magazines: Thompson. (Report on the newly 
re-organized Magazine Networks). 70 S/37 

‘Geographic’ revenue up. 70 S/42 

Magazine Day set for Sept. 18. 70 S/45 

‘Exchange’ to take ads; plans size increase. 10 S/64 

The hot ticket: Magazine Day. Editorial. (Magazine Day's morning 
pep rally is good, but the value of magazines as a forum for 
proposed solutions to problems is a powerful selling message for 
the medium and should not be neglected). 17 S/12 

Nader, McCall argue advocacy role of advertising at magazine 
meet. D. Grant. 24 S/3 

‘Viva’ bows; ‘Single’ hanging in. 24 S/53 

Meredith revises ‘BH&G Family Medicine Chest.’ 24 S/78 

‘Watersport’ takes ads with January issue. 7 0/50 

NSI says ‘Redbook’ will remain despite sale of ‘McCall's.’ 7 0/2 

‘Plastics Machinery & Equipment’ rates up. 1 0/56 

Time studies ‘Life’ revival; ‘People’ may bow in March. 8 0/8 

‘Med. Econ.’ celebrates its 50th year. 8 0/12 

Nine-month revenues up for two Ziff monthlies. 8 0/24 

‘SA’ rates to rise. 8 0/517 

‘HD’ book goes quarterly. 8 0/54 

‘Successful Farming’ sets reader service. 15 O/4 

‘A&SP’ changes name. 75 0/24 

‘Par-Guide’ booklet set to bow as a monthly. 75 0/28 

‘Girl Talk’ hikes rates. 75 0/40 

‘Western's World’ to increase frequency. 15 0/68 

‘Playgirl’ hikes rates. 15 O/76 

‘Weight Watchers’ rates to increase in 1974. 15 0/95 

‘Newsweek’ int'l rates, base to rise in 1974. 22 0/4 

‘Embassy’ adds U.S. staff. 22 0/6 

‘Maclean’s’ rates up. 22 0/6 

Whitney publisher adds ‘Hockey News.’ 22 0/45 

‘Mechanix’ hits record. 22 0/113 

American Express ‘T&L’ is monthly; ‘Europa’ also bows. 22 0/153 

‘Homelife’ cuts circulation, rates due to paper shortage. 22 0/157 

‘SEP’ doing well, SerVass tells adclub. 29 0/76 

‘SI’ sets records. 29 0/32 

‘BW’ boosts ad rates. 29 0/52 

‘New England Journal’ takes consumer ads. 29 0/52 

Britain tops ‘Vision’ list of European industrials. 29 0/60 

Overpopulation and energy crises add to MPA worries. 29 0/63 

‘Flight’ purchased. 29 0/65 

‘Mademoiselle’ rates up. 29 0/65 

Magazines are healthy, Lane says. 29 0/74 

‘Factory’ sets rates for combined publications. 5 N/4 

Filipacchi, Hef—money is the name of their game. R. Bechtos. 
5 N/24 

‘Super-8' to bi-monthly. 5 N/37 

‘PM’ rates, base rise. 5 N/40 


‘Gamblers World’ bows with 16-plus ad pages. 5 N/58 

‘RD’ to push U.S. travel in five overseas editions. 12 N/2 

Birsh to buy ‘Playbill’ from Metromedia. 12 N/8 

Fourteen new magazines set for British audiences. 12 N/32 

‘Smithsonian’ rates rise. 12 N/38 

‘Diversion’ hikes rates. 12 N/81 

‘BW’ returns to Starch. 19 N/54 

‘Successful Farming’ up. 19 N/64 

Magazines hike revenue 40% in ten years. (Includes ‘50 leading 
ABC Magazines’ chart). 27 N/74 

City magazines are growing fast in U.S. 27 N/79 

Nostalgic look at the solid, glamorous past of magazines. Herbert 
Mayes. 27 N/80 

Three C-M books to shift offices. 26 N/8 

Forbes ‘Time B’ ad o.k. with him. 26 N/47 

‘BH&G’ revenues up. 26 N/57 Correction: 3 D/72 

‘Valley’ sold after dispute with editor. 26 N/52 

‘Chicagoan’ base up. 26 N/59 

Brazil's Cosmo taps rep. 3 D/37 

‘Guitar Player’ monthly, rates rise in January. 3 D/47 

‘Texas Monthly’ base up. 3 D/72 

‘Money’ base rises. 3 D/82 

Magazines report record ad volume, slower growth rate. D. Grant. 
10 D/2 

‘Guide’ rate base up. (‘Chicago Guide’). 10 D/4 

‘IPN’ goes monthly. 10 D/22 

‘Argosy,’ out of Chapt. 11, sees growth. 70 D/58 

‘Ideas’ to boost page size, frequency. 10 D/66 

‘Harper's’ gains due to editorial revamp, says Losee. 10 D/67 

Print men optimistic, broadcast reps concerned. 17 D/12 

Carter buys Downe’s ‘AH’; will head his own company. 24 D/1 

‘SF,’ ‘PS Life’ set joint Los Angeles office. 24 D/8 

Simmons sees high rate of completion on study. 24 D/20 

Publications see good year. 24 D/21 

‘Farm Journal’ publisher sees better ‘74 harvest. S. Feldman. 
31 D/4 

‘Forbes’ revenues up. 37 D/& 

See also BUSINESS PUBLICATIONS 
FARM PUBLICATIONS 
LINAGE 

MAGAZINES, IN-FLIGHT 

Air Canada’s ‘enRoute’ resumed as monthly. 26 F/132 

‘Pastimes’ goes monthly. 26 N/16 

MAGAZINES—NEW 

‘Acquire,’ Acquire Publishing, NYC. 30 Ap/43 

‘Airliners International,’ Kalmbach Publishing, Milwaukee. 30 Ap/22 

‘Audio/Automotive,, American Auto Digest, Birmingham, Mich. 
22 Ja/64 

‘Auto Racing Digest,’ Century Publishing Co., Evanston, Ill. 
29 Ja/12 

‘Backpacker,’ William Kemsley, founder, NYC. 13 Ag/52 

‘Basketball Digest,’ Century Publishing, Evanston, Ill. 9 Ap/66 

‘Business Digest,’ Robert & Mary Lathrop, publ., Fort Lauderdale. 
24 S/54 

‘Cabaret Week,’ Cabaret Productions, Santa Rosa, Cal. 70 S/32 

‘Camera Month,’ Time Inc. 23 J//8 

‘Chicagoan,’ City Publications Co. 9 Ap/88; 3 S/41 

‘City Games,’ Bert Cohen, publ., NYC. 713 Ag/52 

‘Clinical Psychiatry News,’ Jack O. Scher Inc., NYC. 17 S/57 

‘College Store Buying Service,” Raymond Jaegg Associates, NYC. 
16 JI/56 

‘Commercial Construction News,’ Gordon Publishing, Morristown, 
N.J. 14 My/42 

‘Continuing Education for the Family Physician,’ Kansas City, Mo. 
14 My/93 

‘Coq.’ Melvin Belli, publ., Chicago. 72 F/8 

‘Coq’ debut postposed; Santo Pietro succeeds Belli as publisher. 
13 Ag/61 

‘Corporate Reports on File,’ publ. by R. Holman, NYC. 
4 Je/64 

‘Couples,’ New York Magazine Co. 14 My/93 

‘Courselector,’ Gary Fisher & Wm. Webster, Princeton, N.J. 3 S/12 

‘Day Care & Early Education,’ Behavioral Publications Inc., NYC. 
15 0/93 


‘The Dental Team,’ Harcourt Brace Jovanovich, NYC. 18 Je/109 


‘DirtyFeet,’ publisher unnamed. 23 J//62 
‘Disclosure Record,’ publ. by J. Lotto, Floral Park, N.Y. 
4 Je/64 
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‘Diversion,’ Family Health Inc., NYC. 7 Ja/26 
‘Donovan,’ Donovan Communications, NYC. 12 N/8& 
‘Ebony Jr.,’ Johnson Publishing Co., Chicago. 30 Ap/68 
‘The Electric Company,’ CTW, NYC. 23 J//62 
‘EnRoute,’ inflight magazine, Air Canada. 26 F/132 
‘Equal Opportunity—The Collegiate Woman's Career Magazine,’ 
Equal Opportunity Publications, Centerport. N.Y. 9 J//35 
‘Europa Magazine,’ American Express Publishing Corp., London. 
22 0/153 
‘Executive,’ East/West Network, Los Angeles. 2 Ap/54 
‘Expressions,’ Pyramid Press, New Orleans. 25 Je/10 
‘Family Craft Ideas,, Communications Properties, NYC. 12 N/38 
‘Fans,’ published by Bill Berg. Lake Bluff, Illinois. 19 N/24 
‘Feminine Fitness,’ Daisy Publishing Co., Encino, Cal. 12 Mr/50 
‘Fighting Stars,’ Rainbow Publications, LA. 13 Ag/65 
Gamblers World,’ Leisure & Recreation Group, NYC. 9 Ap/66 
‘Good Food,’ Triangle Publications, Radnor, Pa. 8 Ja/3 
‘Grass Roots News,’ Jackson Champion, ed. & publ., Washington, 
D.C. 17 D/34 
‘Health Care Digest,’ Southam Business Publications Ltd., Ontario. 
1 0/70 
‘Health Care Engineering,’ Pinover Publications, NYC. 16 J//33 
‘Heavy-Duty Distributor,, Kona Communications, Deerfield, Mich. 
6 Ag/56 
‘Hi-Rise Living,’ Contemporary Publishers Inc., Hasbrouck Hts., 
N.J. 26 Mr/99 
‘Horse & Horseman,’ Charger Productions, Brea, Cal. 12 F/67 
‘Ideas for Improving Your Home,’ Lane Magazine & Book Co., 
Menlo Park, Cal. 29 Ja/80 
‘Images,’ Playboy Enterprises, Chicago. 12 F/57 
‘Institutional Product News,’ Tobin/Sepin, Chicago. 17 Je/69 
‘Insurance,’ ‘Financial Times’ of London, publisher. 12 N/10 
‘International Business Digest,’ International Ideas Inc., NYC. 
26 F/154 
‘International Product Digest,’ Chilton Co., Radnor, Pa. 5 N/39 
‘Investing,’ published by Gilbert Kaplan, NYC. 4 Je/64 
‘Lifestyle,’ John Shuttleworth, publisher, Madison, 0. 28 My/60 
‘The Lottery Guide,’ Moses Publishing, Philadelphia. 14 My/68 
MR (MEN’S WEAR), Fairchild Publications, NYC. 22 0/155 
‘Market Previews in Housewares, Market Previews Publishing. 
NYC. 1 0/10 
‘Mondo Nuovo,’ Piancone Publishing Co., Parlin, NJ. 9 Ap/27 
‘Money Saver,’ National Broadcasting Co., Boy's Life, NYC. 10 D/8 
‘Motor Vehicle Inspection News,’ Pennsylvania Automotive Assn.’s 
PAA Services Inc., Harrisburg. 10 D/24 
‘Motorboat,’ Institute for the Advancement of Sailing, Boston. 
10 S/75 
‘MsTique,’ MsTique Publishing, Chicago. 26 N/50 
‘New Industrial Products for Europe,’ IPC Industrial Press Ltd., 
Great Britain. 27 My/98 
‘New Times,’ George Hirsch, publ., NYC. 26 Mr/110 
‘On the Mall,” Twenty First Century Communications. 26 F/145 
Plans discontinued. 26 F/8 
‘Par-Guide,’ Par'Guide Inc., Old Hickory, Tenn. 27 Ag/184 
‘Pensions & Investments,’ Crain Communications, Chicago. 
2 Ji/10 
‘People of the Week,’ Time Inc. 23 J//8 
‘Pet Mass Marketing,’ Harcourt Brace Publications, NYC. 24 S/54 
‘Photo World,’ Daniel Filipacchi and Downe Publishing, NYC. 5 NV/24 
‘Physician & Sportsmedicine,” McGraw-Hill Publications, NYC. 
1 Ja/26 
‘Physician's World,’ Bruce Addison, publ., NYC. 26 F/144 
‘Players,’ Players International Publications, Los Angeles. 16 J//56 
‘Practical Psychology for Physicians,’ Harcourt Brace, NYC. 317 D/25 
‘Popular Recreation,’ published in Calabasas, Cal. 25 Je/26 
‘Pro Football Kick Off,” Hagen Co., Chicago. 12 N/10 
‘Protect,’ Billboard Publications, NYC. 70 S/62 
‘RV. world,’ Hi-Torque Publications, Inc., Encino, Cal. 12 Mr/50 
“SR/World,’ Norman Cousins, publ., NYC. 25 Je/67 
‘St. Louis Realty & Investment,’ St. Louis Real Estate Publications. 
16 Ji/61 
‘Security Register,’ Nickerson & Collins Co., Des Plaines, Ill. 
10 S/4 
‘Single,’ Steirman Communications Inc., NYC. 26 Mr/2 
‘Slim News,’ Uplift Inc., Brooklyn. 17 S/63 
‘Solid Waste Systems,’ Ben Warner, Jr., publ., LA. 24 S/107 
‘The South Magazine,’ Trend Publications, Tampa. 5 N/26 
‘Sporting Goods in Canada,’ MacLean-Hunter Ltd. 4 Je/98 


‘Sports Focus,’ Bundy & Associates, Milwaukee. 18 Je/38 

‘Tids,’ Prelude Enterprises, Oak Brook, Ill. 72 N/77 

‘Travel North America,’ Ziff-Davis Publishing, NYC. 27 Ag/183 

‘Tube Talk,’ Young Communications, Larchmont, N.Y. 25 Je/60 

‘Upcountry.’ Eagle Publishing Co., Pittsfield, Mass. 9 Ap/14 

‘Update International,’ Update Ltd., London. 26 N/57 

‘Valley,’ Operating Group International, Midland, Mich. 26 N/52 

‘Vertex,’ Mankind Publishing Co., LA. 12 F/37 

‘View,’ Time Inc. 23 J//8 

‘Viva,’ Bob Guccione, publ., NYC. 22 Ja/8; 21 My/44 

‘Voir,’ Voir Publications, Chicago. 76 J//8 ‘Voir’ is 
postponed indefinitely. 13 Ag/67 

‘Woman News,’ Susan David, publ., Chicago. 7 0/6 

‘World Manufacturing,” McGraw-Hill, NYC. 7 My/40 

‘Word Processing World,’ Geyer-McAllister, NYC. 24 S/85 

MAGAZINES—SIZE CHANGE 

Danneman: ‘LHJ's’ new page size based on its strengths. D. Grant. 
16 Ji/32 

‘Exchange’ to take ads; plans size increase. 10 S/64 

‘Ideas’ to boost page size, frequency. 10 D/66 

MAGIC MARKER CORP. 

Liquid Crayons test in East via kiddie tv. 16 Ap/23 

MAGNAVOX CO. 

Magnavox hikes budget, adds lines. 27 My/96 

MAGNESIUM BRONZE LTD. 

BSA cuts back street line among import motorcycles. 9 Ap/76 

MAGNUSON, JOHN, ASSOCIATES 

Magnuson resigns. 10 S/26 

MAHONEY, DAVID J. (author) 

The deadly quest for safety. (A look at advertising as a management 
tool). 27 N/26 

MAIL ADVERTISING CLUB OF CHICAGO 

Renamed Chicago Assn. of Direct Marketing. 13 Ag/6 

MAIL-DIARY PANEL INC. 

Appel buys Mail-Diary. 29 0/70 

MAIL ORDER 

See DIRECT MARKETING 

MAILBAG INTERNATIONAL 

Schiele insists youth market is alive and well. C. Colman. 27 Ag/166 

MAILGRAMS 

See TELEGRAMS 

MAJOR MARKET RESEARCH 

Study shows middle-of-road pulls better than tv. 17 S/60 

MALE MARKET 

Ads for new male vitamin use racer. 28 My/30 

There's a male in your market. C. Hepler. (With 32 million women 
working, male buying influence is rising in the supermarket). 
28 My/35 

Male buying influence in groceries, toiletries. 28 My/36 

MALMO, JOHN, ADVERTISING 

Maimo buys Branch. 19 N/65 

MALT LIQUOR 

Hop’n Gator reintroduced in N.Y.; Jax exec hop’n mad at KM&G 
shift. 27 My/2 

Anheuser-Busch will stop marketing Bud malt liquor. 6 Ag/54 

Ads for Ex Bier compare taste, cost to Heineken. J. O'Connor. 
20 Ag/3 

See also BEER 

MANELOVEG, HERBERT (author) 

How to plan the media schedule now that there's no more ‘Life.’ 
29 Ja/56 

Ratings weather today: Cloudy, overcast in many large cities. 
(How sweep months affect programing & ratings). 712 Mr/58 

Tight shop? Fine, but time and people are needed for good, long- 
term work. 30 Ap/54 

New Simmons audience data prompts some media men to retort, 
‘we wuz robbed.’ 77 Je/54 

What you buy may not be what you get. (Program preempting is 
rapidly becoming a serious problem for media men). 23 J//57 

Four get Maneloveg duties; deny ‘Playboy’ shift ‘deal.’ 6 Ag/58 

Media people need to keep up with public's changing tastes. 
10 S/48 

How media men buy media—six factors for a good plan. 27 N/62 

MANKIND PUBLISHING CO. 

‘Vertex’ launched. 12 F/31 

MANOFF, RICHARD K. 

Nutiriton education a part of food ad's role: Manoff. 24 S/86 

Dutch Boy to Humphrey; paint Manoff fiery red. 72 N/8 
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MANPOWER, INC. 

Help, not bodies, Manpower theme. T. Rowan. 77 Je/38 

MARATHON OIL CO. 

Marathon moves to conservation theme in its ads. 9 J//47 

NAD okays STP ad, gets Marathon, Ford changes. J O'Connor. 
16 Ji/1 

Maremont trumpets Gabriel shocks, goes gunning for the leader, 
Monroe. K. Sederberg. 19 Mr/63 

Maremont offers foreign car parts through jobbers. 2 Ap/42 

MARGARINE 

See DAIRY PRODUCTS 

MARGULIES, WALTER P. (author) 

‘Inoffensive’ packages and names do little to help sell mouthwash. 
15 Ja/48 

Candy cartons: The right design for the wrong outlet. 23 Ap/117 

Don’t overlook packaging when positioning your product. 30 J//34 

Packaging: An essential marketing ingredient. 27 N/128 

MARIC ENTERPRISES 

Dial your horoscope and get—guess what?—an ad! 14 My/82 

MARIS, PAUL 

Maris’ ads made him fashion celeb, maybe blew his cover. 2 J//22 

MARKET FACTS INC. 

New Compac division formed by Market Facts. 27 My/31 

Market Facts’ success with controlled market tests attracts 
Nielsen. J. Honomichl. 8 0/3 

MARKET PREVIEWS PUBLISHING INC. 

‘Market Previews’ set. 1 0/70 

MARKET RESEARCH 

See RESEARCH 

MARKET RESEARCH INSTITUTE 

First MRI objective to be a field training program. 19 F/49 

‘Professional research status’ is MRI's goal. J. Honomichl. 5 N/32 

MARKET SEGMENTATION 

What's bothering marketing chiefs most? Segmenting. C. Waldo. 
4 Je/77 

MARKET VARIABLES INC. 

Market Variables open. 14 My/43 

MARKETING 

Chase’s workbook is ready. (‘The Marketing Problem Solver,’ 
Cochrane Chase & Co.). 27 Ag/24 

Fielding social data vital for market exec. 72 N/94 

The agency business in 1980. P.C. Harper. 19 N/35 

Why and how we are losing the free enterprise battle. 26 N/33 

MARKETING COMMUNICATIONS EXECUTIVES 
INTERNATIONAL 

Chevrolet gets award. 25 Je/67 

MARKETING COMMUNICATIONS RESEARCH CENTERS 

Action created by business press ads outlined in study (MCRC’s ‘Ad 
Action Study’). 19 Mr/66 

Renamed Center for Marketing Communications. 20 Ag/8 

MARKETING, INTERNATIONAL 

Lorillard exec warns that consumerism will affect cigaret industry 
worldwide. (Lorillard’s position in various foreign markets is 
outlined). 22 Ja/28 

NAAN names service arms, o’seas ties. 5 F/72 

Nestle buy of Stouffer may affect Libby. 26 Mr/96 

‘Disaster’ hits Europe—also Wimpy. P. Borden. 4 Je/23 

Europe execs adopt U.S. methods, Christian says. 17 Je/40 

Fear keeps companies off foreign soil, Demby says. 17 Je/4° 

East Europe seeks more trade deals with West. 78 Je/69 

Coordinate ad efforts overseas, exporters told. 19 F/52 

Ajinomoto GF set. 13 Ag/65 

Beecham set to sell drugs to Japan. 27 Ag/180 

Unilever (London) buys Frigo. 24 S/97 

Tom Caxton brew kits get U.K. push. 8 0/62 

Japanese pasta gets tv ads. 15 0/74 

Nielsen in Argentina. 22 0/158 

RC grows in Australia. 29 0/56 

Britain tops ‘Vision’ list of European industrials. 29 0/60 

Dow Jones sets unit to represent o’seas publications. 29 0/74 

U.S. exports to get plugs on VOA radio. J. Revett. 5 N/2 

Oi’ Redhead plugs automobile items from W. Germany. 5 N/26 

Difficult to crack China market, says research study. 5 N/32 

EGR signs on three overseas affiliates. 5 N/42 

More multi-national brands are seen. 12 N/36 

Argentinian wines testing in Boston. 12 N/48 

Y&R unit gets Dr Pepper. 19 N/26 

Yoo-Hoo in Australia. 19 N/65 


Yankee presence spurs multi-nat'ls. 26 N/28 

Gov'ts and marketers abroad try to cope with energy bind. 3 D/3 

Loewy sets project. 10 D/64 

Dr Pepper enters Japanese market; Okinawa is next. 10 D/75 

British cigarets to bow. 24 D/4 

B&D sets British push. 24 D/22 

British admen see several bright spots amid the crisis. M. Kallenbach. 
24 D/25 

MARKETING PERSONNEL 

Conference Board panelists discuss new generation of young 
marketing executives. 12 F/54 

How marketing executives rate their problems. 4 Je/77 

If marketing hot-shots snow you, here are some helpful tips. An 
Ad Manager. (An anonymous ad manager strips today’s 
marketing jargon down to plain English). 20 Ag/34 

MARKETING PROMOTION WEEK 

Baum named ‘73 adman: Coke takes award. 15 0/52 

MAR-KING CO. 

Mar-King shop opens. 12 N/4 

MARSCHALK CO. 

JWT staffers rate fellow employes: Marschalk offers greater 
autonomy. D. Grant. 26 F/132 

Army releases partial data on agency bids for account. J. Revett. 
9 Ap/3 

Revion assigns four products to Marschalk agency. 22 0/16 

MARSTELLER INC. 

Marsteller, others report good ‘72. 1 Ja/8 

Marsteller, Chilton sign pact with Russian shop. 8 Ja/6 

Marsteller gets ASC. 27 Ag/188 

Marsteller in Japan venture. 1 0/26 

Marsteller plugs itself on London commercial radio. 22 0/128 

MARTIN, JEFFREY, INC. 

Martin calm about study that raps Compoz efficacy. 29 Ja/67 

First Pearl Drops agency develops competitive brand. 72 F/10 

MARX, LOUIS, & CO. INC. 

Quaker moves its Marx division to Waring & LaRosa. 3 D/8& 

MARYLAND CHICKEN PROCESSORS 

Northeast marketers eyeing chicken coup in ad battle. 9 Ap/21 

MASS RETAILING INSTITUTE 

Number of retail outlets off; shoppers like dept. stores’ image, but 
go to discounters. 7 0/59 

MASSACHUSETTS 

Mail insurance may have to tell endorsers’ pay. 5 Mr/57 

Mass. readies new regulations on insurance ads. 10 S/60 

MASTER CHARGE 

Giving credit to women. Editorial. (P&G and Bankamericard lauded 
for recognizing women in the work force; call for legislation). 
2 Ap/12 

Bank card ‘Use me’ spots called degrading to women. 3 D/42 

MATTEL INC. 

Mattel shifts Burnett share. 72 Mr/75 

Mattel feels overshadowed by parent's money problems. H. 
Bernstein. (Mattel’s past problems & future plans outlined). 
20 Ag/3 

MATTOON, HAM (author) 

Don't lose your product in the ‘take back’ cart. (A researcher uses 
the ‘take back’ cart as a hint as to what is, and isn't, selling 
the shopper and keeping her sold in today’s consumer pinch). 
6 Ag/33 

MAUSOLEUMS 

In a hurry to get to heaven? Check out the ‘Death Hilton.’ J. 
Foxworth. (A look at pr for the mausoleum concept; new 
skyscraper mausoleum in Nashville cited). 23 J//56 

MAX, PETER 

Datsun uses Peter Max. 9 Ap/14 

MAXIMPACT INC. 

Maximpact formed. 24 D/25 

MAXWELL, JOHN C. (author) 

Cold cereal industry goes through growth year; ‘73 looks bright. 
too. 26 Mr/3 

Little cigar growth cut into other category sales, 1972 
figures show. 23 Ap/3 

McDonald's takes fast-food lead. 14 My/93 

Coffee intake rose in 1972 after sliding for five years. 23 J//68 

Domestic wine consumption grew at slower pace in 1972. 10 S/2 

MAY DEPARTMENT STORES 

May sets first all-market drive. 72 N/8 
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MAYBELLINE CO. 

Powder-Twist bows. 19 Mr/80 

MAYER, MARTIN (author) 

How admen see their business—getting better, more secure. 
21 N/48 

MAYER, OSCAR, & CO. 

Vegetarians will go to court over Oscar Mayer ads. 22 Ja/26 

Three test breakfast meats. 14 My/43 

Hot dog ads tell ingredient story as industry fights sales slowdown. 
L. Edwards. 6 Ag/2 

MAYES, HERBERT R. (author) 

Nostalgic look at the solid, glamorous past of magazines. 27 N/80 

MAYONNAISE 

See SALAD DRESSINGS & MAYONNAISE 

MAZDA MOTORS OF AMERICA INC. 

Mazda will merge its four units, double ad spending during 1973. 
H. Bernstein. 19 Mr/2 

Creative Workshop highlights Communications Week in N.Y. (Story 
behind the Mazda rotary engine discussed at Workshop 
seminar). 30 J//1 

Mazda's $6,000,000 campaign, using net tv, stresses performance. 
H. Bernstein. 10 S/3 

MEAHAN MEDIA 

Meahan Media launched. 15 0/93 

MEAT AND MEAT PACKERS 

Vegetarians will go to court over Oscar Mayer ads. 22 Ja/26 

Swift's sausage line expands distribution. 19 F/8 

Three test breakfast meats. 14 My/43 

Butchers’ union tells its side in print ad drive. 27 My/37 

Fast food men hold the line on ads despite beef shortage. 6 Ag/1 

Hot dog ads tell ingredient story as industry fights sales slowdown. 
L. Edwards. 6 Ag/2 

Useless rule of the month? Meat promotion guides set. 13 Ag/67 

Heavy tv, print back Evans Philadelphia move. 7 0/62 

Caught by meat price dip, Foodland ads point up cut. 15 0/68 

Chatham pushes image, not price in meat campaign. 22 0/128 


MEAT SAUCES 

Heublein’s Steak Supreme goes after Prime Choice. 30 J//54 

Lea & Perrins Big Ben meat sauce bows. 13 Ag/24 

MEATLESS MEAT PRODUCTS 

See VEGETABLE PROTEIN PRODUCTS 

MEDIA 

Ad-Cology to sell litter receptacle ad space in N.Y. 22 Ja/46 

How to plan the media schedule now that there’s no more ‘Life.’ 
H. Maneloveg. 29 Ja/56 

Supers have a mobile medium in StoreVision. 23 Ap/22 

Affiliates hear Sarnoff blast federal strictures, urge all-media 
defense. H. Bernstein. 14 My/2 

Some ABP men leery about cassettes, non-print media. 14 My/42 

Ads bedeck Detroit buses. 78 Je/24 

Media totals of 1972 top 100. 25 Je/? 

Media men hold out dim hope for relief from Phase 4 rules. 23 J//7 

No break for media seen in Phase 4. 13 Ag/52 

Supermarket info center company adds new wrinkles. 15 0/68 

National ad volume for 9 media shows 5% gain for 1973. 29 O/7 

MEDIA ADVERTISING & PROMOTION 

Media ads can be interesting. S. Bernstein. 37 D/10 

Three media promotions set. 26 Mr/108 

N.Y. ‘News,’ ‘Times’ blur differences in ad battle. 25 Je/69 

MEDIA ALTERNATIVES PLANNING SYSTEMS (MAPS) 

Alternative media service offered to clients by RAB. 12 Mr/24 


MEDIA BUYING 

Media buyers like brief, factual call. 9 Ap/27 

Manitoba government sets media buying operation. 70 S/30 

How media men buy media—six factors for a good plan. H. 
Maneloveg. 27 N/62 


MEDIA BUYING SERVICES 

Vitt: Slow-pay answer lies in escrow accounts; American uses 
system. 12 F/2 

ANA group gets tips on pay for services. 18 Je/51 

Self rule needs more publicity; do-it-yourself trend growing. (Survey 
of how ANA members manage the advertising function—in- 
house, media buying services, creative-only services, etc.). 
5 N/1 


MEDIA DYNAMICS 
Media Dynamics bows. 23 Ap/22 


MEDIA FORECASTS 

Print men optimistic, broadcast reps concerned. 17 D/12 

Publications see good year. 24 D/27 

MEDIA GENERAL INC. 

Media General income, revenues up in ‘72. 12 F/10 

Dailies making automation progress. J. Forkan. 4 Je/73 

Media Gen’! seeks ad rate relief to ease paper crisis. 3 S/46 

MEDIA HORIZONS INC. 

Media Horizons buys. 15 Ja/40 

Doubleday sells two. 18 Je/24 

MEDIA, INTERNATIONAL 

‘Newsweek,’ ‘Time’ tell o’seas plan. 7 J/a/24 

N.Z. government blocks tv channel licensing move. 2 Ap/25 

Australia hits proliferation of tv spots. 2 Ap/40 

B.C. broadcasters ask end of liquor, tobacco ad ban. 9 Ap/76 

Canadian group to tighten code on ads to kids. 9 Ap/32 

Advertisers aplenty for ‘Baby Blue’ film shows on Toronto's 
CITY-TV. F. Slover. 9 Ap/78 

Publicat in forefront of French cable experiments. P. Borden. 
27 Ag/181 

‘Europa’ supp bows in four foreign dailies. 8 0/69 

‘Embassy’ adds U.S. staff. 22 0/6 

‘Maclean's’ rates up. 22 0/6 

‘Report’ earns ‘Visao’ a government project. 29 0/60 

Need more paid ads if Europe tv to improve. 29 0/56 

Dow Jones to market Japanese newspaper. 29 0/67 

Dow Jones sets unit to represent o’seas publications. 29 0/74 

‘RD’ to push US. travel in five overseas editions. 12 N/2 

‘Insurance’ to bow. 12 N/10 

Fourteen new magazines set for British audiences. 12 N/32 

BBC man avers U.S. dollar power sends Olympics rights cost 
skyward. 26 N/3 

Portuguese paper folds. 26 N/29 

‘Update’ sets new book. 26 N/57 

Brazil's Cosmo taps rep. 3 D/37 

Capital Radio puts off its study, angers British admen. 
M. Kallenbach. 3 D/31 

Brazil gets Audits. 3 D/64 

Stockbroker ads set. 70 D/59 

MP hits London’s new commercial radio station. 17 D/34 

Australian media ads up in 1972. 37 D/28 

See CANADA for all articles on Canadian media. 

MEDIA PAYMENT 

B-M. Avco to try to buy honor system. 30 Ap/1 

See also LIABILITY 
BILLING, FRAUDULENT 

MEDIA PAYMENT CORP. 

Top heavy with Katz outlets, Media Payment Corp. hopes to 
attract new customers. 27 My/46 

MEDIA RECORDS 

National ads in newspapers hit $927,200,000 in 1971. 5 F/33 

Neustadt, MR, NPC merger still shaky. 26 Mr/110 

Media Records finally catches up on ad data. 16 J//2 

MEDIA SOLICITATION 

Tracy-Locke defends media fund request. N. Howard. 3 D/7 

Four A's unruffled by Tracy-Locke proposal; says ‘allowances’ 
common. 10 D/2 

Dog ‘n pony show bites media. Editorial. (Tracy-Locke’s media 
fund request represents a not so subtle bit of strong arming.) 
10 D/16 

Not enough of us are aghast. S. Bernstein. (SRB is aghast at the 
4A's reaction to the Tracy-Locke media shakedown affair). 
17 D/14 

MEDICAL ADVERTISING 

New Shaller-Rubin medical unit bows with $5,000,000. 8 Ja/10 

Synapse unit readies doctor group project. 5 F/16 

Y&R enters medical field; will acquire Sudler shop. 72 F/7 

Helffrich, Lansner discuss new guidelines for medical ads on tv. 
M. Christopher. 5 Mr/4 

Raps med journal ‘clutter’ at ABP. S. Feldman. 7 My/2 

Market group formed for biomedical field. 4 Je/89 

Ad push on danger of hypertension set to start soon. 20 Ag/58 

Ames sales aid hit with medicos. 15 0/68 

Medical advertising keeps doctors informed on burgeoning new 
drugs. 27 N/170 

MEDICAL MARKET 

Family Health, McG-H magazines aim at doctors. 1 Ja/26 


Advertising Age/Annual index 1973/ 71 


MEDICINE 
Our very selfish medical system. S. Bernstein. (SRB wishes 
doctors and hospitals would treat patients like human beings 


besides caring for their physical ailments). 3 D/12 
MEEKER CO. 


Meeker Co. sold. 12 N/83 
MEISTER BRAU INC. 
Meister Brau bankrupt. 79 F/8 
MEISTER PUBLISHING CO. 
‘Farm Chemicals’ buys. 9 Ap/74 
MELDRUM & FEWSMITH 
M&F, Markcom affiliate. 9 J//28 
MELROSE, EDYTHE FERN 
Money hath means to soothe injured. 15 0/95 
MEM CO. 
Mem to introduce American Leather. 8 0/57 
MEMOREX CORP. 
Memorex will use ‘shatter’ theme again. 72 F/16 
Audio Magnetics uses ‘outsiders’ for marketing. H. Bernstein. 
12 F/24 
MENLEY & JAMES LABS 
Cold suffers! Have you wondered which preparation is best for 
you? (FTC releases cold remedy data.) 22 Ja/2 
MENNEN CO. 
M is for Mennen, E is for—effort? N. Giges. 30 Ap/10 
Sassoon, tv spieler, adds own lines. 77 Je/80 
P&G is rolling out with Sure; budget could hit $15 million. N. 
Giges. (‘Dry’ deodorant ad trend traced). 18 Je/1 
Trouble was help to Cantwell shop despite departure. 2 J//49 
Product flops, focus groups, retail ads discussed. (Mennen E cited 
as a recent flop). 30 J//10 
Three men’s hair groom items in test. 24 S/6 
The story of Mennen E: Failure or victim of bureaucracy. M. Landey. 
15 0/55 
MENSWEAR 
Ripley tries on ‘fashion mirror.’ 15 Ja/56 
Jew meets Italian in Gingiss ads. 712 F/45 
Bond readies $4,000,000 ad campaign. 5 Mr/6 
Farah says strike is not hurting promotions much. 72 Mr/38 
Fruit of the Loom sets Father's Day push. 14 My/47 
Discrimination, that’s what it is! S. Bernstein. (SRB chides the 
men's clothing industry which has little selection for a man with 
over 32-size waist). 6 Ag/16 
Kayser-Roth sets footwear drive. 20 Ag/25 
Spitz now selling for Regal. 3 S/12 
Hart Schaffner tv spots to star actors, athletes. 70 S/45 
Munsingwear tab patterned underwear as ‘Dynamite.’ 77 S/3 
Nudes serious matter to menswear ad exec. 15 0/76 
Yogi’s son runs afoul of NCAA for skivvies ad. 15 0/94 
Moore heads Laurent clothing division. 29 0/52 
MENTAL HEALTH 
Group tests ads’ ability to improve mental health. 719 Mr/40 
MERCEDES-BENZ OF NORTH AMERICA INC. 
Mercedes-Benz sets campaign for luxury 450 cars. 5 Mr/52 
MERCHANDISING ALLOWANCES 
P&G tests new ad allowance plan for toilet goods: Cost plus 50%. 
N. Giges. 75 Ja/? 
Merchandising allowances being wasted, Mueller says. 16 Ap/12 
Stress on allowance money hurting ad budgets. L. Doherty. 7 My/3 
Food men look hard at promotional dollars. 27 My/64 
Useless rule of the month? Meat promotion guides set. 13 Ag/61 
FTC revokes opinions on trade allowances. 12 N/27 
Four A's unruffled by Tracy-Locke proposal; says ‘allowances’ 
common. 10 D/2 
MERCK AND CO. INC. 
Cold suffers! Have you wondered which preparation is best for 
you? 22 Ja/2 
MEREDITH CORP. 
Avco, Meredith set to produce kiddie specials. 1 Ja/27 
Meredith sets book. (‘Kitchen & Bath Ideas’). 18 Je/26 
Meredith in red as unit gets folded. 6 Ag/58 
‘BH&G’ retains its page size, but offers alternative. 27 Ag/188 
Meredith revises ‘BH&G Family Medicine Chest.’ 24 S/7 
‘Successful Farming’ sets reader service. 15 O/4 
‘Successful Farming’ up. 19 N/64 
‘BH&G’' revenues up. 26 N/57 Correction: 3 D/72 
‘Ideas’ to boost page size, frequency. 10 D/66 


MERRIAM, G.&C., CO. ’ 
Where words live is theme for Merriam. 28 My/24 
MERRILL LYNCH, PIERCE, FENNER & SMITH 
Merrill Lynch not cowed by Trenton reporter's beef. 26 F/162 
Big brokers plan no ad cutbacks; Wall St. names three uptown 
shops. 2 Ap/2 
Wall St. ad campaigns continue despite slump. S. Feldman. 
(Roundup of ad campaigns by major brokerage firms, the N.Y. 
and American stock exchanges). 13 Ag/3 
MERRYWOOD FARMS 
Merrywood yogurt-base line bows in 9 markets. 9 J//2 
METAFRAME CORP. 
Metaframe goes amphibian; looks for small agency. 5 F/72 
METRICATION 
Metrication plans: Most now in heavy industries; no consumer 
drives yet. S. Feldman. 2 Ap/3 
METROMEDIA INC. 
Metromedia profits up. 26 F/139 
Metromedia revenues, income increase in ‘72. 23 Ap/139 
Klein joins Metromedia, newspaper buys possible. 18 Je/84 
Metromedia rep pullback is laid to money squeeze, new ways of 
buying. M. Christopher. 7 0/4 
KTTV signs agreement to ban violent children’s programs. 8 0/2 
Mother knows best, but... Editoriai. (Metromedia’s agreement to 
drop certain ‘excessively violent’ cartoons on KTTV in LA sets a 
bad precedent but emphasizes telecasters’ responsibility to keep 
morbid, violent sequences off the air). 15 0/12 
Worldvision exec calls meeting to protect ‘coercion.’ 29 0/76 
Birsh to buy ‘Playbill’ from Metromedia. 12 N/8& 
METROPOLITAN CRUSADE 
‘73 ads for Metro Chicago Mercy Crusade set for fall. 3 S/6 
METROPOLITAN LIFE INSURANCE CO. 
Metro Life sets bigger budget. 77 S/70 
MEXICO 
Mexican tv networks set joint venture. 29 Ja/64 
Mexican ad scene brightens; foreign trade bolstered. S. Askinazy. 
28 My/53 
Mexico tightens regulations on tv programs, advertising. 
30 Ap/68 
MIAMI 
That Florida Hospitality. Editorial. (A good & effective ad for the 
Greater Miami Chamber of Commerce is cited.) 5 F/12 
MICHEL-CATHER INC. 
Michel-Cather names Palace. 70 S/78 
MICHIGAN 
Michigan's sales tax law moves in on small agencies. 6 Ag/28 
MICHIGAN TOURIST COUNCIL 
Michigan Tourist Council may return to Ross Roy. 9 J//84 
MICROENCAPSULATION 
Insurance ads use unpleasant scents. 20 Ag/53 
MICROWAVE OVENS 
Litton readies ads for new microwave ovens. 22 Ja/64 
Microwave units take 5% of range market in ‘72; consumers 
still cool. L. Baltera. 719 Mr/3 
Amana uses ex-CU man in rebuttal. 2 J//53 
Litton to boost microwave ad budget by 50% in 1974. 24 S/104 
Amana offers skillet with Radarange buy. 3 D/76 
Amana promotes Radarange as energy-saving appliance. 70 D/6 
MIDA PRODUCTIONS 
Mida Productions set. 18 Je/51 
MIDEAST 
Israeli agencies hit hard by cuts. 29 0/8 
MILES LABORATORIES INC. 
Miles shorts on nutrition offered for kid tv shows. 22 Ja/59 
Miles puts meat-like line into full-scale test market. 26 F/133 
Headache helps may be Alka-Seltzer target if antacid rules pass. 
J. Revett. 9 Ap/3 
Alka-Seltzer exec says ads comply with FDA report. 7 My/50 
Don’t dare be funny? Editorial. (ASTA’s warpath against an Alka- 
Seltzer spot shows an overreaction and a lack of a sense of 
humor). 25 Je/12 
Alka-Seltzer tv spot gives travel agents a headache. 25 Je/49 
One-A-Day tv ads get NARB qualified okay. 23 J//2 
Soapers heavy on ad substantiation data, FTC discovers. (Miles 
asked to substantiate S.0.S. soap pad claims). 20 Ag/2 
General Mills test markets Burger Builder in 3 areas. (Creamette 


& Miles also have vegetable protein products on the market.) 
19 N/16 
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Alka-Seltzer opts for straight talk. V. Adams. 10 D/24 

MILLER, |., & SONS 

|. Miller mail order campaign pushes custom fit pantyhose. 
29 Ja/80 

MILLER, ROBERT D. (author) 

You, too, can have name on door. 37 D/19 

MILLER BREWING CO. 

Merry men to aid debut of Miller ale. 26 F/132 

Miller readies new ads for Meister Brau. 26 F/167 

MILLER FREEMAN PUBLICATIONS 

Paper men, others should rely more on ads to sell. 20 Ag/52 

‘Flight’ purchased. 29 0/65 

MILLER-MORTON CO. 

Sergeant's, out to clobber fleas, hikes budget 25%. 26 Mr/10 

Beach Paint due. 16 Ap/10 

Blistr Klear, Chap Stick to get sweeps. 8 0/37 

Lip Quencher lipstick debuts. 15 0/43 

MILLER PUBLISHING CO. 

‘Miller’ ends century publication. 9 Ap/70 

Miller in 2nd century of ag field publishing. N. Howard. (A look at 
the history of Miller Publishing as ‘Northwestern Miller’ folds). 
13 Ag/27 

MINNEAPOLIS 

Minneapolis dailies cut ads to save newsprint. 15 0/8 

MINNEAPOLIS STAR & TRIBUNE CO. 

Minneapolis Star names Silha as new president. 28 My/20 

MINNESOTA 

Minnesota starts ad review setup. 30 Ap/24 

MINORITIES 

Avon, PUSH set pact. 30 J//42 

Navy picks black shop, hikes minority ad effort. 27 Ag/2 

N.J. Bell picks Hyman. 27 Ag/4 

Commerce sets minority media guide. 27 Ag/184 

Stations make progress in hiring ethnic males; are remiss on 
women. 29 0/22 

‘Grass Roots News’ set. 17 D/34 

See also BLACK MARKET 
ETHNIC MARKET 

MINTZ-HOKE 

Mintz adds lottery pr. 10 S/32 

MIRACLE WHITE CO. 

New York ban of phosphates sparks little ad activity. 78 Je/28 

Miracle White chief vows to pull ads from violent shows. 75 0/97 

MISLEADING ADVERTISING 

Consumer finance body disagrees on proposed truth in credit 
changes. & Ja/6 

NARB panel takes hard stance on Kal Kan ad claim. 29 Ja/1 

NARB finds Nyto! ads misleading. N. Giges. 5 Mr/1 

NARB closes Chuck Wagon case after Ralston acts. 3 S/3 

MISLEADING ADVERTISING 

Blasts Anacin, old Spic & Span ads. 19 N/3 

Prof says ads can innoculate against corrective orders. 19 N/24 

New FTC powers will only affect the clearly deceptive advertisers. 
S. Cohen. 26 N/4 

Senator asks NARB support against ‘deceptive’ energy ads. 3 D/? 

No more rigged ads, Bristol-Myers told; Dry Ban tv spots hit. 
10 D/1 

O&M appeals Dry Ban case. 17 D/128 

NARB rules against Schick shaver ads, cites ‘implications.’ 37 D/1 

See also DECEPTIVE ADVERTISING 

MISSOURI SAFETY COUNCIL 

Cutty Sark outdoor ads draw fire. 23 Ap/10 

MITCHELL & CO. 

Greenfield, Mitchell split. 717 Je/20 

MITCHUM-THAYER, INC. 

Revion assigns four products to Marschalk agency. 22 0/16 

MOBIL OIL CO. 

Mr. Dirt’s a household word; Mobil flushed with success. 26 Mr/6 

Mobil, ITT Andy winners. D. Grant. 4 Je/3 

Mobil latest to slash gas ads, cuts may reach $40,000,000. 
25 Je/1 

Congressmen point out puzzlements in Mobil’s ‘open letter’ 
energy ads. 16 Ji/3 

MODERN HANDCRAFT INC. 

Handcraft hikes rates. 18 Je/48 


MOGEN DAVID WINE CORP. 
Mogen David readies test of Jug wines. 9 Ap/85 


MOGER, STANLEY (author) 

Middleman buyer weighs prospects of new season. 24 S/24 

MOGULESCO, JACK 

Mogulesco now exec vp at Gen’! Cigar. 5 N/8& 

MOHR & CO. 

Mohr shop alters its name; seeking consumer clients. 10 D/66 

MOLINARO, AL 

Murray the Cop likes tv ad beat. M. Christopher. 18 Je/38 

‘MONEYSWORTH’ 

Gov't not feeling litigious about ‘Moneysworth’ ad. 23 J//26 

MONSANTO TEXTILES CO. 

Monsanto readies print for contract carpeting. 23 Ap/135 

Monsanto to push Acrilan carpeting via print campaign. 29 0/64 

MONTANA 

Three is a group says new tv ad for Mont. Blue Cross. 5 N/67 

MONTEIL, GERMAINE, COSMETIQUES CORP. 

Monteil leaves Beebe for TL&K. 22 Ja/4 

Remedial Balm bows. 14 My/41 

MORRELL, JOHN, & CO. 

Morrell is testing Broadcast canned meat entrees line. 17 S/8 

MORRIS, PHILIP, INC. 

Marlboro music offer set. 7 My/34 

Alpine has mixed success in its restaging try. 25 Je/3 

Philip Morris marketers in major shuffle. 29 0/3 

Philip Morris denies race idea was stolen. 17 D/119 

MORTON & BROWN 

Renamed Morton-McAward-O’Shea. 17 Je/62 

MORTON FROZEN FOODS DIVISION 

Morton Mini-Tacos bow in Southwest. 12 F/16 

MORTON/McAWARD/O’'SHEA 

Renamed Morton & O'Shea, Phoenix. 15 0/6 

MORTON-NORWICH PRODUCTS INC. 

Block gives Grey BC; SSC&B picks up new products. 7 Ja/24 

Morton-Norwich sets new operating units. 25 Je/8 

Kids’ Unguentine tests. 2 J//4 

MORTON SALT CO. 

Morton Lite salt readies nat'l bow. 29 Ja/12 

Arbitrate ad plaints. Editorial. (Consumer complaints, made to the 
advertiser himself, about ads teaching bad safety lessons, should 
be refered to a 3rd party to dispose of any suspicion that the 
matter did not get serious consideration). 29 Ja/16 

Morton Lite ties into ‘RD’ special insert. 29 0/2 

MOSES PUBLISHING CO. 

‘Lottery Guide’ out. 14 My/68 

MOSS, FRANK (Sen.) 

Little cigars face new ad strictures. 8 Ja/7 

Moss plans to introduce broadcast bill of rights. 8 Ja/8 

Ode from Winston-Salem. (Reprint of a poem by Wallace Carrol! 
about Sen. Moss and little cigars). 29 Ja/72 

Guarded reaction by drug ad critics to new o-t-c rules from code 
board. (Also, Sen. Moss begins hearings on marketing a health 
institute bill). 26 F/7 

Zenith asks Moss refute Sony ad featuring study from Georgetown 
group. 26 F/2 

Senate asks Sony change ‘baloney’ ad. 5 Mr/8 

Withholding research data is unfair practice: Choate. 12 Mr/26 

NAB to resist ‘institute’ bill; Moss staff revising. 2 Ap/57 

Warranty/FTC bill okayed; Moss readies two new plans. 9 Ap/86 

Public tv program devotes most of the time to critics. 9 Ap/90 

Consolidated goes ahead with tv campaign for Dutch Treats. J. 
O'Connor. 23 Ap/? 

New 4A’s president sets battle for ad ‘freedom.’ J. O'Gara. 
21 My/32 

See also U.S. CONGRESS 


MOTOR HOMES 
See RECREATIONAL VEHICLES 


MOTORCYCLES 

New Honda models to bow. 7 Ja/8 

Harley sets new drive to boost market share. T. Rowan. 29 Ja/34 

BSA cuts back street line among import motorcycles. 9 Ap/76 

Commando adds model. 14 My/25 

Cycle trend shifting to off-road lines. (Highlights of a study on 
the motorcycle market, conducted by ‘Cycle’ magazine). 16 J//4 

Four sign for motorcycle race. 23 J//62 

Harley push aims at bigger share. 7 0/33 

Honda to use all three tv nets in ‘74 cycle campaign. 3 D/52 

Suzuki and dealers set $5,000,000 for ‘74 ads. 24 D/20 
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MOTOROLA INC. 

Motorola -bows out of audio market. 25 Je/70 

MOUTH WASHES 

See BREATH FRESHENERS 

MOVIE THEATERS 

Dailies’ information role detailed. (Archaic rate structures for movie 
houses are turning them away from newspapers). 23 J//4 

MOVIES 

‘Time’ calm in ad, reader exit due to ‘Last Tango.’ 5 F/3 

Film Theatre sets push. 79 F/53 

Film makers, publishers join forces; unsure of obscenity ruling 
effects. (Notes the mixed reactions of publishers and film 
producers over the probable effect of the Supreme Court's 
obscenity ruling). 9 J//3 

Motown solons furious at ‘Detroit 9000' ads. R. Gray. 24 S/2 

Made-for-tv movie is big future drama. 24 S/29 

Early movies to tv commercials—rise and fall of a film company. 
S. Kuehn. 29 0/43 

NBC-TV sued for refusing movie ads. 12 N/2 

MOVING SERVICES 

Red Ball code gets ad play. 29 J/a/42 

United Van Lines pushes ‘hotline.’ 29 Ja/42 

MRS. SMITH’S PIE CO. 

Mrs. Smith gives Natural Juice pies $1,000,000 push. 2 Ap/54 

Mrs. Smith's has nine new frozen pies. 28 My/58 

Slice-of-life ads sell slice of pie for Mrs. Smith's. 13 Ag/65 

‘MS’ MAGAZINE 

Optimistic anniversaries celebrated at ‘Ms.,’ ‘World.’ 9 J//22 

MSTIQUE PUBLISHING CO. 

‘MsTique’ readied for young black women. 26 N/50 

MUELLER, ROBERT W. 

‘Progressive Grocer's’ Robert Mueller gets Crain Award. 19 F/66 

Mueller to retire at ‘Progressive Grocer.’ 29 0/70 

MULTI-NATIONAL CORPORATIONS 

Devaluation boosts cost of agency expansion. R. Bechtos. 79 F/2 

McCaffrey, British MP clash over controls on political ads. R. 
Bechtos. (IAA World Congress; also, comments on the women’s 
lib movement and multinational corporations). 18 Je/2 

Energy and resource crisis strain anti-trust laws; changes needed. 
E. B. Weiss. (Conditions have changed since the anti-trust 
laws were formed which means they may need liberalizing for 
consumer, as well as corporate, survival). 3 S/27 

Yankee presence spurs multi-nat'ls. 26 N/28 

MUNSINGWEAR INC. 

Munsingwear tabs patterned underwear as ‘Dynamite.’ 77 S/3 

Ads seek Alaskan claimants. 7 Ja/25 

MUSIC & MUSICAL INSTRUMENTS 

Music group breaks first coordinated retail push. 76 J//33 

‘House Beautiful’ to tell where to Discover Music. 30 J//6 


N.C.M. SALES CORP. 

N.C.M. Sales renamed. 15 0/93 

NL INDUSTRIES 

Dutch Boy readies push. 23 Ap/36 

NABISCO INC. 

Nabisco sales up 14%. 5 F/55 

Nutter Butter national. 26 F/134 

Foods, new units aid Nabisco rise. 2 Ap/67 

Nabisco buy adds to pet, toiletries lines. 7 My/35 

Nabisco out with new snack, candy entries. 27 My/10 

NADER, RALPH 

Nader group ad figures arrived at by inference. (Nader estimates 
food ad tab at $4 billion, & claims the ads encourage consumers 
to shop blindly). 23 J//2 

Nader, McCall argue advocacy role of advertising at magazine 
meet. D. Grant. 24 S/3 

Understanding Nader. Editorial. (Although Nader is far from 
infallible, he must not be ignored, and Ed Rust’s commendation 
seems to indicate a break through corporate management). 
1 0/16 

Airlines against ads saying that you could get bumped. 29 0/2 

See also CONSUMERS & CONSUMERISM 

NALLEY’S FINE FOODS 

Nalley’s launches tv. 16 Ap/107 

NAPPI-DAVLIN AGENCY 

Nappi-Davlin bows. 29 0/16 


NARROWCASTING 
Advertising nears a big speed-up in communications innovation. 
E.B. Weiss. 19 Mr/51 
NATHAN, ABIE 
Nathan’s peace ship radio is taking ads for Israelis. 9 J//32 
NATIONAL ACADEMY OF TV ARTS & SCIENCES 
BBC man avers U.S. dollar power sends Olympics rights cost 
skyward. 26 N/3 
NATIONAL ADVERTISING AGENCY NETWORK 
NANN names service arms, o’seas ties. 5 F/72 
NATIONAL ADVERTISING DIVISION 
NAD reports on January dispositions. 26 F/2 
NARB finds Nytol ads misleading. N. Giges. 5 Mr/1 
A pox on hot dogs? No, says NAD in one of 13 cases closed. 
(February report). 12 Mr/3 
NAD hits two advertisers in March. 16 Ap/3 
F-310 also wins in NAD review. 14 My/97 
NAD handied 13 new cases in April. 27 My/30 
NAD sends three cases to board, acts on nine. (May report). 
18 Je/109 
More NAD disclosure. Editorial. (NAD's policy of refusing to 
disclose substantiation data unrealistically assumes that the 
public and industry have faith that NAD has seen persuasive 
data). 25 Je/12 
Volkswagen's puzzling reply to the NARB decision. Editorial. (AA 
is confused by VW’'s assertion that the paid staff of the NAD 
is more qualified than the expert panel of the NARB to make 
decisions on deception in advertising). 2 J//16 
Shaver makers set big fall budgets. (Also, progress report on NAD's 
decision in the Norelco vs. Schick complaint). 9 J//35 
NAD okays STP ad, gets Marathon, Ford changes. J. O'Connor. 
(June report). 76 J//1 
Schick case stymies NAD: NARB next. (July report). 13 Ag/1 
Fram appeals NAD case to NARB panel hearing. (August report). 
24 S/3 
NAD okays 7, asks 4 to change ads. (September report). 15 0/4 
Campbell is NAD‘s new chief: Purdon retires Jan. 1. 12 N/1 
With Easy-Off under review, AHP denies data to NAD. (October 
report). 719 N/50 
Campbell to urge more local review. 19 N/51 
NAD acts on 18 November cases. 17 D/32 
NATIONAL ADVERTISING REVIEW BOARD 
NARB to consider guidelines for humor, fantasy in ads. J. Revett. 
1 Ja/2 
NARB details activities in initial public report. 22 Ja/4 
NARB panel takes hard stance on Kal Kan ad claim. 29 Ja/1 
NARB upholds Bristol-Myers on ad claims for Ultra Ban. N. Giges. 
5 F/T 
Kass asks Bauer resign from NARB for ITT help. 12 F/2 
Put up or . . . Editorial. (‘Put up or shut up’ is a colloquialism 
which applies to the advertiser's obligation to the public when 
he makes a claim; Schick Flexamatic and Ultra Ban 5000 
cited). 19 F/14 
NARB finds Nytol ads misleading. N. Giges. 5 Mr/1 
NARB turns down Kass on aspirin, Bauer complaints. 5 Mr/6 
Norelco and Ronson begin new attacks at Schick ads. 26 Mr/1 
FTC’s Jones hails NARB role. 9 Ap/32 
Shaver controversy now shifts to review board; FTC data to be 
released. J. O'Connor. 16 Ap/2 
Yost leaves NARB: urges ad drive on its activities. N. Giges. 
21 My/1 
Survey data substantiates Amoco claims, NARB rules. 4 Je/1 
NARB panel guides due. 25 Je/49 
NARB panel says VW's ad on warranties is misleading. 25 Je/67 
Volkswagen's puzzling reply to the NARB decision. Editorial. (AA 
is confused by VW's assertion that the paid staff of the NAD is 
more qualified than the expert panel of the NASB to make de- 
cisions on deception in advertising). 2 J//16 
One-A-Day tv ads get NARB qualified okay. 23 J//2 
Schick case stymies NAD: NARB next. 73 Ag/? 
Etherington succeeds Yost as NARB head. J. O'Connor. 27 Ag/1 
NARB closes Chuck Wagon after Ralston acts. 3 S/3 
Etherington says full disclosure is best NARB policy. F. Danzig. 
3 S/2 
Enter Mr. Etherington. Editorial. (AA welcomes the new NARB 
chairman and offers support in moving the NARB toward 
greater effectiveness). 3 S/14 
Schick gets delay in NARB hearing. 70 S/3 
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Buying time at NARB. Editorial. (Unlike the FTC which continues 
to investigate questionable ad claims even after the ads are 
dropped, NARB is concerned with quick, informal solutions and 
will drop charges with the removal of the accused ads. Ex. 
Ralston Purina Chuck Wagon ads). 77 S/12 

Fram appeals NAD case to NARB panel hearing. 24 S/3 

Suit against Schick could put off NARB panel review. J. O'Connor. 
24 S/8 

NARB to proceed on Schick. 7 0/65 

NARB stands fast. Editorial. (While AA lauds the NARB for pur- 
suing the Schick Flexamatic matter, it also urges that some de- 
finitive industry guidelines emerge from these lengthy proceed- 
ings). 8 0/14 

Advertising polices itself in many ways, but NARB now assumes 
role of top cop. 27 N/138 

Senator asks NARB support against ‘deceptive’ energy ads. 3 D/1 

NARB steps into energy ad situation via Mcintyre note. 70 D/1 

NARB intites Kass in. Editorial. (AA praises Benny Kass, new 
public member of the steering committee of the NARB. 

10 D/16 

Refining oil advertising. Editorial. (More on the discrepancies in 
statistics provided by oil companies, and NARB’s move to in- 
vestigate.) 17 D/14 

Proprietary Assn. sets procedure for NARB ad appeals. 17 D/26 

NARB panel will handle energy ads. 24 D/4 

NARB rules against Schick shaver ads, cites ‘implications.’ 

31 D/1 

NATIONAL ADVERTISING SHOW 

1st National Ad show a flop, exhibitors agree. 27 Ag/190 

NATIONAL AIR CARRIERS ASSN. 

TWA runs corrective ads to settle CAB complaint. 9 Ap/86 

NATIONAL AIRLINES INC. 

Pan Am boosts budget as devaluation worries threaten foreign 
trips. R. Bechtos. (Report on how setbacks in the economy are 
affecting leading airlines.) 76 J//2 

National to ‘Fly me’ for third time in new ads. 10 S/2 

NATIONAL ARTS GROUP LTD. 

National Arts Groups to publish music program. 25 Je/68 

NATIONAL ASSOCIATION OF BROADCASTERS 

NAB votes multi-30s curbs over Alberto protest. 75 Ja/3 

Kiddie tv good or bad? FCC studies both sides. 22 Ja/10 

NAB tackles advertiser queries on implication of new multi-30 
tuling. 29 Ja/2 

NAB sets its defense to AFTRA suit. 29 Ja/80 

NAB moves to consider curbs on all o-t-c drugs. M. Christopher. 
19 F/3 

A time for soft sell. Editorial. (NAB asked to tighten code rules to 
mute over-dramatized claims for medicine.) 12 Mr/14 

Licensing, ad gripes, free press among ‘hot’ topics at NAB 
meeting. M. Christopher. 26 Mr/10 

Burch lauds NAB move to cut ‘trash.’ 2 Ap/? 

NAB ready to swap: Curb sex talk, get five-year licenses. M. 
Christopher. (Highlights of the NAB convention.) 2 Ap/? 

NAB to resist ‘institute’ bill; Moss staff revising. 2 Ap/57 

Competitors with tv okay to challenge Confidets. M. Christopher. 
16 Ap/1 

OTB awaiting NAB’s okay for tv ads. 16 Ap/10 

Group seeks FCC ruling on NAB spots. (Radio Free America spots 
challenged). 27 My/50 

Big spenders ask modified interpretation of multi ads. M. 
Christopher. 78 Je/109 

Guides for tv advertising to children: What FTC chairman proposes; 
What NAB calls for. 13 Ag/62 

Cable men eye satellite, issue study to agencies; NAB mulls ad 
rebuttal. 70 S/7 

Print ad looms as NAB urges no changes in FCC’s cable position. 
15 O/1 

NAB stiffens ad rules on kid tv, eases others. 22 0/2 

Schary calls anti-pay tv ads by NAB ‘lies.’ 5 N/10 

NAB won't alter standards to satisfy D-F-S complaint. 12 N/74 

FCC arguments sets. 19 N/64 

NCTA silent while NAB’s anti-pay ads holler away. 3 D/2 

NATIONAL ASSN. OF FOOD CHAINS 

Supermarket exec raps FTC price check plan. 5 Mr/2 

It's in the supers lap now. Editorial. (Call on food chains to do 
more than warn against pitfalls in consumer & government 
aids to shopping to beat prices). 9 Ap/12 


NATIONAL ASSN. OF FOSTER PARENTS 
Y&R helps with Foster Parents ads. 26 N/57 
NATIONAL ASSN. OF INDEPENDENT TV PRODUCERS & 
DISTRIBUTORS 
Worldvision exec calls meeting to protest ‘coercion.’ 29 0/76 
NATIONAL ASSN. OF MARKET DEVELOPERS 
Blacks, whites wrangle ethnic cell controversy. 4 /e/92 
NATIONAL ASSN. OF MUSIC MERCHANTS 
Music group breaks first coordinated retail push. 76 J//33 
NATIONAL BANKAMERICARD INC. 
BankAmerica sets guides for women, mull ads use. J. Revett. 
26 Mr/2 
Giving credit to women. Editorial. (P&G and BankAmericard lauded 
for recognizing women in the work force; call for legislation). 
2 Ap/12 
Hoefer gets $4,000,000 NBI business. 27 Ag/8 
NATIONAL BROADCASTING CO. INC. 
NBC RADIO 
NBC Radio appoints Rush. 17 S/77 
NBC sets newscasts. 37 D/26 
NBC-TV 
Potential sponsors calm as NBC hits ABC ‘swipe’ of 
Olympic coverage. J. Forkan. 7 Ja/7 
NBC-TV puts lots of baseball into prime time. J. Forkan. 
12 F/2 
NBC revamps Saturday a.m. lineup with 7 new tv shows. 
26 Mr/8 
Little new in ‘73 warm weather tv. J. Forkan. 27 My/4 
Fairness rule limits nets, says Goodman. 27 My/8& 
Reprieve seen for prime time rule as NBC voices doubt. 
J. Revett. 6 Ag/1 
Prime time ratings show NBC rebound. 15 0/8 
‘Sesame’ stars in CBBB-NBC kiddie nutritional spots. 29 0/4 
CBS drops three tv shows; 4 newcomers get NBC axe. M. 
Christopher. 12 N/2 
NBC-TV sued for refusing movie ads. 7/2 N/2 
Networks hit possible ban against use of facilities. 70 D/8 
NATIONAL BUSINESS COUNCIL ON CONSUMER AFFAIRS 
Council unit paper rebuts consumerists. 75 Ja/2 
Let's save the NBCCA. Editorial. (As the Commerce Dept.’s 
interest in the NBCCA wanes, AA urges the business community 
to make a united effort to continue its support). 27 Ag/14 
NATIONAL BUSINESS SERVICES 
ABP adds ‘Counselor.’ 16 Ap/106 
NATIONAL CABLE TELEVISION ASSN. 
NCTA silent while NAB’s anti-pay ads holler away. 3 D/2 
NATIONAL CAR RENTAL SYSTEM INC. 
Nat'l Car Rental stretches time in new tv spots. 26 F/144 
NATIONAL CITIZENS COMMITTEE FOR BROADCASTING 
Group asks stop to use of usual station break term. (The term 
‘station identification’ is deceptive says the NCCB, and asks the 
FCC to halt its use). 27 Ag/8 
NATIONAL COLLEGIATE ATHLETIC ASSN. 
Yogi's son runs afoul of NCAA for skivvies ads. 15 0/94 
NATIONAL COMMISSION ON CONSUMER FINANCE 
Consumer finance body disagrees on proposed truth in credit 
changes. 8 Ja/6 
NATIONAL COMMISSION ON PRODUCTIVITY 
Ad Council at work on campaign to push productivity. 23 Ap/126 
Ad Council campaign to stress productivity. 6 Ag/2 
Idea of ‘productivity’ ads turned Zaccaro on. 27 Ag/4 
NATIONAL COUNCIL OF AFFILIATED ADVERTISING 
AGENCIES 
NCAAA set, has 9 charter members. 27 Ag/189 
NATIONAL COUNCIL OF CHURCHES OF CHRIST 
Guarded reaction by drug ad critics to new o-t-c rules from code 
board. (Also, NCCC urges strict self-policing for drug adver- 
tising; Sen. Moss begins hearings on marketing a health 
institute bill). 26 F/17 
NATIONAL DISTILLERS PRODUCTS CO. 
National Distillers sets. 2 Ap/46 
Forester gets competitive in $2,000,000 campaign. 23 J//3 
NATIONAL FOOTBALL LEAGUE 
See SPORTS 
NATIONAL GENERAL PICTURES 
NBC-TV sued for refusing movie ads. 12 N/2 
NATIONAL GUARD 
Guard changes brochure for women. 25 Je/22 
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Bids open for $3,000,000 Guard acc’t. 7 0/6 

NATIONAL HOUSEWARES EXPOSITION 

Specialty items bow at housewares exhibit. T. Rowan. (Few new 
products are introduced, with special and personal care products 
in the forefront.) 22 Ja/6 

NATIONAL KIDNEY FOUNDATION 

Kidney group picks DFK. 17 D/109 

NATIONAL LEAD CO. 

Dutch Boy to Humphrey; paint Manoff fiery red. 12 N/8 

NATIONAL MARKETING SURVEYS 

Dow sets unit. 10 D/43 

NATIONAL MOOD 

Bernstein asks admen; Help curb anti-social acts. 22 0/135 

Push against pessimism. Editorial. (With pessimism the prevailing 
mood, companies must work harder to develop their products, 
keep the competitive spirit, and especially to communicate with 
good sense through advertising). 29 0/14 

Our rising expectations. Editorial. (A newly sensitive public will no 
longer tolerate deception or fuzziness in advertising: persusion 
must be honest and straightforward). 5 N/14 

NATIONAL NEWS COUNCIL 

National News Council names board members. 28 My/46 

NATIONAL OATS CO. 

Country Village food lines testing. 16 Ap/6 

NATIONAL ORGANIZATION FOR WOMEN 

NOW apparently blew it in poke at General Mills. 5 F/6 

Woman power theme of new NOW effort. 27 My/10 

Groups attack AHP, others for pulling ‘Maude’ ads. M. Christopher. 
20 Ag/55 

NOW scores Winchester man, limns Lincoln Bank. 3 S/44 

NOW says drive getting heavy media support. 7 0/23 

NATIONAL POTATO PROMOTION BOARD 

Potato gets new image in ad drive. 26 F/164 

NATIONAL PREMIUM MFRS. REPRESENTATIVES 

NPMR to name Meredith Premium Man of the Year. 17 S/27 

NATIONAL PURCHASE DIARY PANEL 

Diary panel offers syndicated test market service. 29 Ja/77 

New NPD service set. 2 J//53 

NATIONAL RETAIL HARDWARE ASSN. 

Hardware ad section set for October ‘RD.’ 24 S/85 

NATIONAL RETAIL MERCHANTS ASSN. 

Retailers see sales up 8.3% by end of ‘73 half. 22 Ja/30 

INAE told to exercise more influence on news. 29 Ja/3 

Stores study ad expenses. L. Baltera. (Report on the NRMA work- 
shop). 7 0/8 

NATIONAL SALES AIDS INC. 

Para-Gift forms unit. 27 My/78 

NATIONAL SEMICONDUCTOR CORP. 

Semiconductor sets trade push for calculators. 19 N/4 

NATIONAL TEA CO. 

National Tea radial store serves customers, operator. 26 F/139 

New National moves are turnaround attempt. 30 J//48 

NATIONAL TOURISM ADMINISTRATION 

Senate bill would unify gov't tourism efforts, increase ad expendi- 
ture. 15 0/3 

NATIONWIDE ADVERTISING 

Agency trims rates to keep IRS account. 16 J//65 

NATURAL FOODS 

Post Grape Nuts pushes its natural ingredients. 8 Ja/10 

Quaker scores big with 100% Natural. L. Edwards. (Roundup of the 
natural cereal market). 26 Mr/3 

West first to get Pillsbury natural entry. 9 Ap/86 

Country Village food lines testing. 16 Ap/6 

Foods ads unclear about additives, chemist charges. (Consumer 
will need reeducation to correctly interpret ‘natural’ and 
‘synthetic’ in food labeling). 78 Je/16 

American Bakeries pits Honey V vs. naturals. 18 Je/109 

General Mills moves out its Nature Valley natural cereal. 
L. Edwards. 2 J//1 

FDA's final rules hit some health food ads. 6 Ag/& 

Kellogg moves out with own natural entry. L. Edwards. 75 O/1 

ITT, Interstate testing new old-fashion breads. V. Adams. 12 N/60 

Quaker items rolling out: earnings dip. 19 N/8& 

See also CEREALS 

NATURAL GAS 

Senator gets time for reply to gas company radio spots. 10 D/74 

NAYLOR, HONEY (author) 

I'm Honey, hire me. 77 S/48 


NEEDHAM, HARPER & STEERS ADVERTISING INC. 

NH&S reports income, billings increase in ‘72. 8 Ja/8 

NH&S study says ‘80's ‘new’ thing will be b&w tv. (Report on 
‘The Growth of Television in the U.S.—1960 to 1980’). 
5 Mr/58 

Needham’s Harper steers group toward future needs. 12 Mr/48 

JWT says it’s very healty; sets pr unit. D. Grant. 23 Ap/? 

NH&S billings up 18.5%. 14 My/82 

Continental ‘conversing’ with NH&S, other shops. 23 J//1 

Rep. Thone rips USPS-Neeham ad campaign. J. Revett. 70 S/? 

Needham sets 5-man ‘partnership’ for creative operation in 
Chicago. 17 S/3 

NH&S sells services. 10 D/10 

S. C. Johnson ends 43 years at NH&S; Burnett gets some. 77 D/1 

NEFF, DICK (author) 

Some enchanted evening, or, dance lesson ads | have known. 
5 Mr/39 

Here's copy that any child can understand (if he’s a lawyer). 
14 My/66 

What are Datsun and Dali trying to tell us, Dr. Freudenwurst? 
(Satirical interpretation of a Datsun ad featuring a work by 
Salvador Dali). 18 Je/80 

And now ... the combination skyscraper, skate and yo-yo. (Raincoat 
which becomes a beret when the sun’s out prompted this 
satirical piece). 13 Ag/46 

Wild Blue Yonder conceives fantastic car marketing idea. 1 0/48 

Neff offers handy dandy guide to translate adiand’s body language. 
5 N/56 

Jaundiced peeled eye gazes at freaky ‘symbolic’ cosmetics claim. 
3 D/55 

NEGATIVE OPTION SELLING 

New rules for negative option reflect current sell methods. 19 F/3 

NEIMAN-MARCUS 

Neiman-Marcus sets another Chicago site. 15 0/98 

NESCO INC. 

Cleveland shops merge. 9 Ap/78 

NESTLE CO. 

Market percolates as no-caf Taster’s Choice takes aim at GF 
brands. 29 Ja/? 

Nestle buy of Stouffer may affect Libby. 26 Mr/96 

As GF, P&G coffees battle, Nestle moves in Gold Cup freeze-dried. 
J. O'Connor. 7 My/1 

Nestle, P.R. Rums invent Teatotaler. 25 Je/8 

Decaf market doubled, says Nestle: TCD completes roll. 17 D/128 

NESTLE-LEMUR CO. 

ColorTouch to bow. 26 Mr/109 

Balsam Plus launched. 23 Ap/10 

NETHERLANDS 

Dutch agencies facing competition, inflation. 24 S/94 

NEW DIRECTIONS 

New Directions open. 26 F/4 

NEW MARKETS GUILD 

New Markets Guild set. 7 My/32 

NEW YORK 

Cigaret runners may cause N.Y. little cigar tax. 26 F/140 

N.Y. drug law ads did job—‘shook people up.’ 3 S/8 

NEW YORK ART DIRECTORS CLUB 

Raps ADC's ‘One Show.’ (NY Ad Club & SPD complain about 
the ‘One Show’ awards). 26 F/135 

One Show passes out its first gold medal awards. D. Grant. 
30 Ji/1 Additional winners listed. 6 Ag/58 
Correction on Direct Mail winner. 27 Ag/181 

NEW YORK CITY OFF-TRACK BETTING CORP. 

How to market a government-run enterprise when competition 
includes organized crime. F. Danzig. 2 Ap/26 

OTB awaiting NAB’s okay for tv ads. 16 Ap/10 

NAB revamps children’s ad code, sets meeting on integrated spots. 
(Report on headline items at a tv code board meeting). 17 Je/2 

NEW YORK COPY CLUB 

One Show passes out its first gold medal awards. D. Grant. 30 J//7 
Additional winners listed. 6 Ag/58 Correction on Direct 
Mail winner. 27 Ag/181 

NEW YORK MAGAZINE CO. 

Aeneid Equities now is New York Magazine. 14 My/93 

‘New York’ sets buy. 28 My/30 

‘NEW YORK NEWS’ 

N.Y. dailies gird for strike. 26 F/8 


il | 
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Destroying a free press. Editorial. (Free press is threatened by 
strikes and resistance of automation by unions; a strike of 
NYC newspapers could destroy them). 5 Mr/12 

N.Y. ‘News’, ‘Times’ blur differences in ad battle. 25 Je/69 

‘N.Y. News’ strike ends; talk continue. 12 N/8 

NEW YORK NEWSPAPER GUILD 

‘N.Y. News’ strike ends; talks continue. 12 WV/8 

‘NEW YORK PRESS’ 

Shaheen plans move despite shortage woes. 15 0/93 

NEW YORK SOCIETY OF SECURITY ANALYSTS 

Agencies paint a rosy picture for Wall Streeters. 17 D/1 

Analysts probe outlook for agency, media stock. 17 D/129 

NEW YORK STATE DAILIES ADVERTISING MANAGERS 
BUREAU 

Shaheen plans move despite 

NEW YORK STOCK EXCHANGE 

Securities group may run major campaign. S. Feldman. 19 Mr/26 

‘Exchange’ to take ads; plans size increase. 10 S/64; 17 S/84 

‘NEW YORK TIMES’ 

‘N.Y. Times’ ad swindle revealed. 29 Ja/32 

‘N.Y. Times’ names Wolfe in shuffle. 12 F/6 

Who oppresses the press? Editorial. (AA disagrees with those in 
the press who oppose the creation of a Press Council to 
monitor certain aspects of news coverage performance). 12 F/12 

N.Y. dailies gird for strike. 26 F/8 

Destroying a free press. Editorial. (Free press is threatened by 
strikes and resistance of automation by unions; a strike of NYC 
newspapers could destroy them). 5 Mr/12 

Campbell quits ‘N.Y. Times.’ 5 Mr/55 

N.Y. dailies seen avoiding a shutdown. 9 Ap/8 

Wise to stop ads if it wants bureau, ‘Times’ warned. 27 My/95 

‘N.Y. News’, ‘Times’ blur differences in ad battle. 25 Je/69 

Wolfe ‘Times’ ad director. 17 S/8 

‘N.Y. News’ strike ends; talks continue. 12 N/8 

NEW YORK TIMES CO. 

Fair employment group sues Times Co. station. 6 Ag/53 

Times buys N.C. daily. 5 N/32 

NEW YORK YANKEES 

DeLorean, Bell Hunt are among Yanks’ new angels. (CBS sells 
N.Y. Yankees to a number of marketing execs.) 22 Ja/48 


NEW ZEALAND 

N.Z. government blocks tv channel licensing move. 2 Ap/25 

N.Z. tv boosts local fare. R. Friedman. 25 Je/24 

NEWHOUSE BROADCASTING CORP. 

WAPI-TV faces license renewal challenge. 19 Mr/32 

NEWS MEDIA 

Freedom is indivisible. Editorial. (AA urges ad people to come to 
the aid of media as governmental pressures mount against the 
press). 8 Ja/18 

Hooks tells broadcasters: Fight free press attacks. 29 Ja/32 

Whitehead ‘optimistic’ on Nixon broadcast bill. M. Christopher. 
29 Ja/1 

Who oppresses the press? Editorial. (AA disagrees with those 
in the press who oppose the creation of a Press Council to 
monitor certain aspects of news coverage performance). 12 F/12 

Destroying a free press. Editorial. (Free press is threatened by 
strikes and resistance of automation by unions; a strike of 
NYC newspapers could destroy them). 5 Mr/12 

€x-newsman confesses: He made up those ‘confidential’ sources. 
M. Grayson. 19 Mr/58 

Ratings held dictating tv news formats. 2 Ap/6 

Admen favor press shield, split over effect on ads. (Results of 
AA press poll). 4 Je/3 

CBS ‘instant analysis’ curb follows affiliate objections. 17 Je/77 

Curbs on regulatory press releases—would they help or hurt 
businesses? S. Cohen. 18 Je/12 

Common carrier journalism. Editorial. (CBS’s decision to eliminate 
‘instant analysis’ after Presidential broadcasts is a journalistic 
cop out.) 18 Je/14 

Where are the sponsors? Editorial. (AA urges sponsors to buy 
into tv news specials & documentaries.) 22 0/14 

Full citizenship for electronic press. Editorial. (AA urges Congress 
to open up all public committee hearings and floor sessions to 
electronic news media). 5 N/14 

FCC's prime time access change may benefit network newscasts. 
10 D/4 

Study finds tv is prime news source. 10 D/75 


woes. 15 0/93 


‘NEWSDAY’ 

Alan King stars in ‘Newsday’ push. 24 S/52 

NEWSPAPER ADVERTISING BUREAU 

Newspaper bureau promotes psycographics. 70 S/6 
Newspaper admen suggest ways to boost beer sales. 8 0/34 
Study finds men distrust most auto ads. 15 0/95 

See also BUREAU OF ADVERTISING, ANPA 


NEWSPAPER ASSN. MANAGERS INC. 
NAM distributes kits for Newspaper Week. 77 S/60 


NEWSPAPER PREPRINT CORP. 
Expect lower insert volume. 37 D/26 


NEWSPAPER SUPPLEMENTS 

Black supplement set for April bow. 5 F/67 

‘Family Weekly’ adds. 12 Mr/26 

Four European papers ready new supplement on business. 26 Mr/99 

‘Family Weekly’ adds seven newspapers. 14 My/93 

‘Parade’ adds two. 27 My/32 

Roses for Coke, Pepsi ads; lemons fo tv's Mrs. Olsen. (‘Milwaukee 
Journal's’ Insight Magazine readers’ poll on best and worst tv 
commercials). 27 My/95 

‘Parade’ adds two. 2 J//58 

‘Tuesday’ magazines move to ‘Tribune.’ 17 S/80 

Field papers sue Tuesday. 7 0/65 

‘Family Weekly’ gets five. 24 D/22 

‘Parade’ revenues up. 24 D/24 


NEWSPAPERS 

Boston papers renamed. 8 Ja/3 

Circulation up for U.S. dailies during 1972. 8 Ja/27 

‘Tribune’ picks Twilling to head promotion unit. 8 Ja/58 

Carter sale may be top media cash deal. (Includes other major 
newspaper deals in the past few years.) 15 Ja/27 

‘Troy (N.Y.) Record’ folds. 22 Ja/28 

Vacation patterns boost linage for dailies: BofA. 22 Ja/28 

National ads in newspapers hit $927,200,000 in 1971. 5 F/33 

Texas papers go daily. 5 F/42 

Philadelphia papers offer combo ad rate. 5 F/71 

N.Y. dailies gird for strike. 26 F/8 

Newspapers’ insert clutter, rising rates draw blasts at DMAA 
meeting. 5 Mr/3 

Destroying a free press. Editorial. (Free press is threatened by 
strikes and resistance of automation by unions; a strike of NYC 
newspapers could destroy them). 5 Mr/12 

Newspapers pass $7 billion in ad revenue in ‘72. 5 Mr/15 

Audit Bureau will offer reader, demographics data on U.S. 
newspapers. 79 Mr/3 

Fairchild’s ‘W’ revenue ahead of 1st year plan. J. Forkan. 26 Mr/91 

First BofA material set for new ABC data bank. 26 Mr/109 

Neustadt, MR, NRC merger still shaky. 26 Mr/110 

Media, government joining food price battle. S. Cohen. 2 Ap/? 

N.Y. dailies seen avoiding a shutdown. 9 Ap/8 

Field, Tribune Co, step up battle for Chicago newspaper leadership. 
16 Ap/62 

Bloede asks newspaper execs to join fight for ‘freedom to 
advertise.’ J. Forkan. 30 Ap/3 

ANPA issues first survey of readership. 30 Ap/82 

‘Palo Alto Times’ lifts liquor, racing ban. 27 My/44 

Plano daily sues rival on ad rates. 27 My/44 

End ‘sacred cow’ promotions, upgrade titles, INPA urged. 
H. Bernstein. 28 My/3 

New INPA president sees total marketing for dailies. 28 My/56 

Dailies making automation progress. J. Forkan. 4 Je/73 

U.K. papers promote more to counter commercial tv. 4 Je/94 

Army Times to encircle D.C. with weeklies. 18 Je/34 

‘Grit’ realigns regions. 18 Je/38 

Court denies ads under 1st Amendment. (Pittsburgh Press fails 
to upset a local ordinance forbidding want ads under sex 
designation). 25 Je/68 

N.Y. ‘News’, ‘Times’ blur differences in ad battle. 25 Je/69 

Auto men tell dailies: No bigger share in ‘74. R. Gray. 2 J//6 

Yes, we have no figures!’ Editorial. (For the 2nd consecutive 
year, the newspaper industry has no official company figures 
available to the ad industry). 9 J//16 

Media Records finally catches up on ad data. 16 J//2 

Dailies’ information role detailed. (Archaic rate structures for movie 
houses are turning them away from newspapers). 23 J//4 

Louisville paper wins first round in ad refusal suit. 23 J//74 


- 
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Execs offer ways to help medium at INAE meeting. (More 
developed food sections in newspapers urged: 


newspapers 
asked to supply advertisers with audience and demographic data). 


30 Ji/55 

‘Boston Globe’ to make public offer. 6 Ag/54 

Newsprint grows short as strike hits big mill. (Reactions of news- 
paper publishers given as the largest newsprint producer's 
employees go on strike). 713 Ag/2 Correction: 27 Ag/2 

Top 100 national newepaper advertisers invested $465,728,400 
during 1972. 20 Ag/25 

Strike halts St. Louis dailies. 27 Ag/8 

Rail strike worsens paper shortage; smaller U.S. papers hurt the 
most. S. Feldman. (Small & larger newspaper reps tell how the 
shortage of newsprint supplies is affecting advertising & editorial 
content). 3 S/2 

National Advertising Expenditures in Newspapers for 1972. 
(Tabulations for brands of those companies which spent $10,000 
or more for national newspaper space in 1972). 10 S/insert 

Kauffman sees boost in newspaper ad vol. 70 S/6 

Canadian newspapers set up bureau to promote ad sales. 10 S/64 

NAM distributes kits for Newspaper Week. 77 S/60 

St. Louis strike drags; advertisers shift funds. 24 S/8 

Alan King stars in ‘Newsday’ push. 24 S/52 

Rising cost of newsprint adds to shortage. 24 S/72 

Thomson papers merge. 24 S/76 

Have enough newsprint: ANPA head. 24 S/107 

Journal Co. buys own stock for employes. 7 0/6 

How newspapers can become a big direct response medium. 
N. Weiner. 1 0/47 

Field papers sue Tuesday. 7 0/65 

Knight to buy 3 newspapers. 7 0/65 

Minneapolis dailies cut ads to save newsprint. 15 0/8 

Shaheen plans move despite shortage woes. 75 0/93 

Lindsay-Schaub ad cut no fun, but it worked. 22 0/4 

Like products, dailies, too, need marketing goals. 22 0/156 

Virginia tri-weekly becomes a daily. § N/31 

Keating new chief exec at ‘Enquirer’; Gormley exits. 5 N/76 

Michigan weeklies sign merger pact. 12 N/6 

‘N.Y. News’ strike ends; talks continue. 12 N/8 

How the newspaper medium is working for direct response 
advertisers. B. Stone. 12 N/67 

Daily will replace four Massachusetts weeklies. 12 N/74 

Foreclosed homeowners get ad refund from ‘Star-News.’ 12 N/83 

Newspapers are nation’s biggest medium. 27 N/66 

Portuguese paper folds. 26 N/29 

Newspaper strike settled in Cincinnati. 3 D/6 

Print men optimistic, broadcast reps concerned. (How media view 
the coming year). 77 D/12 

‘News’ hikes price. (N.Y. Sunday News). 77 D/37 

Newspaper volume nears $7.6 billion; expect more in ‘74. 
J. Forkan. 37 D/3 

See also SUBURBAN PRESS 

NEWSPAPERS—NEW 

‘Long Island Consumer Advocate.’ 23 Ap/18 

Nikkei Sangyo Shimbun (Nikkei Industrial Daily), Japan. 27 My/31 

‘IN: Chicago,’ Destination Publications. 718 Je/51 

‘Vancouver (B.C.) Post,’ Bernard, Osborne & McDonald 
co-founders. 13 Ag/8 

‘Europa,’ jointly published by 4 European dailies monthly. 8 0/69 

‘National Star,’ World News Corp. 12 N/36 

NEWSPRINT 

Comparison of newsprint consumption to national economic 
growth. 27 N/64 

See also PAPER SHORTAGE 

NEWSPRINT SHORTAGE 

Seé PAPER SHORTAGE 

‘NEWSWEEK’ 

‘Newsweek,’ ‘Time’ tell o’seas plan. 7 Ja/24 

‘Newsweek int'l rates, base to rise in 1974. 22 0/4 

MPA execs laud buy of ‘Life’ issue by ‘Newsweek.’ 22 0/8 

‘Newsweek’ taps March. 5 N/4 

NEY, EDWARD 

Ten who made ad news in 1973. 17 D/2 

NICKERSON & COLLINS 

‘Security Register’ set. 70 S/4 

NIELSEN, A.C., CO. 

Spanish-language net still battling ratings. 26 F/140 


Whatever became of ...? An update on some of 72's research 
projects. J. Honomichl. 26 F/154 

Nielsen earnings rise. 16 Ap/6 

Nielsen vs. JWT: Research more lucrative than agency business? 
J. Honomichl. 16 Ap/55 

Usefulness of overnights hot topic. M. Christopher. 2 J//10 

Nielsen signs 13 for new audimeter service. 30 J//48 

eee 3 hearings get boffo daytime Nielsens. M. Christopher. 
6 Ag/2 

Flood of Nielsen overnights shows veterans out in front. M. 
Christopher. 17 S/2 

CBS — dominate 1st tv ratings; Dems bomb. M. Christopher. 
24 S/1 

Market Facts’ success with controlled market tests attracts Nielsen. 
J. Honomichl. 8 0/3 

ABC signs up for Nielsen overnights. 8 0/70 

Nielsen to add services. (TV Index). 8 0/70 

Prime time ratings show NBC rebound. 15 0/8 

Prime time king CBS tops in tot rating, too. J. Forkan. 22 0/8 

Nielsen in Argentina. 22 0/158 

Nielsen earnings up. 3 D/32 

NISSAN MOTOR CORP. 

Datsun uses Peter Max. 9 Ap/14 

What are Datsun and Dali trying to tell us, Dr. Freudenwurst? 
(Satirical interpretation of a Datsun ad featuring a work by 
Salvador Dali). 18 Je/80 

NISSIN FOODS (U.S.A.) CO. 

Japanese pasta gets tv ads. 15 0/74 

NIXON, RICHARD M. 

White House now supports separate consumer agency. 2 J//8 

Nixon's ‘positioning’ has eroded, Dailey says. 17 D/130 

See also NOVEMBER GROUP 
PRESIDENTIAL CAMPAIGN 1972 
WATERGATE 

NOBLE, ALBERT SIDNEY (ad agency) 

Noble shop closes following owner's death; Mobil shifts. 8 Ja/16 

NOLAN, HELEN (author) 

The creative revolution wasn't just a fluke—original, creative 
advertising does work. 5 N/50 

NOLAN/JOHNSTON MARKETING SERVICES 

REA Express ads disclose hollow in Lois roster. 6 Ag/8 

NOODLES 

See MACARONI & SPAGHETTI PRODUCTS 

NORCLIFF LABORATORIES 

Pretty Feet, Zonite bought by Norcliff. 26 N/24 

NORELCO 

See NORTH AMERICAN PHILIPS CORP. 

NORMAN CRAIG & KUMMEL INC. 

NC&K adds $3,790,000 overseas, buys into portuguese Publipromo. 
(News of NC&K’s international members reported). 29 Ja/62 

C&W, Norman, Craig to split $15,000,000 L&M ad account. 
J. O'Connor. 12 Mr/2 

Grant's 8 scotch billings to NC&K. 14 My/94 

NCK gains $4,900,000 in international billings. 9 J//4 

Bregman exit from NC&K not tied to U.S. problems. 75 0/8 

Increasing domestic activity is top priority job for Myers and 
Kummel. 12 N/2 

Norman, Lawrence, Ad Concepts merge. 26 F/130 

NORSWORTHY, MERCER & KERSS 

Norsworthy adds bank. 22 0/158 

NORTH AMERICAN PHILIPS CORP. 

Norelco challenges Schick tv claims; reveals own tests. 
J. O'Connor. 75 Ja/1 

Nets to study Norelco data in shaver hassle. J. O'Connor. 22 Ja/8 

Spell out the rules. Editorial. (FTC’s silence on the Schick- 
Norelco controversy is dangerous, FTC must deliver iron-clad 
commandments to advertisers if it is t> prevent competitive 
advertising chaos). 22 Ja/14 

FTC questions Schick refusal to air test data. 5 F/1 

Schick will release new report on shaver data. 72 F/1? 

Schick issues test data on shaver comparisons; Norelco results 
to nets. 19 F/7 

Norelco still hopeful on Schick flap. J. O'Connor. 26 F/1 

Norelco uses print (for its expanded line of Norelco ‘idea’ machines.) 
12 Mr/48 

Norelco and Ronson begin new attacks at Schick ads. 26 Mr/1 

FTC to release Schick Flexamatic test data. 9 Ap/1 

Tripleheader to get bulk of Norelco spring ads. 9 Ap/66 
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Shaver controversy now shifts to review board; FTC data to be 
released. J. O'Connor. 16 Ap/2 

Shaver makers set big fall budgets. 9 J//35 

Video cassette makers see ‘tough’ consumer market. 8 0/3 

NORTH AMERICAN PUBLISHING CO. 

Budd books sold. 10 D/59 

NORTHGATE ADVERTISING CO. 

Yaffe shop hired to head Borman’s Northgate agency. 17 D/128 

NORTHWEST COUNCIL OF ADVERTISING AGENCIES 

Ad group names Foley. 7 My/78 

NORTON VILLIERS TRIUMPH 

Commando adds model. 14 My/25 

NORWAY 

Governments’ grip on marketing is world problem, IAA talks reveal. 
R. Bechtos. (Comments on Norway's consumer ombudsman 
and Market Council). 77 Je/? 

NOSTALGIA 

Prospects good as broadcasters mine solid gold records format. 
J. Forkan. 9 Ap/31 

Nostalgia is ad theme for Old Chicago. 25 Je/60 

Ballantine's breaks new nostalgia ads. 7 0/26 

Detroit Auto Show features nostalgia in media ad drive. 12 N/26 

Network radio drama undergoing a revival. J. Forkan. 12 N/46 

Nostalgic look at the solid, glamorous past of magazines. Herbert 
Mayes. 27 N/80 

See also ADVERTISING HISTORY 

NOTCH & ASSOCIATES 

Renamed Notch-St. Ores Advertising. St. Paul. 5 N/37 

NOVACK, EVE 

Novack, accounts move to Hodes. 79 F/10 

NOVEMBER GROUP 


The short, happy career of a creative director in the Nixon campaign. 


W. Taylor. 5 F/48 
Dailey defends Nixon support ad, says no agency tie to Watergate. 
D. Grant. 7 My/? 
Posey: White House aides tried to change ads. D. Grant. 14 My/3 
Nixon's ‘positioning’ has eroded, Dailey says. 17 D/130 
NOXELL CORP. 
Cover Girl sets print, tv push for Big Eyes. 29 Ja/42 


NUDES 
See SEX IN ADVERTISING 


NUGENT, PATRICK & CO. 
Nugent agency opens. 73 Ag/12 


NUTRITION 

Wonder Bread decision stalls FTC drive for corrective ads. N. Giges. 
(Nutritional ads may be revived). 7 Ja/7 

Miles shorts on nutrition offered for kid tv shows. 22 Ja/59 

FTC writing food ad rules. (FTC would require ads making 
nutrition-type claims to either fully explain them or possibly 
list all nutritional data about the product). 72 F/58 

Cereal makers say nutrition hearings rigged; won't appear. 
S. Cohen. 5 Mr/1 

Kellogg. Gen’! Mills will testify before Senate committee. S. Cohen. 
12 Mr/1 

Lack of industry initiative makes children’s tv a likely FTC target. 
S. Cohen. 12 Mr/6 

Cereal people field sugar content issue in Senate nutrition 
hearings. 19 Mr/1 

What to say about nutrition? Editorial. (What to say about 
nutrition and how to do the job are the challenges facing those 
who pick up the responsibility for nutritional education). 
19 Mr/14 

Yoo-Hoo ads will stress nutrition. 79 Mr/32 

FTC says Knox ads can’t push nutrition angle. 23 Ap/36 

Standard Brands pushes nutrition. 9 J//42 

Nutrition education a part of food ad's role: Manoff. 24 S/86 

Morton Lite ties into ‘RD’ special insert. 29 0/2 

General Mills ad reacts to attacks on Surprize. 5 N/2 

FTC Wonder bread ruling dims future of corrective ads. S. Cohen. 
12 N/1 

Ad Council has new drive on nutrition. 24 D/8 

McDonald’s makes a nutrition pitch. 37 D/29 


NUTS 


Nutty idea? Pillsbury doesn’t mind. (Imitation nuts introduced). 
21 My/47 


OBITUARIES 
Age at death of admen 61.8 years; below national average of 
67.1. V. Adams. (AA obit study). 29 Ja/12 
Adams, Dana. 10 S/45 
Adams, Thomas. 3 D/62 
Alden, Robert. 29 0/74 
Andrew, Edwin. 4 Je/80 
Andrews, Orvin G. 26 Mr/108 
Arthur, Glenn H. 77 S/60 
Asher, James. 18 Je/115 
Atlas, Charles. 7 Ja/25 
Auchincloss, William S. 6 Ag/54 
Bach, Ralph E. 5 F/57 
Bates, Harold D. 10 S/45 
Baumhart, Carl M. 72 Mr/20 
Beere, B.L. 29 Ja/82 
Bell, Dr. Harley. 2 Ap/50 
Benton, William. 26 Mr/108 
Bird, Johnston (Jack). 5 Mr/15 
Bohen, Fred. 26 F/155 
Booman, Wesley P. 76 J//69 
Bourne, Humphrey M. 27 My/46 
Broderick, J.P. 27 Ag/188 
Bunker, Paul. 76 J//22 
Calkins, Howard. 3 S/43 
Calkins, Stanley W. 17 Je/34 
Carveth, Gerald S. 5 F/74 
Casey, Matthew. 72 N/102 
Charles, Frank. 27 Ag/188 
Chilton, Arthur. 24 D/25 
Claflin, Stephen T. 14 My/72 
Clark, J.F. Jr. 25 Je/71 
Clarke, Charles K. 26 F/164 
Clements, Norman V. 22 0/134 
Coerne, John S. Sr. 9 Ap/86 
Colle, Alfred. 13 Ag/59 
Collier, Charles W. (Chick). 6 Ag/54 
Copley, James Strohn. 15 0/96 
Cott, Ted. 18 Je/115 
Couch, George Jr. 29 Ja/6 
Crain, G.D. Jr. 24 D/1 
Crandall, P.J. 76 Ap/20 
Crook, Wilson. 24 S/103 
Dailey, Arthur A. 18 Je/115 
Darer, Norman A. 12 N/81 
DeCastro, Allen Jr. 23 Ap/143 
Deerson, Arthur. 27 Ag/188 
Demmerle, Richard. 29 Ja/71 
Desbrow, L. W. 70 D/52 
Dewaal, John A. 16 Ap/106 
Doty, William. 26 Mr/106 
Downing, Harold S., Sr. 18 Je/41 
Drukker, Richard. 7 My/26 
Durham, R.C. 23 Ap/146 
Durstine, Roy Jr. 10 S/78 
Ebi, Earl. 5 F/60 
Eddleman, John. 2 J//49 
Egan, John R. 718 Je/115 
Elam, Maxine S. 29 0/63 
Essex, William. 23 Ap/130 
Etievan, Jacques. 23 J//72 
Farnsworth, L.W. 26 Mr/106 
Flynn, Raymond. 27 Ag/188 
Foster, Joseph Jr. 23 J//72 
Foy, John Lynch. 27 My/46 
Freeman, Arthur. 79 Mr/90 
French, Oakleigh R. 10 D/72 
Francisco, Don. 29 0/75 
Fulcher, G. Gordon. 2 J//55 
Furey, John J. 29 Ja/83 
Galloway, James. 24 S/103 
Gardner, Arch B. 19 N/67 
Gassaway, Richard. 14 My/72 
Gerity, James, Jr. 10 D/52 
Gitt, Josiah. 22 0/134 
Goldberg, Louis N. 2 J//49 
Gore, Larry. 13 Ag/32 
Gore, Robert Sr. 1 Ja/24 
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Groener, J. Terry. 29 0/32 
Hancock, Herbert. 29 0/32 
Hanke, Lou. 17 S/60 

Hanlon, James G. 2 Ap/61 
Harrington, John. 17 S/80 
Hatch, Eric S. 16 J//22 
Hayward, Hart M. 75 0/98 
Heller, William F. 19 Mr/90 
Helm, H. Grady. 5 F/57 
Herbert, Roberta. 20 Ag/52 
Hobson, William. 8 0/32 
Hogan, Harry. 26 F/155 

Holt, Tim. 26 F/164 

Hopkins, James. 70 S/8 
Hosac, W.E. 4 Je/80 

House, William Henry. 19 N/61 
Howard, Jack B. 24 D/25 
Hunter, Rollo W. 8 Ja/57 
Inman, Allan C. 27 My/94 
Jacobi, Frank C. 26 Mr/104 
Jarman, J. Frank. 24 D/25 
Johnson, Arnold E. 13 Ag/59 
Jorgensen, Richard. 16 J//69 
Kahn, Bernice. 9 Ap/86 

Kay, Edward J. 16 Ap/20 
Kaynor, Clifford. 26 F/137 
Keeney, J.B. 13 Ag/32 

Keith, Robert J. 28 My/56 
Kelly, Robert. 23 Ap/135 
Kemper, Clara Lucrezia. 15 Ja/29 
Kiebel, Max. 27 My/46 
Kilbride, T.B. 16 Ap/8 

Kimsey, Leonard. 10 D/52 
Kynett, H.H. (‘Doc’). 7 0/26 
Laird, J. Kenneth. 37 D/8& 
Laird, Ross Sr. 22 0/134 
Larsen, Robert. 23 Ap/143 
Lee, Richard C. 16 J//22 
Legrand, Roger. 27 My/94 
Leonard, Robert E. 30 J//55 
Leuenroth, Cicero. 15 Ja/69 
Loring, W.S. 23 Ap/130 
Lougee, Francis (Frank) E. 15 Ja/29 
Lovell, Jim G. 13 Ag/64 
McAdie, Ethel. 77 S/60 
McBreen, E. Thomas. 26 F/137 
McCarthy, John J. 72 F/67 
McEvoy, Newman F. 26 Mr/106 
McGraw, J.A. 37 D/25 
McKechnie, George J. 19 N/61 
McTighe, James D. 6 Ag/54 
Magill, Wallace. 20 Ag/58 
Malkin, Richard. 70 D/72 
Mansfield, Harley F. 77 D/130 
Martin, Carroll. 77 D/130 
Martin, Michael P. 26 F/155 
Masci, Charles A. 17 D/130 
Mates, Irving S. 178 Je/115 
May, Mrs. Earl E. 23 J//58 
May, Thomas F. 6 Ag/54 
Mendelsohn, David J. 26 F/164 
Meridith, Polly R. 15 Ja/69 
Miller, Justin. 5 F/74 

Morrison, Peter J. 719 Mr/90 
Munson, Benjamin. 8 0/69 
Newhouse, D.R. 29 0/32 
Noble, Albert Sidney. 7 J/a/24 
Norman, Frederick. 75 0/98 
Osterhaus, Nancy. 70 D/52 
Ozzello, Dominic. 26 F/155 
Parker, William. 70 D/52 

Patt, Robert G. 27 My/46 
Peacock, Sterling E. 20 Ag/52 
Penell, Joseph. 29 Ja/83 
Perkins, Donald. 28 My/56 
Philpot, Robert. 3 S/43 

Pitluk, Jack Sr. 2 J//55 

Post, Marjorie M. 75 0/91 


Price, Lloyd. 13 Ag/59 
Putnam, Russell L. 22 Ja/66 
Putnam, Borden. 2 J//49 
Quilliam, Harold J. 23 Ap/143 
Rettker, Alice M. 7 My/88 
Reydel, William. 18 Je/41 
Rhys, Noel A. 27 My/46 
Rice, Frank O. 3 D/62 
Rice, Ronald. 27 Ag/188 
Riedemann, B.J. 7 My/26 
Rogers, Edmund. 72 F/31 
Sanchez, Francisco. 30 J//55 
Seavey, Philip J. 15 Ja/29 
Segal, A. Jay. 8 Ja/57 
Shapiro, Emanuel. 16 Ap/108 
Sherer, Albert W. 37 D/8 
Sherman, Hazel. 8 0/32 
Silverstone, Leon H. 72 F/67 
Smith, Paul A. 29 0/74 
Smith, Robert F. 2 Ap/50 
Snyder, Glenn. 23 Ap/130 
Southard, Kenneth. 20 Ag/58 
Sprain, Gilbert C. 27 My/94 
Spurgeon, Linda J. 12 Mr/76 
Stait, Edward. 12 N/102 
Stallings, J.C. 1 0/26 
Stevens, Frank S. 25 Je/71 
Stockdaie, Arthur. 20 Ag/58 
Strauss, Herbert. 26 Mr/104 
Thomas, Maxwell J. 77 Je/34 
Trammell, Niles. 2 Ap/57 
Ullman, Seymour. 22 Ja/66 
Vacariu, Earl P. § Mr/15 
Vaughan, Abram S. 13 Ag/59 
Wasserman, Burton. 19 Mr/64 
Weber, Fred A. 2 Ap/67 
Weill, Jerome. 4 Je/80 
Wells, Burt. 23 Ap/135 
Welpott, R.W. 27 My/46 
Wharfield, A.M. 17 S/80 
Whipkey, Robert. 716 Ap/20 
Whiteley, Gilbert E. 29 Ja/87 
Whitney, Harral. 14 My/72 
‘Willey, Robert J. 12 Mr/76 
Villiams, John P. 26 F/137 
Williamson, F.H. 7 0/26 
Wilson, Donald D. 24 D/25 
Woodcock, Delmar. 2 Ap/50 
Woolf, Thomas. 17 S/60 
Wright, Steve E. 14 My/72 
Young, James Webb. 72 Mr/3 
Youngleib, Herman. 2 Ap/50 
OBSCENITY 
See PORNOGRAPHY 
SEX IN ADVERTISING 
SEX IN BROADCASTING 
OBSERVER NEWSPAPERS 
Michigan weeklies sign merger pact. 72 N/6 
OCEAN SPRAY CRANBERRIES INC. 
Y&R gives up the sauce as Ocean Spray names Bates. 7 Ja/2 
Ocean Spray tests new game: Find the cranberry ad. 29 Ja/82 
FTC staff drops corrective remedy as Hi-C appeal takes new 
approach. J. Revett. 79 Mr/3 
OCTANE RATINGS 
See GASOLINE 
ODELL ADVERTISING-MARKETING 
Renamed Odell & Associates (Canton, O.). 16 Ap/106 
O’DWYER, J.R. CO. 
Three ad agency units among top ten pr operations. 5 F/58 
O’DWYER, JACK (author) 
$2 billion spent on public relations. 27 N/130 
ODYSSEY HOUSE 
Creative Workshop highlights Communications Week in N.Y. 
(Crash effort produces public service tv ad for Odyssey House). 
30 Ji/1 


OFF-TRACK BETTING CORP. 
See NEW YORK CITY OFF-TRACK BETTING CORP. 
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OFFICE OF MANAGEMENT & BUDGET 

Maxi and mini versions of SMSAs are being reviewed by OMB staff. 
J. Revett. 77 Je/3 

Chamber objects to FTC’s call for ad, business data. 22 0/8 

OFFICE OF TELECOMMUNICATIONS POLICY 

A word of caution. Editorial. (AA warns broadcasters to think 
twice before embracing Clay Whitehead’s license renewal 
formula). 7 Ja/10 

Whitehead ‘optimistic’ on Nixon broadcast bill. M.Christopher. 
29 Ja/1 


Affiliates hear Sarnoff blast federal strictures, urge all-media defense. 


H. Bernstein. 14 My/2 

White House studies in-house units producing government tv, 
films. J. Revett. (Criticism of the high cost of keeping in-house 
ad staffs at federal agencies prompts a study underway at OTP). 
13 Ag/3 

OGILVY, DAVID 

Living with David Ogilvy. A. Kershaw. (O&M president gives a 
warm, close-up view of one of advertising’s most renowned 
personalities). 25 Je/35 

Origin of the DDB school. M. Rockmore. 13 Ag/46 

OGILVY & MATHER INTERNATIONAL INC. 

Carson/Roberts name dropped by O&M unit. 8 Ja/57 

Expanding Ogilvy purchases third of STB agency. 22 Ja/63 

Standard Propaganda, Brazil, renamed Standard Ogilvy &Mather, 
S.A. 29 Ja/62 

Mattel shifts Burnett share. 712 Mr/75 

DMAA will study market with O&M research help. 9 Ap/8 

O&M Internat’! adds rest of STB. 16 Ap/6 

Ogilvy billings rise, net income drops. 14 My/85 

O&M rebuts charge by black. 27 My/98 

Johnson adds Ogilvy in $7,000,000-plus shift; all shops get 
‘projects.’ 28 My/3 

Five N.Y. shops fill top positions. 4 Je/98 

Move direct market efforts beyond mail, Kershaw urges. 77 Je/34 

Group heads O&M Canada. (Robert Miller resigns presidency). 
25 Je/24 

Ogilvy loses Texas airline for pitching Continental. 6 Ag/2 

O&M billings gain overseas. 10 S/78 

K&E’s loss of Shell Oil tied to budget cutbacks. 24 S/2 

Ogilvy sets dividend. 29 0/74 

O&M billings rise. 72 N/27 

No more rigged ads, Bristol-Myers told; Dry Ban tv spots hit. 
10 D/1 

O&M appeals Dry Ban case. 17 D/128 

O'GRADY, JACK, COMMUNICATIONS 

O'Grady market unit set; Mahoney president. 10 S/78 

OHIO 

Ohio official gets free boards for anti-drug drive. 19 Mr/66 

OIL COMPANIES 

Fuel shortage threat crimps ads, promotions of many oil companies. 
T. Rowan. 23 Ap/8& 

Oil men invite consumerist romp by silently shaving octane ratings. 
S. Cohen. 16 J//12 

Gasoline ad spending may be part of oil antitrust case. J. Revett. 
(Supply and price are central focus of monopoly allegations 
against 8 major oil companies by the FTC). 23 J//2 

Gulf ads stress car care as others talk shortage. 70 S/3 

Oil competition is growing, White House unit tells FTC. (The Oil 
Policy Committee makes public a study critical of the FTC’s 
anti-trust complaints against major oil companies). 70 S/4 

Oil ads center on corporate, TBA. (A look at future campaigns 
planned by major oil companies). 77 S/7 

Winter heating outlook tops new oil ad themes. 29 O/7 

‘Dial down,’ exhorts new Amoco effort. 5 N/4 

Which oil ad do you read? Editorial. (Statistic on future oil 
deficiencies in the U.S. differ in various oil company ads). 
26 N/12 

Senator asks NARB support against ‘deceptive’ energy ads. 
3 D/1 

Tracy-Locke defends media fund request. N. Howard. 3 D/7 

Refining oil advertising. Editorial. (More on the discrepancies in 
statistics provided by oil companies, and NARB’s move to 
investigate). 77 D/14 

See also ENERGY CRISIS 
GASOLINE 
Individual Companies 


OIL POLICY COMMITTEE 

Oil competition is growing, White House unit tells FTC. 10 S/4 

OKLAHOMA 

Okla. utility appeals state ban on ads. 15 Ja/30 

OLDSMOBILE DIVISION 

Lifestyle is key word, marketers advise AMA (Oldsmobile is an 
example of changing lifestyles affecting new product introduc- 
tion). 19 F/28 

Olds testing service ads in Houston. 25 Je 67 

Olds’ new ad theme for Cutlass: ‘Drive happy.’ R. Gray. 70 S/12 

OLIN CORP. 

Omalon ads hypo sales by $4,800,000, company says. 11 Je/24 

OLIVES 

Olive crisis almost over, says Lindsay. 27 Ag/8 

OLIVETTI 

Creative Workshop highlights Communications Week in N.Y. (Lois 
cites Olivetti campaign at Workshop seminar). 30 J//1 

OLYMPICS 

Potential sponsors calm as NBC hits ABC ‘swipe’ of Olympic 
coverage. J. Forkan. 7 Ja/1 

ABC expects Olympic losses in ‘76 despite more hours. 22 Ja/4 

ABC buttons down the ‘76 Olympic buys. 14 My/6 

BBC man avers U.S. dollar power sends Olympics rights cost 
skyward. 26 N/3 

‘ONE SHOW’ 

‘One Show’ N.Y. awards set; Andy goes it alone. 22 Ja/3 

Raps ADC's ‘One Show.’ (NY Ad Club & SPD complain about 
the ‘One Show’ awards). 26 F/135 

One Show passes out its first gold medal awards. D. Grant. 
30 Ji/1: Additional winners listed. 6 Ag/58; Correction on 
Direct Mail winner. 27 Ag/131 

OPEN ROAD INDUSTRIES 

Open Road's ad growth reflects booming market. H. Bernstein. 
30 Ap/22 

OPERATING GROUP INTERNATIONAL 

‘Valley’ sold after dispute with editor. 26 N/52 

OPINION RESEARCH CORP. 

Opinion Research starting ‘youth’ audience study. 24 S/58 

OREGON 

Montgomery will head new Oregon ad review board. 12 Mr/39 

Oregon dentists seek to extract restrictive ad law. 22 0/113 

ORGANIC PRODUCTS 

Faberge Organics going national. 18 Je/47 

ORIGINAL HERKIMER COUNTY CHEESE CO. 

Herkimer readies push. 16 Ap/100 

ORMONT DRUG & CHEMICAL CO. 

Ormont launches drug. 9 Ap/69 

ORTHO PHARMACEUTICALS CORP. 

Ortho Contraceptives on tv in Puerto Rico. 13 Ag/61 

O'TOOLE, JOHN (author) 

Add a word and save the day. 9 Ap/56 

O'Toole urges ‘outrage’; Goodis: Refuse bad ads. 24 S/77 

European creatives hard to find: O'Toole. R. Bechtos. 12 N/417 

OUT-OF-HOME MEDIA ROUNDTABLE 

Outdoor users beef at rate hikes; cite cutback on lighting. 26 N/1 

OUTDOOR ADVERTISING 

Demographic data is needed for outdoor, TAB men told. 29 Ja/82 

Banks, DDB are big IOA ad winners. 5 F/8 

Ohio official gets free boards for anti-drug drive. 19 Mr/66 

Outdoor is ‘least offensive’ medium. 2 J//53 

Outdoor media score best in campaign. 9 J//47 

Congress fails to get outdoor info signs in road bill. 13 Ag/36 

Wrigley tests outdoor as campaign extender. 3 S/7 

Canadian outdoor group adopts new clean-up program. 15 0/77 

In outdoor, you make only one sale point—and it better be right. 
W. D. Tyler. 22 0/120 

Outdoor wins in Seattle; no energy crunch yet. 72 N/1 

Shape up: Lorillard’s Judge to OAAA. 12 N/10 

Outdoor reaches consumer on more. 27 N/112 

Outdoor users beef at rate hikes; cite cutback on lighting. 26 N/7 

Outdoor asks other media share cutbacks; F&K plan draws fire. 
J. Forkan. 3 D/3 

How much shortage will hurt circulation is big outdoor question 
for ‘74. 10 D/3 

Canadian outdoor man says medium not yet bothered. 10 D/74 

Print men optimistic, broadcast reps concerned. 17 D/12 

RCA Corp. turns off ‘world’s highest sign.’ 24 D/19 

TAB starts study on gas cut effects. 24 D/21 
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OUTDOOR ADVERTISING ASSN. OF AMERICA 
— 4 — push. (OAAA promotion campaign launched). 
OAAA awards $5,000 for best seat belt ad. 9 Ap/86 
Shape up: Lorillard’s Judge to OAAA. 12 N/10 

OAAA elects Vahue. 37 D/22 

OVALTINE FOOD PRODUCTS 

Ovaltine tests snack. 20 Ag/25 

OVERHOLSER, CHARLES E. (author) 

How an agency uses consumer research. 27 N/56 
OVERWEIGHT MARKET 

Queensize push put at $3,000,000. 29 /a/60 

DuPont drive aids pantyhose with Lycra fiber. 27 My/97 


PJS PUBLICATIONS 

PJS buys craft book. 17 D/128 

P&O LINES INC. 

P&O starts ads for ‘74 cruises; will stress price. place. 10 S/16 

PPG INDUSTRIES INC. 

PPG and Ketchum win two AIA awards. 16 J//20 

EPA protests PPG ad on lead content rules. 10 D/10 

PPG documents ads attacking EPA proposal. 17 D/8 

PW INC. 

PW sets division. 20 Ag/53 

PABST BREWING CO. 

Pabst seeks more, younger bibbers with updated ads. 75 0/3 

PACIFIC & SOUTHERN BROADCASTING CO. 

Combined readies merger with P&S. 30 Ap/39 

PACIFIC SOUTHWEST AIRLINES 

Hertz offers PSA cardholders 20% off on car rental. 12 Mr/28 

PACKAGE DISTRIBUTORS OF AMERICA 

Ads for Ex Bier compare taste, cost to Heineken. J. O'Connor. 
20 Ag/3 

PACKAGING 

‘Inoffensive’ packages and names do little to help sell mouthwash. 
W. Margulies. 15 Ja/48 

Quaker uses Life packages for learning program. 72 F/19 

Devaluation means market shifts as economic role of U.S. changes. 
S. Cohen. (in the future, product design will have to take into 
account changing price relationships as well as changing public 
attitudes). 26 F/137 

Sylvania, Hill design new color packs for bulbs. 9 Ap/41 

Candy cartons: The right design for the wrong outlet. W. 
Margulies. 23 Ap/117 

Info labels are pack show highlight. L. Edwards. (Promotional 
offers on the package scrutinized). 27 My/37 

Package is where it's at—don't forget it in tv spots. T.V. Byor. 
21 My/61 

Hawaiian Punch sets six-pack introduction. 28 My/57 

Godchaux testing new sugar package. 25 Je/16 

Tomorrow's retail checkout counter—you just may not recognize 
it. R. Dickens. 2 J//36 

Salerno drive uses package top ads. 23 J//64 

Don't overlook packaging when positioning your product. 
W. Margulies. 30 J//34 

How a brand manager can become a packaging expert. J. DiGianni. 
13 Ag/41 

Super Carton strikes ad world. 24 S/69 

Beam bottles use Weiss art in holiday collector's series. 1 0/69 

Plastics in packaging up 600% in 12 years. 19 N/26 

Packaging: An essential marketing ingredient. W. Margulies. 
21 N/128 

Clairol is awarded $20,000 for ‘knock-off’ of container design. 
S. Diamond. 3 D/52 

PADDOCK, SMITH & AYDLOTTE 

Paddock agency opens. 16 J//68 

PAINE, WEBBER, JACKSON & CURTIS 

Wall St. campaigns continue despite slump. S. Feldman. (Roundup 
of ad campaigns by major brokerage firms, the N.Y. and American 
stock exchanges). 13 Ag/3 

PAINTS & VARNISHES 

Dutch Boy readies push. 23 Ap/36 

Dutch Boy to Humphrey: paint Manoff fiery red. 12 N/8& 

PALEY, WILLIAM S. 

Paley, 72 and still running things, chats about the new fall tv 
season. M. Christopher. 15 0/47 


PALMER, VOLNEY 

The story of Voiney Palmer, the nation’s first agency man. D. 
Holland. 23 Ap/107 

PAN AMERICAN WORLD AIRWAYS 

Pan Am barters for tv special in Hispanic markets. 29 Ja/64 

Allegheny, Pan Am set joint ad drive. 2 Ap/8 

Roy. Caruthers get Pan Am ad, marketing posts. 16 Ap/107 

Pan Am boosts budget as devaluation worries threaten foreign 
trips. R. Bechtos. 76 J//2 

Pan American names Zebra. 17 S/30 

Pan Am picks Leet. 29 0/8 

PANEX INC. 

Richardson shop bows as unit of Panex consultant. 16 Ap/99 

PAPER & PULP 

Paper, pulp sales slated to rise 50% by 1980. 14 My/30 

Magazines hunting for paper as shortage begins to pinch. 
N. Howard. 6 Ag/3 Correction. 25 Je/56 

Newsprint grows short as strike hits big mill. (Reactions of 
newspaper publishers given as the largest newsprint producer's 
employees go on strike). 13 Ag/2 Correction: 27 Ag/172 

Paper men, others should rely more on ads to sell. 20 Ag/52 

PAPER PRODUCTS 

New Kimberly-Clark president plans diaper, towel, hygiene share 
growth. L. Edwards. 19 F/4 

Crown Zellerbach shifts ads to tv. 16 Ap/4 

Kimberly cuts Teri price to battle towel leaders. L. Edwards 
4 Je/2 

Kimberly, FC&B celebrating 50th anniversary. 29 0/6 

PAPER SHORTAGE 

Rail strike worsens paper shortage: smaller U.S. papers hurt the 
most. S. Feldman. 3 S/2 

Media Gen'l seeks ad rate relief to ease paper crisis. 3 S/46 

St. Louis strike drags; advertisers shift funds. 24 S/8 

‘Viva’ bows; ‘Single’ hanging in. (Paper shortage affects costs at 
‘Single’ magazine). 24 S/53 

Rising cost of newsprint adds to shortage. 24 S/72 

Have enough newsprint: ANPA head. 24 S/101 

Minneapolis dailies cut ads to save newsprint. 15 0/8 

Shaheen plans move despite shortage woes. 15 0/93 

Despite gains, MPA in dumps over paper and postage woes. 
C. Grant. 22 0/2 

Ads not hurt much by tight paper supply: Kauffman. 22 0/2 

Lindsay-Schaub ad cut no fun, but it worked. 22 0/4 

‘Homelife’ cuts circulation, rates due to paper shortage. 22 0/157 

Outdoor wins in Seattle; no energy crunch yet. J. Forkan. 72 N/1 

Portuguese paper folds. 26 N/29 

Print men optimistic, broadcast reps concerned. 17 D/12 

Newspaper volume nears $7.6 billion; expect more in ‘74. 
J. Forkan. 37 D/3 

Expect lower insert volume. 37 D/26 

PAR-GUIDE INC. 

‘Par-Guide’ is going national next year. 27 Ag/184 

PARAGON SECURITIES CO. 

Simon shop is down one as Paragon ads are hit by SEC. 
13 Ag/51 

PARAGUAY 

JBS adds Paraguay shop. 7 0/35 

PARK BROADCASTING 

Park buys KJIB. 10 D/43 

PARK NEWSPAPERS 

Park Newspapers buys. 26 F/140 

PARKER, EVERETT (DR.) 

Ad Council dominates free time: Dr. Parker. 17 D/31 

PARTNERS ADVERTISING AGENCY 

Peavey picks new Partners as ad agency. 3 D/83 

PASTENE WINE & SPIRITS CO. 

Argentinian wines testing in Boston. 12 N/48 

PATHMARK 

See SUPERMARKETS GENERAL 

PATTON, WILLIAM D., ADVERTISING 

Ayres Compton formed. 17 S/27 

PAY TV VS FREE TV 

Sport, movie offerings attract viewer to pay tv. (A look at recent 
activities by companies in cable and pay tv). 12 F/19 

U.S. must guard free tv from cable, Taylor says. 27 My/97 

Pro sports may be part of fare for N.Y. pay tv. J. Forkan. 23 J//18 

NFL girds for fight against blackout life. 30 J//1 


‘ . 
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Cable men eye satellite, issue study to agencies; NAB mulls ad 
rebuttal. 70 S/? 

Foster, Wasilewski lock horns on ‘Adbeat’ show. 7 0/2 

Print ad looms as NAB urges no changes in FCC's cable position. 
15 O/1 

Wire, cassette competition for nets seen decade away. 15 0/32 

Schary calls anti-pay tv ads by NAB ‘lies.’ 5 N/10 

Hearings end, but debate goes on between pay-cable, commercial 
tv. J. Revett. 72 N/3 

FCC arguments set. 19 N/64 

NCTA silent while NAB’s anti-pay ads holler away. 3 D/2 

See also CABLE TV 

PAYOLA 

See CORRUPTION 

PEACE ADVERTISING 

Admen hail truce; did peace ads aid? 29 Ja/2 

PEANUT BUTTER 

McCann will try again for Peter Pan. 23 Ap/4 

Gerber tests non-baby food peanut spread. 77 S/8 

Two soy suppliers test own burger extenders. V. Adams. (Also, 
Skippy positioned as a low cost source of protein). 5 N/7 

PEARL BREWING CO. 

Pearl names Bloom for three brands. 10 S/8 

PEAVEY CO. 

Peavey picks new Partners as ad agency. 3 D/83 

PECK-ADAMS ADVERTISING 

Renamed Ted Adams Inc., Hartford. 8 0/54 

PENDLETON ASSOCIATES 

Pendleton shop opens. 16 Ap/12 

PENNEY, J.C., CO. 

Penney’s looks for greater sales gains. L. Baltera. (Profile of 
Penney’s marketing position.) 22 Ja/16 

PENNSYLVANIA 

Penn. insurance ad rules issued. 27 My/78 

PENS & PENCILS 

Reilly dons banana suit for new Bic ink crayons. 13 Ag/8 

Berol tests Spree pen with Killy ads. 1 0/66 

PEOPLE UNITED TO SAVE HUMANITY (PUSH) 

Avon, PUSH set pact. 30 J//42 

PEPSICO INC. 

Tuborg beer adds bibbers, Schmidt gets ads. (Also, FTC rejects 
Pepsico’s offer to sell Flavette in order to settle a complaint 
against its Rheingold acquisition.) 22 Ja/3 

Rheingold to purchase Piel brewery. 12 F/31 

PepsiCo to introduce Russian vodka in the U.S. H. Bernstein. 
30 Ap/6 

Pepsi names Boase for U.K. 26 F/6 

Museum features early Pepsi ads. 77 Je/38 

RC, Pepsi bow with sugar-free diet drinks. N. Giges. 9 J//7 

Correction to figures listed in Leading National Advertisers special 
issue. 10 S/78 

Pepsi brands all get new campaigns. 26 N/29 

PERDUE INC. 

Northeast marketers eyeing chicken coup in ad battle. 9 Ap/27 

When it came to picking an ad agency, Frank Perdue proved he 
wasn't chicken. J. O'Gara. 16 Ap/64 

Creative Workshop highlights Communications Week in N.Y. 
(Perdue cited as an example of ‘tough and tender advertising’). 
30 Ji/1 

PERK FOODS CO. 

Perkburger dog food now in Midwest. 6 Ag/55 

Alpo diversifies into booming dry category. (L&M’s Perk unit 
enters semi-moist category). 7 0/3 

PERMANENT PRESS INC. 

‘Tie-Lines’ launched. 16 J//8 

PERSUASION 

See ADVERTISING—ROLE 

PERSUASIVE COMMUNICATIONS 

Gadiel opens company. 70 S/37 

PESIN, HARRY (author) 

The wild, wonderful life of a New York adman out west. 16 Ap/75 

PET FOOD 

NARB panel takes hard stance on Kal Kan ad claim. 29 Ja/? 

Purina, Alpo battle turns into dog fight as spots air. 72 Mr/1 

Mighty Dog moves out. 9 Ap/63 

Wayne tries head-on ploy against Alpo. 9 Ap/73 

Ralston shifts $6,000,000 in Cat Chow billings to DDB. 

K. Sederberg. 16 Ap/? 


Beatrice unit moving into pet food field. 7 My/4 

GF's Cycle dog food ready to go; Rockwell execs reveal shop's 
role. F. Danzig. 28 My/1 

Fast foods invade changed Japan. L. Link. (Analysis of Japanese 
market and its expansion into European markets). 4 Je/23 

Ralston in ad drive to reposition Chuck Wagon; revamps cat 
dinners. 30 Ji/1 

Wayne Tail Wagger set. 6 Ag/49 

Perkburger dog food now in Midwest. 6 Ag/55 

NARB closes Chuck Wagon case after Ralston acts. 3 S/3 

Pet food sales increase 12%. 24 S/52 

Alpo diversifies into booming dry category. 7 0/3 

Purina to test new cat food; another waits. 75 0/30 

Quaker items rolling out; earnings dip. (Semi-moist pet foods & 
natural cereal are among the items mentioned.) 19 N/8 

Doris Day tv ads indicate rollout for GF dog food item. 24 D/3 

PET INC. 

Pet grocery products unit shifts to Workshop West. 30 Ap/4 

Latest Sego repositioning: Low-cost, low-calorie meal. (Follows 
Sego’s history since its introduction). 7 My/4 

Workshop West gains Pet frozen foods unit. 4 Je/96 

Schrafft's unit sold; Pet seeks total divestitures. 18 Je/84 

Pet tests Dairy milk-base mayo in Midwest markets. 16 J//8 

PETER PAUL INC. 

Mounds, Almond Joy bow as ice milk bars. 9 Ap/10 

PETER, PAUL & WILBUR 

Haker sets company. 8 Ja/50 

PETERBILT MOTORS CO. 

Admen become semi literate. 2 J//44 

PETERSEN, KOEPP & ASSOCIATES 

Milwaukee agency set. 78 Je/96 

PETERSEN PUBLISHING CO. 

Petersen buys two. 23 Ap/38 

PETRIE, RAYMOND, ADVERTISING 

Petrie shop formed. 1 0/66 

PETS & PET SUPPLIES 

Sergeant's, out to clobber fleas, hikes budget 25%. 26 Mr/10 

Purina’s Pet-A-Pet is cat's meow. 77 Je/59 

PFIZER INC. 

Pfizer sales up; Coty unit trails. 2 Ap/4 

Pfizer Inc. expands marketing units for Pfizer Labs, Roerig. 
20 Ag/52 

Coty goes to Landey shop. 20 Ag/55 

PHARMACEUTICAL COMPANIES 

U.S. sets plan limiting drug payments to generic items. S. Cohen. 
24 D/3 

Generic drug plan may aid majors, but journal ad volume could 
suffer. N. Giges. 37 D/1 

PHARMACISTS 

Nader unit defends right to advertise. 37 D/22 

PHASE 4 

Media men hold out dim hope for relief from Phase 4 rules. 
23 Ji/1 

Food companies uncertain about Phase 4 marketing. 23 J//72 

Price tangle slows product development, food men say. 73 Ag/2 

No break for media seen in Phase 4. 13 Ag/52 

Food client ad budget off, agency men admit. M. Christopher. 
27 Ag/1 

See also COST OF LIVING COUNCIL 
PRICE FREEZE 
PRICE HIKES 

PHILADELPHIA AGENCY 

Philadelphia Agency closes. 7 My/74 

PHILADELPHIA NEWSPAPERS INC. 

Philadelphia papers offer combo ad rate. 5 F/71 

PHILLIPS ORGANIZATION = 

Renamed Vinyard & Lee & Partners. 18 Je/110 

PHILLIPS PETROLEUM CO. 

Tracy-Locke wins Phillips petroleum. 714 My/1 

Tracy-Locke defends media fund request. N. Howard. 3 D/7 

Four A's unruffled by Tracy-Locke proposal; says ‘allowances’ 
common. 10 D/2 

Dog ‘n pony show bites media. Editorial. (Tracy-Locke’s media 
fund request represents a not so subtle bit of strong arming.) 
10 D/16 

PHONEMATE INC. 

Phone-mate eyes home use in its first tv ad campaign. 26 F/135 


’ . 
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PHOSPHATES 

New York ban of phosphates sparks little ad activity. 78 Je/28 

PHOTO ELECTRONICS CORP. 

PEC established. 16 Ap/24 

PHOTOGRAPHIC ILLUSTRATORS CORP. 

Jones opens company. 2 J//23 

PHOTOG&APHY 

Realistic photography is best for almost any commercial. T.V. 
Byor. 29 Ja/47 

Simons tells how photo can spark ads. (Report on ‘photo communi- 
cations’ session of Creative Workshop). 6 Ag/50 

PIANCONE PUBLISHING CO. 

‘Mondo Nuovo’, Piancone Publishing Co. bows. 9 Ap/21 

PICKLES 

Making pickles sound like fun has made Vlasic No. 1. R. Gray. 
12 N/21 

PIEL BROS. INC. 

Rheingold to purchase Piel brewery. 72 F/31 

PIHAS, JOHN, CO. 

Pihas opens company. 10 S/67 

PILLSBURY CO. 

Streusel Swirl tests. 5 Mr/18 

Pillsbury in test with new dinner mixes. 19 Mr/8 

West first to get Pillsbury natural entry. 9 Ap/86 

Nutty idea? Pillsbury doesn’t mind. (Imitation nuts introduced). 
21 My/47 

Pillsbury adds to refrigerated lines. 17 Je/16 

Pillsbury adds flavors to Streusel Swirl line. 76 J//54 

Breakfast Squares go into Northeast markets. (Also, Pillsbury test- 
ing Figurines dietary bar). 23 J//1 

PINOVER PUBLICATIONS 

Pinover sets bimonthly. 16 J//33 

PIRACY 

Great minds run around in circles. S. Bernstein. (SRB finds that 
although out-and-out piracy in advertising does exist, like ads 
are often a matter of a similar approach to the same idea). 
1 Ja/10 

What to do when someone steals your ad? C. Richard Williams. 
23 Jl/47 

Account, product piracy? Attorney says contract can reduce prob- 
lem. H. Bernstein. 13 Ag/20 

PITOFSKY, ROBERT 

Ten who made ad news in 1972. 8 Ja/2 

FTC easing up on advertising: departing staff cites gains. 22 Ja/? 

Pitofsky supports consumer agency; rulemaking argued. 26 Mr/3 

Pitofsky disputes Dillon FTC view, says many ills already corrected. 
S. Cohen. 28 My/6 

PITTLE, R. DAVID 

Consumer influence felt in selection of Handford, Pittle. 20 Ag/56 

PITTSBURGH BREWING CO. 

Hop’n Gator reintroduced in N.Y.; Jax exec hop'n mad at KM&G 
shift. 27 My/2 

PIZZA 

John’s pizza repositioned as full meal. 7 0/32 

PIZZA, ANTHONY J., FOOD PRODUCTS CORP. 

John’s pizza repositioned as full meal. 7 0/32 

PLACEMENT PUBLICATIONS 

Placement adds book. 26 F/150 

PLANT STORES 

Oriental, gewgaws, plants take over. 26 F/139 

PLAPLER, LARRY (author) 

Simple-minded advertising may sell—but is it worth it? 29 0/44 

PLASTICS 

Plastics in packaging up 600% in 12 years. 19 N/26 

Corrective ads possible in FTC move on plastics. 4 Je/92 

See also SHORTAGES 

‘PLAYBILL’ 

Birsh shifted to direct ‘Playbill’ cost cut move. 7 My/38 

‘Playbill’ gets a facelift. 79 F/59 

Birsh to buy ‘Playbill’ from Metromedia. 712 N/8& 

‘Images’ is scheduled for introduction. 12 F/57 

PLAYBOY INC. 

Film makers, publishers join forces; unsure of obscenity ruling 
effects. 9 Ji/3 

Four get Maneloveg duties; deny ‘Playboy’ shift ‘deal.’ 6 Ag/58 

Playboy income rises. 70 S/70 

PLAYERS INTERNATIONAL PUBLICATIONS 

‘Players’ to bow. 16 J//56 


PLAYGIRL INC. 

‘Playgirl’ will continue, but changes name. 12 F/8 

‘Playgirl’ hikes rates. 15 O/76 

PLESSAS, JAMES, INC. 

Plessas sets ‘WSJ’ ads. 22 0/146 

POETRY 

Ode from Winston-Salem. (Reprint of a poem by Wallace Carroll 
about Sen. Moss and little cigars). 29 Ja/72 

POINT-OF-PURCHASE 

P.o.p. up 10.8% in 1972. 7 My/74 

Video-Tise launches p.o.p. venture in liquors. 26 N/50 

POINT-OF-PURCHASE ADVERTISING INSTITUTE 

Baum names ‘73 adman; Coke takes award. 15 0/52 

POLAND 

Polish journal appoints U.S. special issue rep. 22 Ja/47 

POLAROID CORP. 

Polaroid delays national bow for SX-70, sets big ad drive for 
other items. 12 F/3 

SX-70 won't use outdoor in nat'l rollout. 7 My/36 

Berkey puts pocket camera into $220,000,000 market. (Also 
SX-70 introduction expands). 18 Je/10 

Foster Grant will refer to rival Polaroid in new tv ad. 27 Ag/4 

POLICE 

French sneer at new pro-police ad campaign. P. Borden 3 S/4 

POLITICAL ADVERTISING 

Political advertising blackens the other eye of the ad business. 
E. B. Weiss. 12 F/35 

Study shows pols’ ads less credible than product ads. 26 F/10 

Youth tunes out advertising, speakers warn AAF meeting. J. 
Graham. 27 My/3 

Navy base incident dramatizes need for accountability in political 
ads. S. Cohen. 27 My/12 

Free election ads will curb corruption, Friendly says. 28 My/1 

McCaffrey, British MP clash over controls on political ads. R. 
Bechtos. 18 Je/2 

Brown readies 2nd try at Dem. fund telethon. M. Christopher. 
6 Ag/6 

Slush and ‘shush.’ Editorial. (Election reform will reduce the 
amount of dollars contributed toward election campaigns and 
dull campaigns will be inevitable). 8 0/14 

Candidate to protest ban of ad by station. 15 0/39 

FCC turns down candidate's plaint on ad spot refusal. 29 0/37 

See also 
NOVEMBER GROUP 
PRESIDENTIAL CAMPAIGN 1972 

POLLS MARKETING & DEVELOPMENT CORP. 

Black-owned It detergent shoots for 4% market share. 72 F/30 

POLLUTION 

Dodge tackles Clean Air Act. 26 F/136 

Polluting an image. Editorial. (Foot-dragging in developing anti- 
pollution devices may tarnish ad-created images of auto 
makers). 23 Ap/16 

FTC wins latest gas additive case. J. Revett. 78 Je/2 

Water pollution group awards 3. 13 Ag/53 

Keep America Beautiful ads offer pollution solutions. 17 S/36 

Train hits critics of clean-up ads. 7 0/35 

Study finds men distrust most auto ads. 75 0/95 

POLYKOFF, SHIRLEY, & BETUEL INC. 

Some Clairol, Kimberly-Clark creative stays with Polykoff. 26 F/8 

POLYMEDIA 

Polymedia launched. 7 0/67 

PONTIAC MOTOR DIVISION 

Wasey-Quadrant efforts crowned by Vauxhall win. H. Quinn. 
15 Ja/8 

Cadillac to be ‘aggressive’ in ‘74; Pontiac will stay with Wide 
Track. R. Gray. 10 S/2 

POOLED MARKETING Series 

See WEISS, E. B. 

POPCORN 

See SNACK FOODS 

POPULAR PUBLICATIONS 

Popular Publications coming out of bankruptcy. 24 S/7 

‘Argosy,’ out of Chapt. 11, sees growth. 10 D/58 

POPULAR SCIENCE PUBLISHING CO. 

Hadley elected at Popular Science. 5 F/8 

Popular Science Co. renamed Times Mirror Magazines. 5 N/31 

POPULATION 

2010 big year for marketing. 23 Ap/31 
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‘Family Circle’ study sees big middle class coming. 29 0/76 

Overpopulation and energy crises add to MPA worries. 29 0/63 

PORNOGRAPHY 

The porn freeze: Phase |. Editorial. (Supreme Court ruling will slow 
down X-rated life styles enough for advertisers and media to 
adapt to the new permissiveness). 2 J//16 

Film makers, publishers join forces; unsure of obscenity ruling 
effects. (Notes the mixed reactions by publishers and film 
producers over the probable effect of the Supreme Court's 
obscenity ruling). 9 J//3 

Guccione readies campaign to counter obscenity ruling. 23 J//71 

PORTER, HOTZE & ASSOCIATES 

Renamed Porter, Bruner & Lindin Inc. 18 Je/33 

PORTER, NOVELLI & ASSOCIATES 

Porter, Novelli open. 19 Mr/60 

POSITIONING 

McCall raps the positioners; Trout says strategy is king. 5 F/3 

Crain raps positioning over product. 16 Ap/24 

Latest Sego repositioning: Low-cost. low-calorie meal. 7 My/4 

Positioning your brand in the black market. K. Wall. 18 Je/77 

Ralston in ad drive to reposition Chuck Wagon; revamps cat 
dinners. 30 Ji/1 

Ries backs positioning in workshop battle with creativity ad- 
vocates. 30 J//3 

Johnson repositioning Rain Barrel. 713 Ag/2 

John's pizza repositioned as full meal. 7 0/32 

Nixon's ‘positioning’ has eroded, Dailey says. 17 D/130 

POST, MARJORIE 

The fortunes of Gen'l Foods—and Marjorie Post. 15 0/91 

POST-KEYES-GARDNER INC. 

PKG sets pr unit. 22 Ja/63 

Brand Names picks Post-Keyes. 7 My/72 

B&W media now at P-K-G. 27 My/8& 

Post, Keyes celebrates 10th. 78 Je/102 

PKG sets unit, adds Sperry-Boom execs. 10 S/78 

Alberto drops N.Y. shops; Post-Keyes added to roster. 17 D/130 

POST-NEWSWEEK STATIONS 

‘Better’ kid shows rate low but get advertiser support. (P-N 
stations experiment with ‘better’ programs for kids). 26 F/138 

POSTERS 

OAAA awards $5,000 for best seat belt ad. 9 Ap/86 

Lee posters ape classics. 4 Je/88 

Salerno drive uses package top ads. 23 J//64 

NFL, government anti-drug abuse campaign begins. 22 0/125 

POTATO CHIPS 

See SNACK FOODS 

POTATOES 

See FRUITS & VEGETABLES 

POTISCHMAN, ERNEST (author) 

How to breathe new life into your old brand. 76 J//39 

POTLATCH CORP. 

Super Carton strikes ad world. 24 S/69 

POULTRY 

Northeast marketers eyeing chicken coup in ad battle. 9 Ap/27 

When it came to picking an ad agency, Frank Perdue proved he 
wasn't chicken. J. O'Gara. 16 Ap/64 

Swift sued by Armour on Butterballs. 23 Ap/135 

Self-basting gobbler battle brewing in Canadian market. (Miracle 
Baste vs. Butterball). 78 Je/34 

General Mills tests chicken batter mix. 17 D/4 

PRELUDE ENTERPRISES 

‘Tide’ magazine bows. 12 N/77 

PREMIUM CORP. 

‘Subliminal’ ad flap raised. 24 D/21 

PREMIUMS 

N.Y. bank offers cerebral premiums. 15 Ja/63 

Westinghouse, Pucci team up. 12 Mr/50 

PAAA book out. 23 Ap/10 

Things that grow steal Premium Show. J. O'Connor. 14 My/85 

‘Un-usual’ offer set by Seven-Up. (Burger King gets distribution 
rights to 7-Up’s fountain glass premium). 28 My/25 

Armour-Dial retests Tone. (Premium offer is a Lucien-Picard 
ladies’ watch). 13 Ag/6 

B&W offers Indy racer as $75,000 Viceroy premium. 13 Ag/65 

NPMR to name Meredith Premium Man of the Year. 17 S/27 

Close-up in new premium drive to spur share growth. 24 S/3 

Let the seller beware of a clouded image. W. Robinson. 5 N/47 

Would you buy used car from B&W? R. Gray.19 N/58 


Amana offers skillet with Radarange buy. 3 D/76 

Ad theme source of premium ideas, Friedman declares. 24 D/25 

PREPRINTS 

See INSERTS 

PRESIDENTIAL CAMPAIGN 1972 

Inaugural should pay its way. Editorial. (Any organization—govern- 
ment or otherwise—which offers merchandise for sale ought to 
pay for the advertising.) 15 Ja/14 

The short, happy career of a creative director in the Nixon cam- 
paign. W. B. Taylor. 5 F/48 

Posey: White House aides tried to change ads. D. Grant. 14 My/3 

Presidential ad spending in ‘72 off 50% from ‘68. 14 My/97 

Nixon's ‘72 election researchers stressed interviews, polls phone. 
J. Honomichl. (Research strategy behind the ‘72 Presidential 
campaign). 4 Je/3 

Corporate credibility. Editorial. (AA suggests that corporations 
spotlighted by making illegal contributions to the Nixon cam- 
paign admit their mistakes publicly thru advertising to help save 
the tarnished images of big business). 26 N/12 

PRESS COUNCIL 

Who oppresses the press? Editorial. (AA disagrees with those in 
the press who oppose the creation of a Press Council to monitor 
certain aspects of news coverage performance). 12 F/12 

PRETESTING 

Pretest commercial: Smart buy even if it doesn’t win awards. 
A. Bellaire. 1 Ja/27 

PRICE, SAM, CO. 

Price buys Phillips. 9 Ap/82 

PRICE FREEZE 

Price freeze halts planned postal rate increase. 18 Je/1 

Agency men paint a hazy picture of economy's future. D. Grant. 
(Includes remarks of major agency execs about the future of 
business at their agencies). 2 J//1 

Food admen poised to cut budgets in supply crisis. (Major food 
company execs express concern over uncontrolled and rising 
costs of raw agricultural supplies while wholesale and retail 
prices are frozen). 2 J//1 

Swift unit names King: price freeze may curtail ads. 2 J//53 

Networks feeling uncertainties of food marketers. 2 J//54 

Advertisers hopeful for ‘74; Four A's survey also upbeat. (Big ad 
spenders see growth, but food admen glum about price freeze). 
9 SI/1 

Pet tests Dairy milk-base mayo in Midwest markets. (Edible oil 
scarce during price freeze). 76 J//8 

Bridge that info gap. Editorial. (AA and General Mills’ Ryan 
urge food retailers to inform the public of timely supermarketing 
news in ads). 23 J//16 

Food companies uncertain about Phase 4 marketing. 23 J//72 

Worst is over for food ad cutbacks, media, admen say. (An AA 
Roundup). 75 O/7 

See also COST OF LIVING COUNCIL 

PRICE HIKES 

C-P raising prices; cites tv ad boosts; no-phos products. 7 My/35 

A boost for a boost. Editorial. (New Yorker lauded for increasing 
subscription rates). 27 My/16 

Readers will pay for value, Contee says. 77 Je/77. 
Correction 25 Je/56 

Plastics makers see price hikes, but no ad cuts. 78 Je/42 

Increased supplier cost is serious problem for industrial adver- 
tisers. S. Feldman. (Report on the ‘73 AIA meet). 25 Je/3 

Soapers get price boosts; avert distribution cutback. 15 0/48 

Fairness doctrine raised over utility ads for rate hikes. 17 D/123 

PRIDDY, GERALD E. 

Ad specialties exec convicted of extortion. 37 D/22 

PRINCE MACARONI MFG. CO. 

Prince hauls out ‘Anthony’ tv spot for fall campaign. 8 0/12 

PRISONERS OF WAR 

See VIETNAM 

PRITZKER, JAY 

NSI says ‘Redbook’ will remain despite sale of ‘McCall's.’ 1 0/2 

PRO-ADVERTISING 

See ADVERTISING—SUPPORT 

PROCTER & GAMBLE CO. 

General Foods pits Cora against Mrs. Olson. 7 Ja/2 

P&G tests new ad allowance plan for toilet goods: Cost plus 
50%. N. Giges. 15 Ja/1 

Calgon takes small step into competitive arena; softener ad hits 
Downy. N. Giges 22 Ja/1 
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P&G tests Dawn, its fourth light liquid entry. 22 Ja/8 
P&G in major spot tv shift—to reach more working women. 
M. Christopher. 26 Mr/1 
Giving credit to women. Editorial. (P&G and BankAmericard lauded 
for recognizing women in the work force; call for legislation). 
2 Ap/12 
GF answers Folger's eastern bow with new Horizon coffee. J. 
O'Connor 9 Ap/1 
The short, happy career of an adman at Procter & Gamble. J. Ure. 
7 My/53 
99 and 44/100%—what? (Sex movie star in P&G ad). 7 My/81 
P&G is rolling out with Sure; budget could hit $15 million. 
N. Giges. 18 Je/1 
British trade cool to P&G's bid for major toiletries market role. 
18 Je/61 
Senate unit asks review of OK for Pringles, Chipos. 9 J//75 
Bristol-Myers’ ad names names in new tv drive ad for Ultra 
Ban 5000. 713 Ag/2 
Free ‘n Soft rolling out; P&G Bounce still tests. 20 Ag/2 
Soapers heavy on ad substantiation data, FTC discovers. (P&G 
asked to substantiate Joy dishwashing detergent claims). 
20 Ag/2 
P&G net, sales up in ‘73; new activity slows rate. 20 Ag/8 
P&G hails success of Sure as growth leads to shortage. L. Edwards. 
3 S/1 
P&G reports drop in quarter earnings. 15 0/16 
Blasts Anacin, old Spic & Span ads. 19 N/3 
PROCTOR & GARDNER ADVERTISING 
Proctor & Gardner gets second GSA ad contract. 12 Mr/47 
PROCTOR-SILEX INC. 
Proctor, Waring campaigns push new appliance lines. 77 Je/10 
PRODUCT AWARENESS CORP. 
Inn Pack testing over. 22 0/156 
PRODUCT FAILURES 
Scott's diaper problem again linked to design. (Raggedy Ann & 
Andy diapers fail). 29 Ja/40 
Product flops, focus groups, retail ads discussed. (Mennen E & 
Frost 8/80 cited as 2 recent flops). 30 J//10 
Lorillard drops Redford; L&M quits test of Adam. J. O'Connor. 
17 S/1 
New product successes and failures—how to detect them in ad- 
vance. T. Chin. 24 S/61 
Gillette pulls new items after lung test problems. J. O'Connor. 
8 0/8 
The story of Mennen E: Failure or victim of bureaucracy? M. 
Landey. 75 0/55 
Ads successful, but product died, Borg & Beck says. 29 0/10 
PRODUCT MANAGEMENT 
See BRAND MANAGEMENT 
PRODUCT QUALITY 
Crain raps positioning over product. 16 Ap/24 
Ad Council at work on campaign to push productivity. 23 Ap/125 
J&J executive raps inferior U.S. product. 7 My/48 
Products must justify ads, ads must be credible: Smith. 72 N/94 
PRODUCT SPOKESMEN 
See ADVERTISING SPOKESMEN 
PRODUCTIVITY 
See NATIONAL COMMISSION ON PRODUCTIVITY 
PRODUCTS, ESTABLISHED 
Older brands golden, Jackson tells AAF unit. 27 My/46 
How to breathe new life into your old brand. E. Potischman. 
16 JI/39 
PRODUCTS, NEW 
Index to new products. J. O'Connor. 
December 7 Ja/3 
January 5 F/62 
February 5 Mr/18 
March 2 Ap/42 
April 7 My/72 
May 4 Je/82 
June 2 J//50 
July 6 Ag/18 
August 3 S/38 
September 7 0/56 
October 5 N/24 
November 3 D/66 
December 37 D/3 
Product newsmakers of 1972. 8 Ja/3 


New product newsletter for Europe launched. 26 F/136 

Tyler readies new product success story presentation. W. Tyler. 
19 N/42 

Ten product newsmakers of 1973. 17 D/3 

PRODUCTS, NEW—DEVELOPMENT 

GF stresses new product area in major reorganization move. 
N. Giges. 72 F/? 

Didn't follow own theories on Chipos bow, AMA is told. 19 Mr/80 

Problems spawn product ideas, Gruenwald says. 9 Ap/36 

New product concepts diminishing: Hardin. 23 Ap/30 

Three ways that ads contribute to new product successes. 
W. Tyler. 14 My/58 

GF's Cycle dog food ready to go; Rockwell execs reveal shop's 
role. F. Danzig. 28 My/1 

Unless client's geared to it, psychographics are useless. 28 My/30 

Swift & Co. sets two-per-year new product pace. V. Adams. 
11 Je/3 

Trouble was help to Cantwell Shop despite departure. 2 J//49 

Book review: ‘Developing New Brands’ by Stephen King. 9 J//47 

Invention Group: A new way to develop new products. R. Homan. 
9 JI/49 

Price tangle slows product development, food men say. 13 Ag/2 

All we can do is wait. Editorial. (AA agrees with GF’s chairman 
that a freeze on new product development would not cut down 
ad & promotion costs since the bulk of marketing is against 
existing products: little optimism is seen for an improved food 
situation). 20 Ag/12 

New product successes and failures—how to detect them in ad- 
vance. T. Chin: 24 S/61 

Dernocoeur, Konecnik set product shop. 29 0/52 

PRODUCTS, OLD 

See PRODUCTS, ESTABLISHED 

PRODUCTS, PARITY 

How to sell a product without an ‘advantage.. H. McMahan. 
31 D/15 

PROFESSIONAL PHOTOGRAPHERS OF AMERICA 

PPA sets 8-page directory insert. 12 F/45 

PROFIT CENTERS INC. 

Cangemi establishes Profit Centers Inc. 29 Ja/38 

PROGRESSIVE GROCER 

Mueller to retire at ‘Progressive Grocer.’ 29 0/70 

Progressive Grocer names 7 in revamp. 17 D/116 

PROPRIETARY ASSN. 

Drug men squelch ban of kid-viewed tv drug ads. 5 F/2 

Drug group ad rules set: parallel NAB o-t-c code. 5 Mr/8 

Proprietary Assn. sets procedure for NARB ad appeals. 77 D/26 

See also DRUGS—OTC & PRESCRIPTION 

PRUDENTIAL BUILDING MAINTENANCE CORP. 

Columbia sells unit. 8 0/45 

Agreement between Columbia & Prudential terminated. 22 0/8 

PRUDENTIAL LIFE INSURANCE CO. 

Prudential to footnote its ‘piece of the rock’ ads. 9 Ap/16 

PRUTZMAN, DARRELL, ASSOCIATES 

Renamed Goodchild & Edison, Providence, R.!. 22 Ja/31 

PSYCOGRAPHICS 

Unless client's geared to it, psycographics are useless. 28 My/30 

Newspaper bureau promotes psycographics. 170 S/6 

Objectivity essential to effective research efforts, AMA meet hears. 
T. Rowan. 12 N/6 

PSYCHOLOGICAL MOTIVATION INC. 

Noyes opens company. 7 My/64 

PUBLIC ADVERTISING COUNCIL 

Public interest groups set variety of ad drives. 23 Ap/132 

PUBLIC CITIZENS ORGANIZATION 

Nader unit defends right to advertise. 37 D/22 

PUBLIC INTEREST COMMUNICATIONS 

Public interest groups set variety of ad drives. 23 Ap/132 

PUBLIC RELATIONS 

Three ad agency units among top ten pr operations. 5 F/58 

$2 billion spent on public relations. 27 N/130 

PUBLIC SERVICE ADVERTISING 

Ads seek Alaskan claimants. 7 Ja/25 

Group tests ads’ ability to improve mental health. 19 Mr/40 

Ohio official gets free boards for anti-drug drive. 19 Mr/66 

HBM sets up new public service unit in Boston. 23 Ap/4 

Public interest groups set variety of ad drives. 23 Ap/132 

Southern tries to clear the air on electric power. 23 Ap/143 

Atlanta junior ad club plans foster parent push. 23 Ap/145 
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Brand Names picks Post-Keyes. 7 My/72 

Woman power theme of new NOW effort. 27 My/10 

Phoenix juniors launch drive to show ads’ role. 27 My/44 

Hinton: McMahan public service attack incorrect. 4 Je/91 

Ward's breaks energy crisis ads, info push. 4 Je/95 

3M offers free time for community service ads. 17 Je/10 

Seattle FTC, ad group set lending ads. 2 J//8 

Guccione readies campaign to counter obscenity ruling. 23 J//77 

Creative Workshop highlights Communications Week in N.Y. 
(Crash effort produces public service tv ad for Odyssey House). 
30 Ji/1 

Agencies get compulsion to do good—outlet is public service 
ads. W. Tyler. (Praise for some of the most outstanding unpaid 
efforts by creative people). 30 J//23 

Ad Council campaign to stress productivity. 6 Ag/2 

Ad push on danger of hypertension set to start soon. 20 Ag/58 

Idea of ‘productivity’ ads turned Zaccaro on. 27 Ag/4 

DOT spot for dial-a-ride is backfiring; may be axed. J. Revett. 
3 S/2 

Bicentennial commission picks agency. 3 S/34 

Boston Ad Club sets public service effort. 10 S/62 

Keep America Beautiful ads offer pollution solutions. 77 S/36 

EPA to promote mpg ratings, but most auto makers cool. (Pub- 
lic service ads readied as part of agency's pr effort). 24 S/7 

Public service ads set on toy safety. 75 0/38 

Advertising Council hails volunteer agencies, execs. 22 0/113 

Ad Council, ASHA set national VD information push. 72 N/38 

Ads push thousands of public causes. 27 N/156 

U.S. energy ads won't hit high-use items—yet. 26 N/8 

Ad Council dominates free time: Dr. Parker. 17 D/31 

PUBLISHERS CLEARING HOUSE 

Publishers Clearing House backs Student Value Packs. 3 S/72 

PUDDINGS 

See DESSERTS & DESSERT INGREDIENTS 

PUERTO-RICAN AMERICAN CORP. 

JWT to sell insurance interests. 15 0/2 

PUFFERY 

Puffery won't sell any more, Adams tells RV makers. 22 0/113 

PULITZER PUBLISHING CO. 

Strike halts St. Louis dailies. 27 Ag/8& 

PURDON, ROGER 

Campbell is NAD’s new chief; Purdon retires Jan. 1. 72 N/? 

PYRAMID ADVERTISING 

Pyramid shop bows. 8 Ja/10 

PYRAMID PRESS 

‘Expressions’ to bow. 25 Je/10 


QANTAS AIRWAYS 

Qantas drops ‘kick around’ quote in ad. 3 D/16 

QUADRAPHONIC SOUND 

See AUDIO-VISUAL EQUIPMENT 

QUAKER OATS CO. 

Sunline will market Quaker’s candy. 7 Ja/2 

Quaker uses Life packages for learning program. 72 F/19 

Quaker scores big with 100% Natural. L. Edwards. (Roundup of 
the natural cereal market). 26 Mr/3 

Quaker supports FDA food labeling proposals. 2 Ap/40 

West first to get Pillsbury natural entry. 9 Ap/86 

Quaker Oats cites toys for growth. 10 S/65 

Quaker items rolling out; earnings dip. (Semi-moist pet foods & 
natural cereal are among the items mentioned.) 79 N/8& 

Quaker moves its Marx division to Waring & LaRosa. 3 D/8 

QUALITATIVE ANALYSES INC. 

Research service set. 26 F/10 

QUELLO, JAMES 

Consumerists buck Quello appointment. 27 Ag/8 

QUESTOR CORP. 

CTW. Muppets sign up with Questor Corp. 19 Mr/37 

QUINN MARTIN PRODUCTIONS 

Martin buys Calvert. 3 D/26 

QUINTUPLETS 

Quints marketing value not what it used to be, to companies 
or parents. J. Forkan. (Report on the Kienast quints). 26 F/2 


RCA CORP. 
SelectaVision move to Y&R signals big market effort as RCA goes 
into cassettes. 22 Ja/2 


New RCA tv sets offer improved CATV capability. 27 My/96 

Video cassette makers see ‘tough’ consumer market. 8 0/3 

RCA Corp. turns off ‘world’s highest sign.’ 24 D/19 

RCA RECORDS 

RCA picks Glancy. 17 D/127 

REA EXPRESS 

REA Express ads disclose hollow in Lois roster. 6 Ag/8& 

RHP NEWSPAPERS 

RHP buys papers. 13 Ag/24 

RJR FOODS INC. 

Hawaiian Punch will use affirmative disclosure in FTC ad settle- 
ment. 27 My/1 

Hawaiian Punch sets six-pack introduction. 28 My/57 

Dietz identifies three types of brand manager. (RJR’s pioneering 
brand manager system reviewed in a ‘Harvard Business Review’ 
article). 13 Ag/12 

RKO GENERAL 

Glaser takes over at RKO tv division. 30 Ap/8 

FCC votes for RKO station; Johnson out. 10 D/8 

RX GOLF & TRAVEL INC. 

‘Relax’ is launched as injunction attempt fails. 8 Ja/20 

RADIO 

NAB ready to swap: Curb sex talk, get five-year licenses. M. 
Christopher. (Highlights of the NAB convention). 2 Ap/1 

On Ballance, it's too soon to tell if shows new format will go 
over. H. Bernstein. 9 Ap/2 

Prospects good as broadcasters mine solid gold records format. 
J. Forkan. 9 Ap/31 

More spot radio users run longer schedules. (Torbet analysis). 
14 My/41 

Group seeks FCC ruling on NAB spots. (Radio Free America spots 
challenged). 27 My/50 

Broadcasters feeling pinch as gasoline ads trimmed. 78 Je/7 

Admen say radio audience figures inadequate. J. Forkan. 25 Je/6 

Nathan's peace ship radio is taking ads for Israelis. 9 J//32 

Top 100 advertisers in spot radio, 1972 vs. ‘73. 9 J//40 

Soft drink, beer advertisers lead list. (Report on Canada’s leading 
radio advertisers released). 6 Ag/14 

Classical music stations compile success stories. (Radio ad is 
responsible for campaigns selling over $1 million worth of 
autos by 2 dealers). 13 Ag/51 

CBS Radio: Mystery and suspense are in the air. (CBS Radio may 
begin programing a nightly hour of mystery and drama). 
20 Ag/2 

Ten best radio spots of year sparkle with music, humor. W. Tyler. 
20 Ag/31 

Study shows middle-of-road pulls better than tv. 77 S/60 

Admen take radio for granted: McLaughlin. 75 0/39 

Marsteller plugs itself on London commercial radio. 22 0/128 

Saxon upbraids admen for not explaining radio. 22 0/131 

Reps say spot radio in bind, but some trends encouraging. 
J. Forkan. 29 O/2 

U.S. exports to get plugs on VOA radio. J. Revett. 5 N/2 

Network radio drama undergoing a revival. J. Forkan. 12 N/46 

British like new commercial radio, survey reports. 19 N/23 

Radio reach is everywhere—home, autos, outdoors. 27 N/100 

Advertisers urge radio nets to match ‘rep net’ guarantzz. J. Forkan. 
26 N/2 

MP hits London’s new commercial radio station. 17 D/34 

Daytime radio stations press for DST solution. J. Revett. 77 D/123 

False biliing case worries FCC; is it tip of the iceberg? 24 D/2 

RADIO ADVERTISING BUREAU 

Alternative media service offered to clients by RAB. 12 Mr/24 

Three media promotions set. 26 Mr/108 

RAB sets pilot study for market data, audience size. 26 N/6 

Print men optimistic, broadcast reps concerned. 17 D/12 

RADIO SETS 

Radio reach is everywhere—homes, autos, outdoors. 27 N/100 

RADIO STATIONS 

WCCO-FM launched, Knox Reeves named. 7 0/66 

False billing case worries FCC; is it tip of the iceberg? 24 D/2 

Texas radio station first to lose license because of double billing. 

31 D/2 

RAFFERTY, PAUL G. 

Rafferty sets office. 77 Je/20 

RAFFERTY’S, JOHN, ASSOCIATES 

Cohen, Rafferty split; both start their own agencies. 27 Ag/22; 

10 S/82 
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RAILROADS 

Burlington Northern is on right track with identity ads. 9 Ap/41 

Airline, travel advertising declined in ‘71. 9 Ap/66 

Shipper marketers eye fuel pinch. 12 N/1 

See also AMTRAK 

RAINBOW PUBLICATIONS 

Rainbow to debut ‘Fighting Stars’ as bi-monthly. 13 Ag/65 

RALSTON PURINA CO. 

Chicken of the Sea push set via D'Arcy. 19 F/62 

Purina, Alpo battle turns into dog fight as spots air. 712 Mr/7 

Wayne tries head-on ploy against Alpo. 9 Ap/73 

Ralston shifts $6,000,000 in Cat Chow billings to DDB. K. 
Sederberg. 16 Ap/1 

Purina’s Pet-A-Pet is cat's meow. 17 Je/59 

Ralston in ad drive to reposition Chuck Wagon: revamps cat 
dinners. 30 Ji/1 

NARB closes Chuck Wagon case after Ralston acts. 3 S/3 

Ralston acquires Pokems as second beverage product. 3 S/6 

Buying time at NARB. Editorial. (Unlike the FTC which continues 
to investigate questionable ad claims even afrer the ads are 
dropped, NARB is concerned with quick, informal solutions 
and will drop charges with the removal of the accused ads. 
Ex. Ralston Purina Chuck Wagon ads). 17 S/12 

Purina to test new cat food; another waits. 15 0/30 

RANIERE, SASLAW, MOHR & ASSOCIATES 

Mohr shop alters its name; seeking consumer clients. 10 D/72 

RAPP, COLLINS, STONE & ADLER INC. 

Rapp, Collins gets all Ziff consumer books. 29 0/65 

RAWLINGS SPORTING GOODS CO. 

Rawlings promotes Tie Breaker racket. 24 S/70 

‘READERS DIGEST’ 

‘Digest’ sets record with overseas revenues. 9 Ap/74 

Hardware ad section set for October ‘RD.’ 24 S/85 

‘RD’ to push U.S. travel in five overseas editions. 12 N/2 

READERSHIP SURVEYS 

Audit Bureau will offer reader demographics data on U.S. 
newspapers. 19 Mr/3 

Simmons reader data upset specialized books. J. Forkan. 16 Ap/3 

ANPA issues first survey of readership. 30 Ap/82 

New Simmons audience data prompts some media men to retort, 
‘we wuz robbed.’ H. Maneloveg. 77 Je/54 

Which ad attracted more readers? (Starch readership scores of 4 
Uniroyal tire ads). 78 Je/82 

Simmons says few gripe to him on study. 25 Je/8 

Comparison of reports on magazine audience 1973 studies of adult 
audiences of 17 leading consumer magazines. 9 J//32 

Which ad attracted more readers? (Starch readership scores of 2 
GE ads). 16 J//50 

Simmons rival could enjoy boomiet until No. 1 recovers. J. Forkan. 
(Next Simmons report will be delayed until fall, 1974). 27 Ag/3 

Simmons’ problems spur its rivals, but agencies aren't buying as 
yet. J. Forkan. (Reactions of admen and magazine research 
people reported to Simmons’ anticipated 8 month delay in the 
release of its readership survey). 3 S/3 

Which ad attracted more readers? J. Rock. (Starch readership 
scores of two Kool cigaret ads). 3 S/28 

Which ad attracted more readers? J. Rock. (Readership studies of 
2 Canada Dry Ginger Ale ads). 15 0/58 

Simmons forming new research unit. J. Forkan. 26 N/48 

Which ad attracted more readers? (Starch readership scores 
of 2 Japan Air Lines ads). J. Rock. 10 D/54 

Starch sets biennial elite reader study. 10 D/74 

Simmons sees high rate of completion on study. 24 D/20 

Needed: Better magazine audience data. F. McDonald. 37 D/19 

REALEMON FOODS 

ReaLemon is in drink mix market with On The Rocks. 7 Ja/? 

RECORD INDUSTRY 

Record companies to seek proof of promo expenses from staffers. 
J. Forkan. 18 Je/6 

Broadcasters talk, record mum on payola. J. Forkan. 2 J//3 

Tape, record marketers face material shortage. 30 J//4 

RECORDING EQUIPMENT 

Capitol 2 tapes take national bow. 12 F/16 

Memorex will use ‘shatter’ theme again. 72 F/16 

Audio Magnetics uses ‘outsiders’ for marketing. H. Bernstein. 
12 F/24 

Tape, record marketers face material shortage. 30 J//4 

Superscope sets October ad effort for new tape line. 3 S/43 


Audio Magnetics will reactivate innovation. H. Bernstein. 17 S/35 

Warner quadradisc ads boost 4-channel sound. 7 0/12 

RECREATIONAL VEHICLES 

Open Road's ad growth reflects booming market. H. Bernstein. 
30 Ap/22 

Rec vehicle group touts lines as energy savers. 2 J//3 

Shortages may hasten rec vehicle shake-out. 10 D/2 

RECRUITMENT ADVERTISING 

Novack, accounts move to Hodes. 19 F/10 

Bids open for $3,000,000 Guard acc’t. 7 0/6 

Hope renewed for advocates of paid ads for military. 26 N/3 

House unit reports qualified approval of paid military ads. 3 D/2 

See also CLASSIFIED ADVERTISING 

RECYCLING 

Red Owl tests reuse offers. 16 J//8 

RED OWL STORES 

Red Owl tests reuse offers. 16 J//8 

REDDIN, THOMAS 

Reddin named to S. Calif. ad review board. 24 S/2 

REDUCING EQUIPMENT & SALONS 

Canada slim down ads get hefty rules. 19 Mr/38 

REFCO ENTERPRISES 

NSI says ‘Redbook’ will remain despite sale of ‘McCall’s.. 7 0/2 

REFRIGERATED DOUGH PRODUCTS 

Roman Meal sets drive for first refrigerated item. 24 S/86 

REGAL APPAREL LTD. 

Spitz now selling for Regal. 3 S/12 

REGAL WARE INC. 

Regal Ware's new consumer drive pushes Poly Perk. 28 My/47 

REGULATORY BODIES 

Harm done to business by regulutory agencies to get top-level 
review. S. Cohen. 4 Je/2 

Senate taking role in regulatory appointments. (Congress challeng- 
ing the administration's business-oriented nominees for 
regulatory agency positions; Mayo Thompson ok’d for FTC post). 
18 Je/4 

Curbs on regulatory press releases—would they help or hurt 
businesses? S. Cohen. 18 Je/12 

REINER & ROUSE 

Renamed Reiner Creative Group, NY. 72 N/90 

RELIGIOUS ADVERTISING 

Pope Paul in radio ads for Quebec group. 75 0/2 

Ads push thousands of public causes. 27 N/156 

N.Y. archdiocese ad effort to tell role of priests. 3 D/40 

Ad Council dominates free time: Dr. Parker. 77 D/31 

REMINGTON ELECTRIC SHAVER DIVISION 

See SPERRY RAND CORP. 

RENFIELD IMPORTERS LTD. 

Move up to Pinch, ads for scotch urge. 27 Ag/2 

REPADCO INDUSTRIES 

Ad-Cology to sell litter receptacle ad space in N.Y. 22 Ja/46 

REPOSITIONING 

See POSITIONING 

REPUBLIC OUTDOOR 

Renamed Kassel Outdoor, Dallas. 26 N/10 

RESEARCH 

Market research spending heading upward in ‘73. J. Honomichl. 
8 Ja/2 

Public, irked by survey research, must be educated into cooperation. 
J. Honomichl. 15 Ja/49 

Dichter leaves Institute, but takes jargon with him. 29 Ja/60 

RADAR study set. 79 F/16 

First MRI objective to be a field training program. 19 F/49 

Book review: ‘Consumer Market Research Handbook,’ by Robert 
Worcester. 26 F/130 

Whatever became of ...? An update on some of 72's research 
projects. J. Honomichl. 26 F/154 

Research not always the answer, says Harris’ Flory. 12 Mr/23 

Withholding research data is unfair practice: Choate. 12 Mr/26 

Complete text of the last chapter of ‘Advertising and the Public 
Interest,’ an analysis of the FTC’s hearings on modern advertis- 
ing practices. 12 Mr/78B 

‘Life context’ better than life style, researcher says. 26 Mr/90 

Booz, Allen begins study of grocery trade deals. 26 Mr/96 

First BofA material set for new ABC data bank. 26 Mr/109 

Neustadt, MR, NPC merger still shaky. 26 Mr/110 

Researcher shows impact of implied deception. 2 Ap/2 

Creative, research must get together to reach youth. 9 Ap/63 
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New product concepts diminishing: Hardin. 23 Ap/30 

Foley urges greater int'l market research. 14 My/72 

Nixon's ‘72 election researchers stressed interviews, polls phone. 
J. Honomichl. (Research strategy behind the Presidential 
election). 4 Je/3 

Nelson sets syndicated attitude measurement. 4 Je/83 

Creative Workshop highlights Communications Week in N.Y. 
(Instinct vs. research discussed at Workshop). 30 J//1 

Product flops, focus groups, retail ads discussed. (A behind the 
scenes look at focus group interviewing at the Creative 
Workshop). 30 J//10 

Consumers can't be forced to buy through ads: Dunn. 3 S/6 

Can admen survive the Great Clam-up? Editorial. (Leadership is 
needed to restore the public's confidence in authority and trust 
in the confidentiality guaranteed by poll-takers as they try, with 
increasing difficulty, to get answers to questions vital to media 
demographics). 10 S/14 

Davidson-Lasco bows. 15 0/95 

Audience research units have ‘deficiencies’ in ethnic coverage: 
Y&R. 5 N/3 

‘Professional research status’ is MRI's goal. J. Honomichl. 5 N/32 

Objectivity essential to effective research efforts, AMA meet hears. 
T. Rowan. 12 N/6 

Public tv needs ads, research, Morrisett says. 12 N/16 

AMC's ad theme boost for research, Freeman says. 12 N/67 

Survey finds good re-buy for all but Hamburger Helper. 172 V/102 

How research relates to marketing process. J. Honomichl. 27 N/52 

How an agency uses consumer research. Chas. Overholser. 
21 N/56 

Simmons forming new research unit. J. Forkan. 26 N/48 

Dow sets unit. 10 D/43 

Expect significant rise in ‘74 research outlays. J. Honomichl. 
17 D/127 

Researchers’ salaries on rise, but research/sales ratio dips. 
J. Honomichl. 37 D/2 


RESEARCH INFORMATION CENTER 
Greyhound unit bows. 3 S/4 


RESEARCH PARAMETERS 
Half of shoppers like night hours. 75 Ja/56 


RESPONSE INDUSTRIES 
Response affiliates with Cockfield, Brown. 17 D/31 


RESPONSE PROMOTIONS INC. 
Response shop bows. 22 0/150 


RESPONSE RESEARCH SERVICES 

Response research offers new approach. 19 F/3 

RESTAURANTS 

New concepts work for Steak & Brew. J. O'Connor 9 Ap/46 

RETAIL & RETAIL ADVERTISING 

BofA study finds 45% of retailers plan ‘73 ad hikes. 8 Ja/27 

Bloomingdale's alters its graphics, merchandising. L. Baltera. 
15 Ja/56 

Ripley tries on ‘fashion mirror.’ 15 Ja/56 

Penney’s looks for greater sales gains. L. Baltera. (Profile of 
Penney's marketing position). 22 Ja/16 

This chairman sells, too. (Universal Furniture’s campaign features a 
man dressed like a chair). 22 Ja/24 

Retailers see sales up 8.3% by end of ‘73 half. 22 Ja/30 

INAE told to exercise more influence on news. (Major retailers 
told to be mindful of news stories that could be written about 
retail establishments). 29 Ja/3 

Hart Schaffner & Marx makes network tv buy. 29 Ja/8? 

Bond readies $4,000,000 ad campaign. 5 Mr/6 

Retailers and multi-product rules will be big topic at NAB meeting. 
M. Christopher. 19 Mr/6 

FTC staff appeal seeks corrective advertising in Wonder bread case. 
23 Ap/2 

Retail apparel linage shows trend toward casual dress. 23 Ap/12 

Broadway Stores broadens media to reach non-newspaper readers. 
H. Bernstein. 30 Ap/42 

FTC asks D.C. retailers to prove claims. 27 My/94 

Lee posters ape classics. 4 Je/88 

Discounters pit marketing ideas vs. dept. stores. L. Baltera. (Both 
review ad approaches). 77 Je/3 

Grey sets retail unit. 9 J//40 

Music group breaks first coordinated retail push. 16 J//33 

Philadelphia gets self-regulatory retail ad code. 30 J//6 


Product flops, focus groups, retail ads discussed. (Ad people from 
Bloomingdale's speak about their advertising at the Creative 
Workshop). 30 J//10 

Discrimination, that's what it is! S. Bernstein. (SRB chides the 
men’s clothing industry which has little selection for a man 
with over 32-size waist). 6 Ag/16 

‘Seventeen’s’ road company a hit in L.A. H. Bernstein. 70 S/68 

Stores study ad expenses. L. Baltera. (Report on the NRMA work- 
shop). 1 0/8 

Number of retail outlets off; shoppers like dept. stores’ image, but 
go to discounters. 1 0/59 

Ex-Sears adman charges retailers downgrade copy. 15 0/74 

May sets first all-market drive. 12 N/8 

Retail tv advertising grows up: From slides and used car pitch- 
men to a $1 billion business. H. McMahan. 12 N/63 

Retailer's attorney fears precedent in D.C. false ad case. 17 D/32 

See also: 

DEPARTMENT STORES 
Individual retailers 

RETRACTIVE ADVERTISING 

FTC orders ‘retractive’ ad in tire case. 17 Je/1 

REUSE OFFERS 

See RECYCLING 

REVELL INC. 

Revell readies its biggest push for model kits. 13 Ag/66 

REVLON INC, 

Revion launches push to create ‘Charlie girl. L. Baltera. 2 Ap/25 

Charlie's Girls files against Revion entry. 16 Ap/88 

Revion ‘72 sales up 11.9%; outlays for ads also rose. 14 My/90 

REXALL DRUG CO. 

Rexall streamlines its marketing. 19 F/51 

REYNOLDS, R.J., TOBACCO CO. 

A whole ‘nother disaster. Editorial. (AA urges that we change the 
law and reopen the airwaves to all cigarets, or we get Winchester 
off the air and in compliance with the law's intent). 7 Ja/10 

Little cigars face new ad strictures. 8 Ja/? 

AA stance criticized by cigar makers. J. O'Connor. 8 Ja/1 

Reynolds’ rigid Winchester stand angers other cigaret, cigar 
makers. J. O'Connor. 15 Ja/3 

Small cigars’ tv days seen numbered as ban is mulled. 22 Ja/? 

Winchester and tv: Part Il. Editorial. (AA is not against the 
legality of manufacturing little cigars,’ but objects strongly to 
the cigaret commercial format of Winchester ads.) 22 Ja/14 

ASH petition is rejected as FTC seeks a wider cig ban. J. Revett. 
(FTC takes no action against Winchester commercials, but asks 
Congress to include all little cigars in the law banning cigaret 
ads on tv). 29 Ja/3 

ag oe pulls Winchester ads; most other ‘smalls’ okay for tv. 
19 F/1 

Schick-Winchester lesson: Don't ignore the public. Editorial. 
(Winchester and Schick affairs prove that the ‘public be damned’ 
concept is dead). 26 F/18 

Confusion gains on Winchester. S. Bernstein. (Question is posed 
whether little cigars should be banned from tv because they 
are a health hazard or because they resemble cigaret advertising). 
5 Mr/12 

Winchester—win or lose? (AA continues to hold the position that 
Winchester ads should be off the air). 72 Mr/14 

The Dutch Treats ‘treatment.’ Editorial. (Let little cigars advertise 
on tv). 16 Ap/16 

The Winchester man—he can talk. H. Bernstein. 23 J//6 

NOW scores Winchester man, limns Lincoln Bank. 3 S/44 

Winchester's nine positions prompt several suggestions. J. 
O'Connor. 10 S/26 

RJR’s ‘machismo’ machine runs off course. Editorial. (Winchester's 
advertising approach is not only silly, it undermines advertising’s 
status and increases mounting pressure for the banning of all 
tobacco advertising). 24 S/12 

Apple tobacco rolls out. 1 0/68 

D-F-S on Winston job as brand shifts theme. 5 N/3 

RHEEM MFG. 

FTC settles Rheem, Amstar ad cases. 12 N/89 

RHEINGOLD BREWERIES INC. 

Tuborg beer adds bibbers, Schmidt gets ads. (Also, FTC rejects 
Pepsico’s offer to sell Flavette in order to settle a complaint 
against its Rheingold acquisition.) 22 Ja/3 

Rheingold to purchase Piel brewery. 72 F/37 
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RIES, AL 

Ries unveils ABP’s new Avis-type ads. 79 F/2 

Increased supplier cost is serious problem for industrial advertisers. 
S. Feldman. (Report on the ‘73 AIA meet). 25 Je/3 

Ries new AIA president; seeks more member activity. 25 Je/72 

Ries — positioning in workshop battle with creativity advocates. 
30 Ji/3 

RIES CAPPIELLO COLWELL INC. 

Trout named president at Ries agency. 24 S/54 

RICE 

Quiet Water rice bows. 8 0/62 

RICELAND FOODS 

GF, Riceland zero in on inner city, hike shares. 23 Ap/22 

RICH PRODUCTS 

Rich promotes stadium. 29 Ja/12 

RICHARDS & PARTNERS 

Richards shop opens. 3 D/16 

RICHARDSON & ASSOCIATES 

Richardson shop bows as unit of Panex consultant. 76 Ap/99 

RICHARDSON-MERRELL INC. 

Cold sufferers! Have you wondered which preparation is best 
for you? (FTC releases cold remedy data.) 22 Ja/2 

RIPPY, RODNEY ALLEN 

Rodney a star via Jack-in-the-Box. H. Bernstein. 15 0/52 

ROBERTS, JACK 

Be hard on comparison ads: Roberts to Four A's. D. Grant. (A 
number of advertising people give views on comparative 
advertising at the 4 A’s eastern conference.) 19 N/1 

ROBIN HOOD MULTIFOODS 

Robin Hood breaks Canadian drive. 10 D/52 

ROBINSON, J.W., CO. 

‘Seventeen’s’ road company a hit in L.A. H. Bernstein. 10 S/68 

ROBINSON, WILLIAM A. (author) ‘ 

Let the seller beware of a clouded image. 5 N/47 

ROCK, JOHANNA (author) 

Which ad attracted more readers? (Starch readership scores of 
two GE ads). 76 J//50 

Which ad attracted more readers? (Starch readership scores 
of two Kool cigaret ads). 3 S/28 

Which ad attracted more readers? (Starch readership scores 
of two Canada Dry ginger ale ads). 15 0/58 

Which ad attracted more readers? (Starch readership scores 
of two Japan Air Lines ads). 70 D/54 

ROCKMORE, MILTON (author) 

Origin of the DDB school. 13 Ag/46 

ROCKWELL, JOHN, & ASSOCIATES 

GF’s Cycle dog food ready to go: Rockwell execs reveal shop's 
role. F. Danzig. 28 My/1 

ROCKWELL INTERNATIONAL. 

Rockwell seeks Admiral. 12 N/60 

ROGERS, F.B., SILVER CO. 

Silver makers set drives. 7 0/54 

ROHM & HAAS CO. 

Textura ads tied to Plexiglas name. 23 Ap/32 

ROLLINS OUTDOOR ADVERTISING 

Rollins Outdoor buys Corpus Christi shop. 22 Ja/27 

ROMAN MEAL CO. 

Roman Meal sets drive for first refrigerated item. 24 S/86 

ROMAR TISSUE MILLS 

Scott's diaper problem again linked to design. (Also, Fruit of 
the Loom label disposable diapers roll out). 29 Ja/40 

ROME RESEARCH 

Neustadt, MR, NRC merger still shaky. 26 Mr/110 

Media Records finally catches up on ad data. 16 J//2 

RONSON CORP. 

Ronson gets into shaver controversy; ads ask about Schick test 
data. J. O'Connor. 19 Mr/1 

Norelco & Ronson begin new attacks at Schick ads. 26 Mr/1 

FTC to release Schick Flexamatic test data. 9 Ap/7 

Tripleheader to get bulk of Norelco spring ads. 9 Ap/66 

Ronson plans move against Schick. J. O'Connor. 4 Je/2 

Liquifin bids for Ronson, Loews seeks Gimbel's. 77 Je/6 

ROSCH, J. THOMAS 

FTC appoints Rosch head of key bureau. 70 S/8 

Rosch aims to speed up kids’ ad code. 77 D/123 

ROSEN, MARCELLA 

Struggles of a two-woman agency in the Madison Ave. jungle. 
O. Trager. 2 Ap/31 


Se er ee 

5 N/50 

The sky above, mud below. Editorial. (AA urges the industry to 
never lose sight of the basic, gut-level problems plaguing them, 
Marcella Rosen gets back to basics in her support of a cen- 
tralized credit bureau to rate clients). 12 N/14 

ROSENBERG, JERRY 

The story is, Jerry plans nationwide growth. M. Christopher. 
15 0/42 

ROSENFELD, SIROWITZ & LAWSON INC. 

FC&B, Rosenfeld lose Alberto-Culver billings. 30 Ap/2 

ROSS, JULIAN 

NCAAA set, has 9 charter members. 27 Ag/189 

ROWAN, CARL 

Rowan swings free on Chrysler show. R. Gray. 18 Je/56 

ROY, ROSS, INC. 

Michigan Tourist Council may return to Ross Roy. 9 J//84 

ROYAL CROWN COLA CO. 

RC to acquire home furnisher. 7 Ja/8 

RC, Pepsi bow with sugar-free diet drinks. N. Giges. 9 J//1 

RC grows in Australia. 29 0/56 

ROYAL INDUSTRIES INC. 

Helmet makers to drop safety claims. 20 Ag/56 

ROYAL TYPEWRITER CO. 

Royal consolidates account at Hanson, Fassler agency. 2 Ap/60 

RUBEL & HUMPHREY 

Agency profits fell below 10% of gross profit in 1972: Rubel 
study. L. Edwards. 14 My/3 

RUBEN, MONTGOMERY & ASSOCIATES 

Ruben shop adds bank. 13 Ag/28 

RUBICAM, RAYMOND (author) 

The faceless corporate name—158 ways to lose your identity. 
14 My/65 

RUBINSTEIN, HELENA, INC. 

Rubinstein sheds queen bee image with new K. Ross ads. 
5 Mr/52 

The allure of cosmetics—to marketers, it’s earnings. (Colgate- 
Rubinstein merger). 4 Je/2 

Wall St. ignores marketing. Editorial. (Marketing capabilities are 
overlooked by Wall St. critics of the Colgate-Rubinstein 
marriage). 18 Je/14 

Strong & Icy debuts. 13 Ag/66 

Rubinstein may drop Katharine Ross from ad program. 15 0/34 

Teens are new target of facial mask marketers. L. Baltera. 26 N/2 

Rubinstein taps Engel. 24 D/19 

RUMS OF PUERTO RICO 

Nestle, P.R. Rums invent Teatotaler. 25 Je/8 

RUST, EDWARD 

Understanding Nader. Editorial. (Altuough Nader is far from 
infallible, he must not be ignored, and Ed Rust’s commendation 
seems to indicate a break through corporate management). 
1 0/16 

RYSTAN CO. 

Miles unit, Rystan pick Lavey/Wolff. 8 Ja/63 


SSC&B INC. 

Block gives Grey BC; SSC&B picks up new products. 7 Ja/24 

Europe boundaries fading: Green. 7 My/36 

STP CORP. 

Cadillac, STP to sponsor 500 race radio coverage. 19 F/59 

Group calls STP ‘worthless,’ seeks counter ads from FTC. 28 My/8& 

NAD okays STP ad, gets Marathon, Ford changes. J. O'Connor. 
16 Ji/1 

Granatelli to leave STP as Studebaker picks Hooker. 7 O/7 

S&W FINE FOODS 

S&W add Rancho line. 26 F/140 

SACCHARIN 

See FOOD ADDITIVES 

SACKS, LEONARD, ADVERTISING 

Renamed Sacks, Tarlow, Rosen Inc. 5 Mr/52 

SAFETY & SAFETY ADVERTISING 

Arbitrate ad plaints. Editorial. (Consumer complaints, made to the 
advertiser himself, about ads teaching bad safety lessons, 
should be referred to a 3rd party to dispose of any suspicion 
that the matter did not get serious consideration). 29 Ja/16 

After talks, revisions, ABC airs Allstate air bag spot. 5 F/3 

State Farm road obstruction spot gets big response. 26 F/133 
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Auto safety group thanks Cole for GM child seat ads. 9 Ap/89 

Outdoor media score best in campaign. 9 J//47 

Helmet makers to drop safety claims. 20 Ag/56 

$4,000,000 for tv set by highway act. 27 Ag/165 

Banish those baldies, urges Tire Council. 27 Ag/166 

‘Tailgating’ ad is hazardous: Safety Center. 27 Ag/183 

Disposable lighters under fire; one recalled. J. O'Connor. 3 D/1 

SAFFER, MORRIS, ADVERTISING LTD. 

Saffer opens pr unit. 25 Je/52 

ST. LOUIS, MO. 

Strike halts St. Louis dailies. 27 Ag/8 

ST. LOUIS REAL ESTATE PUBLICATIONS 

St. Louis monthly bows. 76 J//61 

SALAD DRESSINGS & MAYONNAISE 

Great Beginnings, dry dressing from Kraft, to roll out. 27 My/42 

Wishbone tests garlic. 9 J//84 

Pet tests Dairy milk-base mayo in Midwest markets. (Edible oil 
scarce during price freeze). 16 J//8 

SALARIES 

Business press salesmen’s salaries up, survey finds. 5 F/24 

AIA study indicates advertisers had highest median salary boosts. 
S. Feldman. 27 My/3 

Typical industrial adman earns 32% above 5 years ago. 16 J//65 

Salaries paid to advertiser people. 27 N/22 

Salaries paid to agency people. 27 N/38 

How big should your paycheck be? S. Bernstein. 10 D/16 

Researchers’ salaries on rise, but research/sales ratio dip. J. 
Honomichl. 37 D/2 

Salaries of Canadian ad and marketing execs match U.S. 37 D/28 

SALERNO-MEGOWEN BISCUIT CO. 

Salerno drive uses package top ads. 23 J//64 

SALES 

Selling gets more status, agency says. 9 Ap/76 

SALES LETTERS 

Classic sales letters never seem to die—or fade away. B. Stone. 
4 Je/76 

SALES & MARKETING EXECUTIVES INTERNATIONAL 

Assert yourself- and back it up, Eagle tells execs. 22 Ja/31 

SME! competition hands out awards. 12 N/60 

SALES PROMOTION 

Sweeps are on the decline, A&SP group hears; Toyota, other 
promotions discussed. 12 Mr/2 

Cosmetics marketers debate gift-with-purchase scheme. 7 My/20 

Split decision clears D.L. Blair of deceptive sweepstakes charge. 
S. Diamond. 7 My/54 

Info labels are pack show highlight. L. Edwards. (Promotional 
offers on the package equally scrutinized). 27 My/37 

Promotion shops hit $1,800,000 average: ‘A&SP.' 27 My/95 

Colgate promos offer money to schools, games to bowlers. 
25 Je/70 

Retailers now push United's ‘Six-Packs.’ 6 Ag/58 

Ads create monopoly, Betty Furness believes. (Report on the 
ANA’s sales promotion management seminar). 17 S/82 

Dietz to ANA: Bring back the ad director. (Also at ANA: promotion 
spending is equal or surpassing advertising expenditures). 
5 N/12 

Let the seller beware of a clouded image. W. Robinson. 5 N/47 

World of sales promotion hits $19.6 billion. 27 N/120 

Broadcast merchandising scored by BPA panel. 26 N/14 

BPA, MSU awards given. 3 D/32 

Johnson appointed. 10 D/10 

Ad theme source of premium ideas, Friedman declares. 24 D/25 

SALT 

Morton Lite salt readies nat'l bow. 29 Ja/12 

Morton Lite ties into ‘RD’ special insert. 29 O/2 

SAMPCO 

Sampco established for mobile home sampling. 77 Je/69 

SAMPLING 

Intimate Boutique samples previous mail order users. 26 Mr/103 

Sampco established for mobile home sampling. 77 Je/69 

Now Beauty Boutique sampling idea growing. H. R. Bernstein. 
22 0/126 

Inn Pack testing over. 22 0/155 

SAN FRANCISCO 

TDI sells out BART, eyes transit systems growth. J. Forkan. (A 

look at several ad ventures of TD! after the success of selling out 

San Francisco’s BART ad space.) 22 Ja/3 


SANDHAUS, PAUL (author) 

| left giant JWT to run a small agency—all my own. 17 S/41 

SANITATION EQUIPMENT AND SUPPLIES 

Shell Can Care to bow. (Ads for Can Care insecticide/deodorant 
strips launched.) 22 Ja/65 

SAN-TEX ADVERTISING 

Link buys San-Tex. 3 D/68 

SARNA ASSOCIATES 

Sarna starts company. 14 My/85 

SARNOFF, ROBERT W. 

Affiliates hear Sarnoff blast federal strictures, urge all-media 
defense. H. Bernstein. 14 My/2 

SASSOON, VIDAL 

Sassoon, tv spieler, adds own lines. 17 Je/80 

SATELLITES 

Advertising nears a big speed-up in communications innovation. 
E.B. Weiss. 19 Mr/52 

‘SATURDAY EVENING POST’ 

‘SEP’ doing well, SerVass tells adclub. 29 0/76 

SAVERS CLUBS OF AMERICA 

‘Savers’ magazine now accepts ads. 8 0/24 

SAWDON, FRANK B., INC. 

Frank B. Sawdon Inc., New York, renamed Sawdon & Bess. 
22 Ja/47 

SAWYER DIRECT 

Sawyer heads BBDO direct response unit. 12 N/100 

SCALI, MCCABE, SLOVES ADVERTISING 

Scali, Moors affiliate. 27 My/82 

One Show passes out its first gold medal awards. 
D. Grant. 30 Ji/1 

SCANDINAVIA 

Expanding Ogilvy purchases third of STB agency. 22 Ja/63 

SCENIC HUDSON PRESERVATION CONFERENCE 

Enviro group wants Con Ed to pay for its anti-utility ads. 70 S/20 

SCHACHTE, HENRY M. 

Wilson named Thompson president; Schachte remains on agency 
board. 70 D/1 

SCHAEFER ADVERTISING 

Schaefer adds pr. 13 Ag/64 

SCHAEFER, F. & M., BREWING CO. 

Tuborg beer adds bibbers, Schmidt gets ads. 22 Ja/3 

SCHER, JACK O., INC. 

Psychiatry book set. 77 S/57 

SCHICK INC. 

Norelco challenges Schick tv claims; reveals own tests. 
J. O'Connor. 15 Ja/? 

Nets to study Norelco data in shaver hassle. J. O'Connor 22 Ja/8 

Spell out the rules. Editorial. (FTC’s silence in the Schick-Norelco 
controversy is dangerous, FTC must deliver iron-clad command- 
ments to advertisers if it is to prevent competitive advertising 
chaos.) 22 Ja/14 

AAF hears Schick, Kellogg responses to consumerism. S. Cohen. 
5 F/1 

FTC questions Schick refusal to air test data. 5 F/7 

Schick will release new report on shaver data. 12 F/7 

Schick issues test data on shaver comparisons; Norelco results to 
nets. 19 F/1 

Put up or... Editorial. (‘Put up or shut up’ is a colloquialism 
which applies to the advertiser's obligation to the public when 
he makes a claim; Schick Flexamatic and Ultra Ban 5000 
cited). 19 F/14 

Norelco still hopeful on Schick flap. J. O'Connor. 26 F/7 

Schick-Winchester lesson: Don’t ignore the public. Editorial. 
(Winchester and Schick affairs prove that the ‘public be damned’ 
concept is dead). 26 F/18 

Ronson gets into shaver controversy; ads ask about Schick test 
data. J. O'Connor. 19 Mr/1 

Norelco & Ronson begin new attacks at Schick ads. 26 Mr/1 

FTC to release Schick Flexamatic test data. 9 Ap/? 

Tripleheader to get bulk of Norelco spring ads. 9 Ap/66 

Shaver controversy now shifts to review board; FTC data to be 
released. J. O'Connor. 16 Ap/2 

‘Freedom of Info’ standoff. Editorial. (Futile attempts to secure 
info from U.S. Army and Schick). 16 Ap/16 

FC&B turns down Schick unit, cites ‘corporate conflict’; Needham/ 
West selected. 30 Ap/78 

Ronson plans move against Schick. J. O'Connor. 4 Je/2 

Shaver makers set big fal! budgets. 9 J//35 
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Shick case stymies NAD; NARB next. 13 Ag/? 

Schick gets delay in NARB hearing. 10 S/3 

Suit against Schick could put off NARB panel review. J. O'Connor. 
24 S/8 

NARB to proceed on Schick. 1 0/65 

NARB stands fast. Editorial. (While AA lauds the NARB for 
pursuing the Schick Flexamatic matter, it also urges that some 
definitive industry guidelines emerge from these lengthy 
proceedings). 8 0/14 

Schick asking nets to stop Remington ad. 8 0/65 

NARB rules against Schick shaver ads, cites ‘implications’. 37 D/1 

SCHICK SAFETY RAZOR CO. 

Schick unit appoints. 15 Ja/63 

Leg men all, Schick, Gillette. ASR heat up women’s wet shave 
market. 26 Mr/3 

Gillette injects new Trac II razor into Schick held market segment. 
J. O'Connor. 2 Ji/3 

SCHLOSSER, HERBERT S. 

Made-for-tv movie is big future drama. (New NBC president 
speaks at the Hollywood Radio & Tv Society). 24 S/29 

SCHMIDT, C., & SONS, INC. 

Tuborg beer adds bibbers, Schmidt gets ads. 22 Ja/3 

SCHOLL INC. 

Scholl lotions roll out. 26 Mr/105 

SCHOOLS & COLLEGES 

Colleges turn to pros as enrollments decline. C. Colman. (College 
recruiting is seen as a marketing problem). 9 J//34 

FTC mounts dual effort to crack down on vocational school 
advertising violations. 20 Ag/57 

Ads push thousands of public causes. 27 N/156 

BPA, MSU awards given. 3 D/32 

See also EDUCATION 

SCHWARTZ, WALTER 

Schwartz defends controversial tv as entertainment. 5 N/67 

SCHWEPPES U.S.A. 

Bates breaks first ads for Schweppes. 26 Mr/99 

SCOTLAND 

Scotch shops to merge. 37 D/28 

SCOTT, MARSHALL & SANDS 

Name change to Scott, Marshal, Sands & Latta. 14 My/48 

SCOTT, O.M., & SONS CO. 

Lawn care people use print, radio; all are optimistic for ‘73 sales 
rise. V. Adams. 2 Ap/3 

SCOTT PAPER CO. 

Scott's diaper problem again linked to design. (Raggedy Ann & 
Andy diapers fail). 29 Ja/40 

Competitors with tv okay to challenge Confidets. M. Christopher. 
16 Ap/1 

Scott Paper sues Scott's Liquid Gold on trademark use. 10 D/64 

SCOTT'S LIQUID GOLD INC. 

Scott Paper sues Scott's Liquid Gold on trademark use. 10 D/64 

SCOVILL MANUFACTURING CO. 

Scovill broadens Namath’s assignment to corporate. 22 0/46 

SCROGGIN, MARTEL, ADVERTISING INC. 

Scroggin, seven shops set working agreements. 16 Ap/8 

Renamed Scroggin/Reed Advertising. 26 N/52 

SCUDDERS, LAURA 

New Scudder's ads set for April debut. 15 Ja/70 

SEAFOOD 

Gorton claims clam crown. 22 Ja/31 

Chicken of the Sea push set via D'Arcy. 19 F/62 

Westgate doubles ad budget in tuna market expansion. 19 Mr/46 

FTC dismisses charge in General Mills buy. 72 N/6 

SEARS, ROEBUCK & CO. 

Convenience, cleanliness keep trash compactor market growing. 
T. Rowan. (Roundup of the compactor market). 9 Ap/81 

ABC buttons down the ‘76 Olympic buys. 14 My/6 

Steady Rider launched. 4 Je/48& 

Sears ‘74 tie-in of boys’ clothes, basebail readied. 17 Je/22 

Ex-Sears adman charges retailers downgrade copy. 15 0/74 

SEAT BELTS 

OAAA awards $5,000 for best seat belt ad. 9 Ap/86 

SEATS 

Auto safety group thanks Cole for GM child seat ads. 9 Ap/89 

GM love seats sales soar with spring ad backing. 70 S/65 

SEATTLE 

Seattle tv station cuts broadcasts at midnight. 3 D/80 


SEATTLE ADVERTISING AGENCY 

Renamed Solkover, Davidge & Jenkins. 8 0/32 

SECURITIES INDUSTRY ASSN. 

Securities group may run major campaign. S. Feldman. 19 Mr/26 

Big brokers plan no ad cutbacks; Wall St. names three uptown 
shops. 2 Ap/2 

SEDATIVES 

Martin calm about study that raps Compoz efficacy. 29 Ja/61 

NARB finds Nytol ads misleading. N. Giges. 5 Mr/1 

SEGER, THOMAS C., ASSOCIATES 

Seger sets company. 15 0/40 

SELCOM INC. 

Selcom adds stations, sets suburban network. 10 S/42 

SELF-REGULATION 

Kiddie tv good or bad? FCC studies both sides. 22 Ja/10 

AAF hears Schick, Kellogg responses to consumerism. S. Cohen 
5 F/1 

Self regulation better for kid tv, says FCC’s Hooks. 5 F/8 

Complete text of the last chapter of ‘Advertising and the Public 
Interest,’ an analysis of the FTC’s hearings on modern 
advertising practices. 12 Mr/78A 

Ad critics’ new buzz word may be ‘fairness’ —whatever that means. 
S. Cohen. 2 J//4 

Buying time at NARB. Editorial. (Unlike the FTC which continues to 
investigate questionable ad claims even after the ads are 
dropped, NARB is concerned with quick, informal solutions 
and will drop charges with the removal of the accused ads. 
Ex. Ralston Purina Chuck Wagon ads.) 77 S/12 

More controls for life insurance ads urged at LIAA. 22 0/173 

Be watchdog for free enterprise, ABP told. 29 0/8 

CRTC backs CAAB self-regulation of children’s tv ads. 29 0/32 

Self rule needs more publicity; do-it-yourself trend growing. 
J. O'Gara. (Advertising as a marketing tool will be totally in- 
effective unless the industry convinces government and the 
consumerthat it can regulate itself). 5 N/7 

Counter advertising: R.1.P. Editorial. (Legislation, self-regulation 
machinery, and the quality of the counter ads themselves all 
aided in the deflation of the counter ad balloon.) 79 N/12 

Campbell to urge more local review. 79 N/57 

Advertising polices itself in many ways, but NARB now assumes 
role of top cop. 27 N/138 

SELINGER CO. 

Bala-Cynwyd shops set affiliation. 2 J//44 

SENATE 

See U.S. CONGRESS 

SERVASS, BEURT 

‘SEP’ doing well, SerVass tells adclub. 29 0/76 

SEVEN-UP CO. 

Seven-Up wins trademark case for ‘The Uncola.’ 7 My/26 

‘Un-usual’ offer set by Seven-Up. (Burger King get: distribution 
rights to 7-Up’s fountain glass premium). 28 My/25 

The soft drink, one-on-one tiff: Coca-Cola fights Seven-Up’s 
‘Uncola’ trademark registration. S. Diamond. 16 J//44 

SEVENTH AVENUE 

Designers rap fashions on daytime tv soapers. L. Baltera. 6 Ag/20 

SEWING EQUIPMENT & NOTIONS 

3M Scotch brand enters sewing field. 20 Ag/? 

SEX IN ADVERTISING 

‘Sophisticated sex’ a trend execs see for new tv season. 
M. Christopher. 5 Mr/2 

NAB ready to swap: Curb sex talk, get five-year licenses. 
M. Christopher. (Highlights of the NAB convention). 2 Ap/? 

Burch lauds NAB move to cut ‘trash.’ 2 Ap/? 

On Ballance, it's too soon to tell if show's new format will go 
over. H. Bernstein. 9 Ap/2 

Sonderling relents, won't battle FCC over sexy shows. 30 Ap/39 

Challenge FCC sex talk fine. 27 My/8 

Not much sex in ads, AA Workshoppers hear. (Report on a 
Creative Workshop seminar). 6 Ag/10 

Nudes serious matter to menswear ad exec. 15 0/76 

SHAKESPEARE CO. 

Tackle makers cast ads to lure eager anglers. M. Popa. 2 Ap/16 

SHALLER-RUBIN CO. 

New Shaller-Rubin medical unit bows with $5,000,000. 8 J/a/10 

First Pearl Drops agency develops competitive brand. 72 F/10 

Shaller-Rubin Co. is renamed Shaller-Rubin Associates. 27 Ag/168 

SHAMPOOS & RINSES 

Alberto backs new VO5 item with heavy tv. 75 Ja/& 
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Miss Alberto Whipped creme is company’s newest youth effort. 
V. Adams. 12 Mr/22 

Sassoon, tv spieler, adds own lines. 17 Je/80 

FTC asks substantiation for shampoo ad claims. 18 Je/1 

L'Oreal shampoo bows. 18 Je/10 

Alberto MTS5 in nat'l distribution. 25 Je/69 

SHAPIRO ADVERTISING 

Shapiro shop formed. 20 Ag/48 

SHAVING EQUIPMENT 

Norelco challenges Schick tv claims; reveals own tests. 
J O'Connor. 15 Ja/1 

Nets to study Norelco data in shaver hassle. J. O'Connor. 22 Ja/8 

FTC questions Schick refusal to air test data. 5 F/1 

Schick will release new report on shaver data. 12 F/1 

Schick issues test data on shaver comparisons; Norelco results to 
nets. 19 F/1 

Put up or... Editorial. (‘Put up or shut up’ is a colloquialism 
which applies to the advertiser's obligation to the public when 
he makes a claim; Schick Flexamatic and Ultra Ban 5000 cited). 
19 F/14 

Norelco still hopeful on Schick flap. J. O'Connor. 26 F/1 

Ronson gets into shaver controversy: ads ask about Schick test 
data. J. O'Connor. 19 Mr/1 

Norelco & Ronson begin new attacks at Schick ads. 26 Mr/1 

FTC to release Schick Flexamatic test data. 9 Ap/7 

Tripleheader to get bulk of Norelco spring ads. 9 Ap/66 

ASR to push new Double I! razor system. J. O'Connor. 30 Ap/1 

Ronson plans move against Schick. J. O'Connor. 4 Je/2 

Gillette injects new Trac II razor into Schick-held market segment. 
J. O'Connor. 2 Ji/3 

Suit against Schick could put off NARB panel review. J. O'Connor. 
24 S/8 

NARB to proceed on Schick. 1 0/65 

Schick asking nets to stop Remington ad. 8 0/65 

NARB rules against Schick shaver ads, cites ‘implications’. 37 D/7 

SHAVING EQUIPMENT—WOMEN 

Leg men all, Schick, Gillette. ASR heat up women’s wet shave 
market. 26 Mr/3 

SHELL OIL CO. 

Shell Can Care to bow. 22 Ja/65 

Oil union seeks Shell boycott via print, outdoor ads. 12 Mr/26 

Ads set for Shell tire sale. 14 My/57 

K&E’s loss of Shell Oil tied to budget cutbacks. 24 S/2 

SHERIN & MAJETKA INC. 

Sherin & Majetka set. 12 N/60 

SHERWOOD ELECTRONIC LABS 

You need both. Editorial. (Sherwood Electronics anti-advertising 
ads criticized; good product and persuasive advertising needed). 
30 Ap/14 

SHIPPING 

U.S. Lines urges ‘ship American.’ 7 My/32 

American sets freight push. 7 My/40 

Shipper marketers eye fuel pinch. 12 N/1 

SHOES 

Hush Puppies get new push. 76 Ap/108 

Kayser-Roth sets footwear drive. 20 Ag/25 

SHOPPERS NETWORK 

Shoppers Network set. 7 Ja/8 

SHORTAGES 

Plastics makers see price hikes, but no ad cuts. (Scarcity of plastic 
bags & wraps not expected by manufacturers). 78 Je/42 

Advertising to feel energy pinch for 15 years. 9 J//1 

Shortages hit boating sail sales to billow? T. Rowan. 3 D/2 

Shortages may hasten rec vehicle shake-out. 70 D/2 

Most advertisers indicate budgets will hold up. 77 D/6 

Production houses face up to possibility of shortages. 17 D/34 

SHUMAN, LOBE & ASSOCIATES 

Shuman, Lobe formed. 70 S/70 

SIEBER & MCINTYRE 

Kallir puzzled by Fisons’ agency shift. 17 D/116 

SIGNAL COS. 

Signal, UA merger might spark new ads. 23 J//28 

SILBERGELD, MARK 

NARB to reconsider guidelines for humor, fantasy in ads. 
J. Revett. 7 Ja/2 

Ten who made ad news in 1972. 8 Ja/2 

SILER COMMUNICATIONS 

Siler shop launched. 10 S/36 


SILVERMAN ADVERTISING AGENCY 

Renamed Silverman/Mower. 27 My/84 

SILVERWARE 

Silver makers set drives. 1 0/54 

SIMMONS, W.R. (BILL) 

Simmons forming new research unit. J. Forkan. 26 N/48 

SIMMONS, W.R., & ASSOCIATES 

Simmons reader data upset specialized books. J. Forkan. 16 Ap/3 

New Simmons audience data prompts some media men to retort. 
‘we wuz robbed.’ H. Maneloveg. 17 Je/54 

Simmons says few gripe to him on study. 25 Je/8 

Comparison of reports on magazine audience 1973 studies of adult 
audiences of 17 leading consumer magazines. 9 J//32 

Simmons rival could enjoy boomlet until No. 1 recovers. J. Forkan. 
(Next Simmons report will be delayed until fall, 1974). 27 Ag/3 

Simmons’ problems spur its rivals, but agencies aren't buying as 
yet. J. Forkan. (Reactions of admen and magazine research 
people reported to Simmons’ anticipated 8 month delay in the 
release of its readership survey). 3 S/3 

Study shows middle-of-road radio pulls better than tv. 77 S/60 

Simmons is chairman. 29 0/50 

Simmons sees high rate of completion on study. 24 D/20 

Needed: Better magazine audience data. F. McDonald. 37 D/19 

SIMMONS CO. 

Simmons plans net tv for spring promotion. 19 F/8 

SIMON ADVERTISING AGENCY 

Simon shop is down one as Paragon ads are hit by SEC. 13 Ag/517 

SIMON, NORTON, INC. 

Max Factor merger deal seen helping NSI abroad. 26 F/133 

Max Factor won't move, NSI asserts. H. Bernstein. 712 N/16 

NS! says ‘Redbook’ will remain despite sale of McCall's.’ 1 0/2 

Norton Simon Inc. acquires Halston. 8 0/10 

The deadly quest for safety. D.J. Mahoney. 27 N/28 

NSI revamps ad unit under Epting, takes back Wesson. 

J. O'Connor. 26 N/1 

SIMON, WILLIAM E. 

Ad curbs deleted from energy bill, but Simon may act. J. Revett. 
24 D/1 

AAA clubs, U.S. Chamber back gas cut theme in ads. 37 D/1 

SIMONS PALMER & LECKY ADVERTISING LTD. 

U.S., Canadian shops set affiliations. 18 Je/60 

SIMPSON, RICHARD O. 

Simpson cigaret safety suggestion sets stage for new industry 
battle. J. Revett. (CPSC’s Simpson says tar & nicotine standards 
may be established and brands not meeting them would be 
taken off the market; tobacco industry reacts). 27 Ag/2 

An unsafe ploy. Editorial. (Richard Simpson's attempt to find a ‘safe’ 
cigaret as the first task of the new Consumer Products Safety 
Commission has aroused suspicion). 3 S/14 

SINGER CO. 

Grey sews up part of creative work for Singer abroad. 26 Mr/8 

Singer readies Futura. 16 Ap/68 

SKIL CORP. 

National ad plans, rise of amateur builder are hardware market 
trends. 22 0/3 

SKILLET DINNERS 

See CONVENIENCE FOODS 

SKIN CARE PRODUCTS 

With the hex on pHisoHex, Sterling revives pHisoderm. 5 F/72 

Skin Dynamics get ads. 12 Mr/10 

Remedial Balm bows. 14 My/41 

Making love big hit, says man who invented it. H. Bernstein. 
(Success story of Kale Lab’s ‘Making Love’ body lotion). 

9 JI/10 
Bow in major bid for hand lotion market share. V. Adams. 22 0/2 
FTC seeking more ad data on toiletries. 12 N/57 


. Teens are new target of facial mask marketers. L. Baltera. 26 N/2 


SKIN-SEES 

See JOCAR INC. 

SLATTER/BANKS ADVERTISING 

Slatter/Banks opens. 22 0/46 

SLOAN, MIKE, INC. 

Sloan gets three Celanese projects. 27 My/93 

SLOGANS : 
Corporate ad slogans—how many can you identify? 27 My/26 
SMALL, JOHN F., INC. 

Navy picks black shop, hikes minority ad effort. 27 Ag/2 
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SMITH, C. ARNHOLT 

Sarnes-Chase, Westgate hang on amid C. Arnholt Smith troubles. 
H. Bernstein. 24 D/3 

SMITH, LARRY, & CO. 

Davidson-Lasco bows. 15 0/95 

SMITH, VANCE, GRAPHIC DESIGN 

Smith opens company. 3 D/60 

SMITH/GREENLAND CO. INC. 

Smith/Greenland picks new president. 13 Ag/59 

SMITH-WATERHOUSE & CO. 

Land owners with urge to sell now have a medium. 12 F/10 

SMITHSONIAN INSTITUTION 

Smithsonian's adless view of press points up lack of good spokes- 
men. S. Cohen. 7 My/12 

‘Smithsonian’ ups. 9 Ap/78& 

‘Shaving Through the Ages’ exhibit. S. Cohen. 77 Je/75 

SNACK FOODS 

Morton Mink-Tacos bow in Southwest. 12 F/16 

After a rough beginning, Gourmet corn goes national. 26 F/130 

Didn't follow own theories on Chipos bow, AMA is told. 19 Mr/8O 

Nabisco out with new snack, candy entries. 27 My/10 

Senate unit asks review of OK for Pringles, Chipos. (FDA ruling 
that potato chips could be made from dehydrated potatoes, 
previous to the marketing of P&G's Pringles, creates the ‘Potato 
Chip Caper.’) 9 J//75 

Ovaltine tests snack. 20 Ag/25 

Knox tests Fruit Rolls. 5 W/22 

SNOWMOBILES 

Snowmobile makers facing oversupply after poor year. T. Rowan. 
(Roundup of the snowmobile market). 26 Mr/88 

SNYDER, THOMAS 

Nets escalate the battle for viewers; insomnia set becomes latest 
target. M. Christopher. (NBC’s ‘Tomorrow’ set to begin in the 
fall as a late, late night talk show). 27 Ag/10 

SOAP 

Lever tests Pears soap. 12 Mr/78 

Colgate ‘72 sales up 12.7%; Irish Spring a big success. 19 Mr/67 

Yardley for the masses as soap market shifts. N. Giges. 78 Je/8 

Duke puts his mark on Hair Trigger men’s line. 6 Ag/54 

Armour-Dial retests Tone. 13 Ag/6 

Soapers heavy on ad substantiation data, FTC discovers. 20 Ag/2 

Soapers get price boosts; avert distribution cutback. 15 0/48 

SOAP PADS 

Soapers heavy on ad substantiation data, FTC discovers. (Miles 
asked to substantiate S.0.S. claims). 20 Ag/2 

SOCIAL CHANGE 

Fielding social data vital for market execs. 12 N/94 

From the Age of Affluence to the Age of Alternatives. Editorial. 
(The energy crisis will alter life styles and values and controlled 
change will be a national priority for years to come). 3 D/12 

SOCIAL RESEARCH INC. 

Blue collar wives seek convenience: MacFadden. (Report on a 
new study of working class women). 8 0/32 

SOCIAL RESPONSIBILITY 

Advertising must revise profit concept under consumerism. E.B. 
Weiss. 8 Ja/35 

Admen: Have you made a social contribution? (32 well-known 
ad figures offer views). 27 N/212 

SOCIAL SECURITY 

Gov't not feeling litigious about ‘Moneysworth’ ad. 23 J//26 

SOCKER-BOPPERS 

Socker-Boppers sets tv drive. 76 J//20 

SOFT DRINKS 

See BEVERAGES 

SOKOLOFF ASSOCIATES 

Ad success story: Drawing 600,000 to Watkins Glen. 13 Ag/10 

SOLLISH & CO. 

Sollish agency bows. 19 Mr/44 

SOLOW/WEXTON 

Shop folds; Solow has joined K&E. 72 Mr/2 

SONDER LEVITT & SAGORSKY 

Sonder Levitt shop names Abraham its new president. 14 My/82 

SONDEREGGER PUBLICATIONS INC. 

‘Greatlakes’ adds ‘Canoe’ magazine. 28 My/30 

SONDERLING BROADCASTING CO. 

Sonderling relents, won't battle FCC over sexy show. 30 Ap/39 

Challenge FCC sex talk fine. 27 My/8 


SONY CORP. OF AMERICA 

Sony response to competition is innovation. 19 F/29 

Zenith asks Moss refute Sony ad featuring study from Georgetown 
group. 26 F/2 

Senate asks Sony change ‘baloney’ ad. 5 Mr/8 

Video cassette makers see ‘tough’ consumer market. 8 0/3 

soup 

Mrs. Grass goes against Lipton in ads. 29 Ja/2 

Chunky line expanded. 5 F/67 

Stouffer aims new soups at adult gourmet. 5 F/72 

Lipton Cup-A-Soup hikes market; Borden jumps in. 2 Ap/53 

Don't overlook packaging when positioning your product. W. 
Margulies. (Campbell's Chunky Soup and Lipton’s Cup-A-Soup 
cited). 30 JI/34 

Baxter soups in U.S. 10 S/62 

SOUTH AFRICA 

So. Africa asks agency to drop ad. 17 D/34 

SOUTH AMERICAN TRAVEL ORGANIZATION 

South America ads promote competitive tour packages. 26 Mr/108 

SOUTHEASTERN DISPLAYS 

Brandenburg sold. 3 D/60 

SOUTHERN CO. 

Southern tries to clear the air on electric power. 23 Ap/143 

SOUTHERN CALIFORNIA VISITORS COUNCIL 

California ad budget rose 26% in 1972. 9 Ap/38 

SOUTHERN CONNECTICUT GAS 

Madison shop picked. 20 Ag/53 

SOUTHWEST AIRLINES 

Southwest escalates battle with Braniff over air fares. 19 F/28 

Southwest Air extends cut fare. 9 Ap/41 

SOUTHWEST METROPLEX 

North Texas unit sets new ad drive. 7 My/74 

SOVIET UNION 

Marsteller, Chilton sign pact with Russian shop. 8 Ja/6 

Need plants, not products Soviet exec. 23 Ap/36 

PepsiCo to introduce Russian vodka in the U.S. H. Bernstein. 
30 Ap/6 

Inflation and new tax cloud Austrian ad future after rosy ‘72. 
E. Reed. (Political differences slowed Common Market efforts). 
4 Je/62 

Europe execs adopt U.S. methods, Christian says. 17 Je/40 

East Europe seeks more trade deals with West. (East European 
nations showing increased interest in obtaining special rights 
with the Common Market). 78 Je/69 

Neither war nor trade row deters ads for Aeroflot. 22 O/7 

SOY PROTEIN 

See VEGETABLE PROTEIN PRODUCTS 

SPAIN 

Wirz and Vision set working agreement. 7 0/54 

SPANISH ADVERTISING & MARKETING SERVICES 

SAMS offers 41% of stock. 2 Ap/8 

SPANISH INTERNATIONAL NETWORK 

Spanish-language net still battling ratings. 26 F/140 

SPENCER, SHELDON, ASSOCIATES 

Bank marketer formed. 29 0/76 

SPENCER GROUP 

PW sets division. 20 Ag/53 

SPERRY FLIGHT SYSTEMS 

Sperry unit cites saving with new house agency. 29 Ja/83 

SPERRY & HUTCHINSON CO. 

Gas station owners restrict stamps, cite fuel shortage. T. Rowan. 
2 Ji/2 

SPERRY RAND CORP. 

Shaver makers set big fall budgets. 9 J//35 

Suit against Schick could put off NARB panel review. J. O'Connor. 
24 S/8 

NARB to proceed on Schick. (Despite civil suit filed by Sperry Rand). 
1 0/65 

NARB stands fast. Editorial. (While AA lauds the NARB for pursuing 
the Schick Flexamatic matter, it also urges that some definitive 
industry guidelines emerge from these lengthy proceedings). 
8 0/14 

Schick asking nets to stop Remington ad. 8 0/65 

SPIRO & ASSOCIATES 

Spiro billings rise. 71 O/12 

SPITZ, MARK 

Gillette seeks top athlete (Mark who?). (Gillette's Cavalcade of 

Champions nominees listed). 29 Ja/71 
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Spitz now selling for Regal. 3 S/12 

Superstars push product lines; for some, start of a new career. 
22 0/32 

SPORTS 

Super Bowl is a sellout; 28 sign up. 7 Ja/8 

DeLorean, Bell, Hunt are among Yanks’ new angels. (CBS sells 
N.Y. Yankees to a number of marketing execs.) 22 Ja/48 

NBC-TV puts lots of baseball into prime time. J. Forkan. 712 F/2 

Sport, movie offerings attract viewer to pay tv. 72 F/19 

ABC, CBS battle over NBA rights may up ad costs. 19 Mr/34 

Faberge enlarges sport participation. 19 Mr/67 

Bell & Howell sport pros to study films for flaws. 2 Ap/2 

Which ball flies farthest? J. O'Gara. 2 Ap/58 

Dodger broadcasts reach lucrative Spanish market. 16 Ap/20 

Bell & Howell sports promotion seen as new rejuvenation move. 
V. Adams. 76 Ap/22 

Triangle survey indicates baseball's gate is sliding. 23 Ap/35 

McCann study says tv sports still good buy. 30 Ap/30 

Nelson sets syndicated attitude measurement. 4 Je/83 

Sears ‘74 tie-in of boys’ clothes, baseball readied. 17 Je/22 

Pro sports may be part of fare for N.Y. pay tv. J. Forkan. 23 J//18 

TV grid sponsors sign fast, despite ratings plateau talk. J. Forkan. 
(Major football sponsors on the 3 nets listed). 30 J//3 

NFL girds for fight against blackout lift. 30 J//1 

Nets, NFL at work on four-year pact. 30 J//8 

Macdonald seeks early blackout lift. 6 Ag/8 

The blacking-out of America. Editorial. (AA urges an end to tv 
blackouts, suggesting that the NFL build good teams to assure 
s.r.0. games). 6 Ag/16 

I'm bitter about sports influence. S. Bernstein. (SRB criticizes 
the unsportsmanlike behavior of some of our nation’s athletes; 
old-fashioned sportsmanship could upgrade morality sub- 
stantially). 20 Ag/12 

Tennis, racing specials spark tv advertisers. J. Forkan. (King- 
Riggs & Secretariat spark strong ad interest). 70 S/8 

Grid blackout ban gives bonus to sponsors; nets hold prices. 
17 S/1 

Sports network formed. 717 S/23 

Billie & Bobby beat ‘Bonnie & Clyde.’ 24 S/1 

Competing for fans. Editorials. (Home viewers do not get some- 
thing for nothing in the lifting of the tv blackout ban; football 
owners should work harder to hold the crowd and forget the 
sour grapes attitude). 24 S/72 

Worldvision holds Riggs-King match rights. 24 S/78 

Nets shift ads to reach home game grid fans. J. Forkan. 1 O/3 

The dollar signs in pro football. S. Bernstein. (A ‘U.S. News’ 
interview with Pete Rozelle gives some insights into the 
financial background of football). 8 0/14 

Tv sports continue to grow—1,000 hours in ‘73. J. Forkan. (An 
intensive report on sports on tv, with detailed breakdowns of 
baseball, football, basketball, hockey, tennis, golf, horse racing 
boxing, auto racing, anthologies, & a look at the future of tv 
sports.) 22 0/3 

Admen can make any pro team—if they've got the budget. 
22 0/29 

Gillette's Cavalcade of Sports rode early boom in broadcasting 
World Series, boxing classics. A.S. Leonard. 22 0/29 

Superstars push product lines; for some, start of a new career. 
22 0/32 

Whitney publisher adds ‘Hockey News.’ 22 0/45 

NFL, government anti-drug abuse campaign begins. 22 0/125 

Sponsors put $16 million in U.K. sports. 22 0/126 

Corinthian’s TVS adds basketball in Big 10, Pacific 8. 22 0/155 

Hagen football book previews in Chicago. 12 N/10 

SPORTS CARS 

It's s.r.o. for the lightly advertised Corvette. 23 J//20 

New Bricklin sports car in works; maker seeks dealers. 70 S/7 

Would you buy used car from B&W? R. Gray. 19 N/58 

SPORTS EQUIPMENT 

Tackle makers cast ads to lure eager anglers. M. Popa. 2 Ap/16 

Rawlings promotes Tie Breaker racket. 24 S/70 

SPORTS NETWORK INC. 

Hughes net expands from sports, sees record half. 17 Je/16 

SPORTSWEAR 

Jantzen again uses celebs. 15 0/96 

Catalina uses free-form ad for sportswear. 17 D/26 

See also MENSWEAR 
WOMENSWEAR 


SPRINGER, JACK 

McCall raps the positioners; Trout says strategy is king. 5 F/3 

SQUIBB CORP. 

Squibb still seeks baby food buyer. 75 Ja/70 

Baker Labs buys Beech-Nut foods. 12 Mr/16 

Sales, earnings up 13% at Squibb. 26 Mr/8& 

SROGE, MAXWELL 

Mail offers big business, Sroge, says. (Sroge gives his estimate of 
the largest mail order products by volume). 29 Ja/32 

STADIUMS 

Rich promotes stadium. 29 Ja/12 

STAHLKA, FALLER & KLENK 

Renamed Stahika, Faller Inc. 19 Mr/37 

STALEY, A.E., MFG. CO. 

Static Magic expanded. 19 Mr/80 

Two soy suppliers test own burger extenders. V. Adams. 5 N/7 

STAMPEDE MARKETING CO. 

Stampede established. 9 Ap/21 

STANDARD BRANDS INC. 

Margarine case reveals FTC shift in minority scientific opinion 
view. 8 Ja/1 

Egg Beaters moves. 26 Mr/12 

Margarine makers have their eyes on Promise. N. Giges. 9 Ap/3 

Standard Brands pushes nuirition. 9 J//42 

STANDARD METROPOLITAN STATISTICAL AREAS 

Maxi and mini versions of SMSAs are being reviewed by OMB 
staff. J. Revett. 17 Je/3 

Top 50 SMSAs. 23 J//58 

New SMSA data reveal shifts in test markets. J. Revett. 8 0/2 

STANDARD OIL OF CALIFORNIA 

Judge rejects case against Chevron F-310 pollution ads. S. Cohen. 
14 My/1 

F-310 also wins in NAD review. 14 My/97 

BBDO cops plea in F-310 ad case. 22 0/3 

STAR ENTERPRISES 

‘Relax’ is launched as injunction attempt fails. 8 Ja/20 

‘Relax’ wins court suit. 9 Ap/81 

‘Rx Sports & Travel’ drops ‘Relax’ suit. 27 Ag/184 

STAR-KIST FOODS 

Westgate doubles ad budget in tuna market expansion. 19 Mr/46 

STARCH, DANIEL, & STAFF 

New Starch study shows blacks have fewer misgivings about 
advertising. 16 Ap/30 

Which ad attracted more readers? (Starch readership scores of 4 
Uniroyal tire ads). 18 Je/82 

Which ad attracted more readers? (Starch readership scores of 2 
GE ads). 16 J//50 

Which ad attracted more readers? J. Rock. (Starch readership 
scores of two Kool cigaret ads). 3 S/28 

Which ad attracted more readers? J. Rock. (Readership studies of 
2 Canada Dry Ginger Ale ads). 715 0/58 

Starch sets biennial elite reader study. 10 D/74 

STARR, WALTER (author) 

Is tv delivering more for less? Not so—and here’s why. 24 D/16 

STARR BROADCASTING GROUP 

Starr to buy WBLG-TV. 14 My/25 

STATE ADVERTISING 

States, cities spend $80,000,000 for their advertising. 27 /’/171 

STATE FARM INSURANCE CORP. 

State Farm road obstruction spot gets big response. 26 F/133 

STATE REGULATIONS 

Okla. utility appeals state ban on ads. 15 Ja/30 

Mass. readies new regulations on insurance ads. 70 S/60 

Oregon dentists seek to extract restrictive ad law. 22 0/113 

Nader unit defends right to advertise. 37 D/22 

STEAK & BREW 

New concepts work for Steak & Brew. J. O'Connor. 9 Ap/46 

STEALING ADVERTISING 

See PIRACY 

STEF & ASSOCIATES 

Toth sets company. 18 Je/96 

STEIN, HERBERT (author) 

Advertising is worth advertising. 27 N/4 

STEIRMAN, HY 

‘Viva’ bows; ‘Single’ hanging in. 24 S/53 

STERLING DRUG CO. 

With the hex on pHisoHex, Sterling revives pHisoderm. 5 F/72 

FTC issues plaint against three ir analgesic ad case. 19 Mr/2 
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Airwick tests disinfectant, ads aimed directly at Lysol. 4 Je/97 

P&G is rolling out with Sure; budget could hit $15 million. N. 
Giges. (‘Dry’ deodorant ad trend traced). 18 Je/1 

Expect settlement soon in FTC’s Lysol ad case. 37 D/2 

STERLING MANHATTAN 

Pro sports may be part of fare for N.Y. pay tv. J. Forkan. 23 J//18 

STERLING MEDIA CORP. 

Sterling Media bows. 29 Ja/80 

STERN, EDWARD M. 

Lasker blasts FC&B bonus; Stern replies. (Avco claims it, not 
Group W, was the first telecaster to qualify for FC&B’s 10% 
waiver offered to stations). 20 Ag/2 


STERN, S. RICHARD, ASSOCIATES 

Stern adds service. 5 N/32 

STERN CONCERN 

Public interest groups set variety of ad drives. 23 Ap/132 
Renamed Public Communications Inc. 23 Ap/132 

STEVENS, J.P., & CO. 

Man-in-bed ads score well with women, Stevens says. 26 F/136 
STEVENSON, ADLAI (Sen.) 

Senator gets time for reply to gas company radio spots. 10 D/74 


STOCKS 

Advertisers’ stocks outpace the market fourth straight year. 
R. Herzbrun. (Includes the AA National Advertisers’ 
Common Stock Index). 5 F/1 

G&W seeks more A&P stock. 5 F/8 

A&P fights G&W offer; tries to pull its tv spots. 72 F/8 

Agencies that go after A&P find door open. (Also, G&W’s attempt 
to become a major A&P stockholder staved off by courts). 
26 F/134 

‘Boston Globe’ to make public offer. 6 Ag/54 

Advertisers’ stocks, most others, sluggish in first half of ‘73. 
R. Herzbrun. 13 Ag/1 

Journal Co. buys own stock for employes. 7 0/6 

KND Corp. goes public. 8 0/24 

Advertising boom begins to slow. R. Coen. 15 0/48 

Blair seek more WHDH Corp. stock. 29 0/78 

Advertisers’ stocks rose in third quarter, but market rose more. 
R. Herzbrun. 79 N/1 

STOKELY-VAN CAMP INC. 

Stokely sees big growth for Sparkling Gatorade. L. Edwards. 
2 Ji/12 

Stokely back on net tv for toy tie-in campaign. 15 0/24 

STOLZBERG, JOHN, MARKET RESEARCH 

Stolzberg launches. 16 Ap/90 

STONE, BOB (author) 

Industrial marketer strikes it rich using direct mail. (Hewlett- 
Packard's mini-calculator campaign cited). 12 F/41 

Six big problem areas in which direct marketers can go wrong. 
2 Ap/38 

50 million Frenchmen can’t be wrong—about direct marketing. 
7 My/57. 

Classic sales letters never seem to die—or fade away. 4 Je/76 

Should mass marketers go into direct marketing? Here are ways 
to decide. 16 J//48 

Direct marketers and trade books can benefit from pre-prints, too. 
13 Ag/45 

New breed of direct marketers want breakthrough—not trivia. 
24 S/69 

Where to start, how to test, in direct response magazine ads. 
22 0/116 

How the newspaper medium is working for direct response 
advertisers. 12 N/67 

How ts get things done in ‘74—or, ‘eat the crust first.’ 77 D/100 

STORER BROADCASTING CO. 

KCST sold to Storer. 2 Ap/46 

On Ballance, it's too soon to tell if show's new format will go 
over. H. Bernstein. 9 Ap/2 

Storer buys KCST-TV. 77 Je/24 

Storer profits rise. 27 Ag/165 

STOREVISION 

Supers have a mobile medium in Storevision. 23 Ap/22 

STOUFFER FOOD SERVICE GROUP 

Stouffer aims new soups at adult gourmet. 5 F/72 

Nestle buy of Stouffer may affect Libby. 26 Mr/96 


STRATMAR SYSTEMS 

Stratmar appoints. 9 Ap/32 

STRIKES 

N.Y. dailies gird for strike. 26 F/8 

Farah says strike is not hurting promotions much. 12 Mr/38 

N.Y. dailies seen avoiding a shutdown. 9 Ap/8& 

Writer, strike hits agencies, nets & P&G. 16 Ap/8& 

Strike won't hurt sales, CBS’ Taylor. (Report on CBS stockholders’ 
meeting). 23 Ap/6 

Goodyear says no plans for ad cutback if unions strike. 23 Ap/145 

Fall tv show outlook grim as strike by writers drags. 4 Je/? 

Charges CBS will profit from writers’ strike. M. Christopher. 
11 Je/1 

CBS-TV exec denies strike aids profits. 18 Je/8 

Nets hustle new season; writer raps approve pact. 25 Je/? 

Continental steers clear of Greyhound, Amtrak ad hassle. J. 
O'Connor. 25 Je/2 

Several tv specials will air early due to strike. 9 J//2 

Newsprint grows short as strike hits big mill. (Reactions of news- 
paper publishers given as the largest newsprint producer's 
employees go on strike). 13 Ag/2 Correction: 27 Ag/172 

Strike halts St. Louis dailies. 27 Ag/8 

Rail strike worsens paper shortage; smaller U.S. papers hurt the 
most. S. Feldman. (Small & larger newspaper reps tell how the 
shortage of newsprint supplies is affecting advertising & 
editorial content). 3 S/2 

Writer strike, fiscal woe test newest tv season. 24 S/7 

St. Louis strike drags; advertisers shift funds. 24 S/8 

‘N.Y. News’ strike ends; talks continue. 12 N/8& 

Writer strike a big factor in ‘peculiar’ new tv season. 26 N/22 

Newspaper strike settled in Cincinnati. 3 D/6 

See also EMPLOYMENT 

STUDENTS IN ADVERTISING 

Drake ad-pr students try Air Force ads. 26 F/144 

Red Cross gets ‘thank you’ ads. 9 Ap/81 

ADS group merges with AAF. 27 My/98 

Harnessing young talent. Editorial. (Merger of ADS into AAF 
praised; Ad Council could act as repository for AD || campaigns). 
28 My/14 

Black interns get taste of ad agency life; many desire longer 
program. C. Colman. 3 S/34 

To get into agencies, climb into Trojan horse: Fields. (Report on 
AWNY's career conference). 12 N/84 

See also EDUCATION 
SCHOOLS & COLLEGES 

SUBLIMINAL ADVERTISING 

‘Subliminal’ ad flap raised. 24 D/217 

Consumers can't be forced to buy through ads: Dunn. 3 S/6 

SUBURBAN GROUP 

St. Louis strike drags; advertisers shift funds. 24 S/8 

SUBURBAN MARKETING CENTER 

Suburban Marketing Center, Southfield, Mich., formed. 6 Ag/4 

SUBURBAN PRESS 

Get it together, then tell us about it, USSPI advised. N. Howard. 
(Suburban press has the potential to become the biggest new 
national medium since network tv, agency reps tell publishers). 
9 JI/30 

SUDLER & HENNESSEY INC. 

Y&R enters medical field; will acquire Sudier shop. 72 F/1 

Baxter picks Sudler. 22 0/156 

SUGAR 

Cereal makers say nutrition hearings rigged: won't appear. 
S. Cohen. 5 Mr/1 

Cereal people field sugar content issue in Senate nutrition hearings. 
19 Mr/1 

Amstar okays corrective ads on sugar. 18 Je/8 

Godchaux testing new sugar package. 25 Je/16 

Gen’! Mills new cereal hit for high sugar, fat. 713 Ag/8 

SUGAR ASSN. 

Sugar Assn. stops its ads; sources differ on reason why. 
N. Giges. 27 My/42 

SUGARLO CO. 

SugarLo shakes bow. 26 Mr/10 

SUN OIL CO. 

FTC appoints Rosch head of key bureau. (Also, FTC begins its 
case against Sun Oil for alleged false uniqueness claims). 
10 S/8 
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SUNBEAM CORP. 

Sunbeam reviews shaver ad account. 26 Mr/8 

FTC to release Schick Flexamatic test data. 9 Ap/? 

With 1st quarter up, Sunbeam picks two for ‘74 success. 9 J//40 

SUNGLASSES 

Foster Grant aims at youth market with three new ads. 7 Ja/8 

Foster Grant will refer to rival Polaroid in new tv ad. 27 Ag/4 

SUNLINE INC. 

Sunline will market Quaker's candy. 7 Ja/2 

‘SUNSET’ 

More magazines read by more people: Lane. (‘Sunset’ celebrates 
75th anniversary). 18 Je/69 

SUNTAN LOTIONS 

See TANNING PRODUCTS 

SUPERMARKET ADVERTISING SERVICES 

Supermarket shop bows. 17 S/56 

SUPERMARKET COMMUNICATION SYSTEMS 

Supermarket info center company adds new wrinkles. 15 0/68 

SUPERMARKETS 

FTC look at supermart price claims hauls dailies into counter ad 
fray. J. Revett. 15 Ja/6 

H&BA section deserves ad support: BofA. 15 Ja/63 

National Tea radial store serves customers, operators. (New radial 
supermarket has aisles fanning out like the spokes of a wheel), 
26 F/139 

Supermarket exec raps FTC price check plan. 5 Mr/2 

Comparison shop? Grand Union sets European tours. 26 Mr/107 

It's in the supers lap now. Editorial. (Call on food chains to do more 
than warn against pitfalls in consumer & government aids to 
shopping to beat prices). 9 Ap/12 

Merchandising allowances being wasted, Mueller says. 16 Ap/12 

Supers have a mobile medium in StoreVision. 23 Ap/22 

Food retailers refine ad approach; use more tv, institutional themes. 
N. Giges. 7 My/3 

Stress on allowance money hurting ad budgets. L. Doherty. 
7 My/3 

Consumer, retail loyalty to brands diminishing, chain exec tells 
SMI. L, Doherty & M. Block. 14 My/3 

Predict local tv ad level will top $1 billion mark. 14 My/24 

Food men look hard at promotional dollars. 27 My/64 

Tomorrow's retail checkout counter—you just may not recognize 
it. R. Dickens. 2 J//36 

New National moves are turnaround attempt. 30 J//48 

Don't lose your product in the ‘take back’ cart. H. Mattoon. 
(A researcher uses the ‘take back’ cart as a hint as to what is, 
and isn't selling the shopper and keeping her sold in today’s 
consumer pinch). 6 Ag/33 

Pathmark’s fast close keeps hot line current. 10 S/68 

Food Fair ads hit ‘games.’ 8 0/32 

Supermarket info center company adds new wrinkles. 75 0/68 

Caught by meat price dip, Foodland ads point up cut. 15 0/68 

Chatham pushes image, not ice in meat campaign. 22 0/128 

Kroger region quits stamps; adopting discount pricing. 5 N/58 

Canadian board hits supermarket sales practices. 70 D/43 

Armour uses co-op tv with food chain. 10 D/74 

SUPERMARKETS GENERAL 

Pathmark ads to include puppet. 26 F/135 


Food retailers refine ad approach; use more tv, institutional themes. 


N. Giges. 7 My/3 

Pathmark sets food ‘hot line.’ 6 Ag/58 

Pathmark’s fast close keeps hot line current. 70 S/68 

SUPERSCOPE 

Superscope sets October ad effort for new tape line. 3 S/43 

SURVEY RESEARCH CENTER 

Pessimism rife among consumers, study shows. 22 0/8 

SWANK INC. 

Swank boosts schedule. 29 0/76 

SWEARINGEN, JOHN E. 

Man who should know says ads share blame for energy shortage. 
S. Cohen. (John Swearingen of Standard Oil of Ind. blames 
govt., environmentalists, the economy and the marketing 
system for the energy shortage). 30 J//4 

Wake up, appliance makers! Editorial. (Appliance industry urged to 
provide and promote efficient appliances in these years of the 
energy crisis). 6 Ag/16 

SWEDEN 

Sweden's ad war on VD is paying off. R. Choate. 29 0/67 


SWEEPSTAKES 

Blair sees no revival of sweeps ads. (Blair wins its case with the 
FTC on pre-selected sweepstakes). 26 F/136 

SWIFT & CO. 

Swift's sausage line expands distribution. 19 F/8 

McCann will try again for Peter Pan. V. Adams. 23 Ap/4 

Swift sued by Armour on Butterballs. 23 Ap/135 

Three test breakfast meats. 14 My/43 

Swift & Co. sets two-per-year new product pace. V. Adams. 
11 Je/3 

Hot dog ads tell ingredient story as industry fights sales slowdown. 
L. Edwards. 6 Ag/2 

SWIFT AGRICULTURAL CHEMICALS 

Lawn care people use print, radio: all are optimistic for ‘73 sales 
rise. V. Adams. 2 Ap/3 

SWIFT CANADIAN CO. 

Self-basting gobbler battle brewing in Canadian market. (Miracle 
Baste vs. Butterball). 78 Je/34 

SWIFT CHEMICAL CO. 

Swift exec tells how ads help to develop products. 19 Mr/64 

SWIFT EDIBLE OIL CO. 

Swift unit names King; price freeze may curtail ads. 2 J//53 

SWISS CHALET 

General Mills testing Salad Puffs croutons. L. Edwards. (Includes a 
look at new crouton products being introduced after the success 
of Swiss Chalet’s Salad Crispins). 17 S/2 

SWITZERLAND 

Wirz and Vision set working agreement. 1 0/54 

SYMS INC. 

Syms sets house shop. 8 0/57 

SYNAPSE COMMUNICATION SERVICES 

Synapse unit readies doctor group project. 5 F/16 

SYNDICAST SERVICES INC. 

Renamed CPM Programs. 26 F/139 

SYNERCOM COMMUNICATIONS 

Michigan weeklies sign merger pact. 12 N/6 

SYNOPTIC SYSTEMS CORP. 

Ripley tries on ‘fashion mirror.’ 15 Ja/56 


TBWA 

TBWA sets London office. 30 J//38 

TDI 

See TRANSPORTATION DISPLAYS INC. 

‘TV GUIDE’ 

‘TV Guide’ says it isn’t advancing ad closing dates. 3 S/42 

TVN INC. 

Pauley, Gilbert, broadcast vets, form TVN Inc. 29 Ja/12 

TVS INC. 

Corinthian’s TVS adds basketball in Big 10, Pacific 8. 22 0/155 

TACTICAL ADVERTISING GROUP 

NH&S unit sets office. 2 Ap/46 

TAFT BROADCASTING 

FCC fines WDAF, warns others on disguised spots. 5 Mr/8 

TANNENBAUM, STANLEY I. 

Tannenbaum urges pro-ad campaign. 29 0/64 

TANNING PRODUCTS 

Beach Paint due. 16 Ap/10 

Bronzers pep up summer's sluggish cosmetics sales. L. Baltera. 
(Roundup of the bronzers market). 27 My/20 

TAPPAN CO. 

Tappan budgets $2,000,000 for air conditioning drive. 26 F/6 

TARGET GROUP INDEX 

Whatever became of...? An update on some of 72's research 
projects. J. Honomichl. 26 F/154 

Simmons reader data upset specialized books. J. Forkan. 16 Ap/3 

Comparison of reports on magazine audience 1973 studies of 
adult audiences of 17 leading consumer magazines. 9 J//32 

Simmons rival could enjoy boomlet until No. 1 recovers. J. Forkan. 
27 Ag/3 

Needed: Better magazine audience data. F. McDonald. 37 D/19 

TASSAWAY INC. 

Tassaway failed to capture mass market: is now in debt. 20 Ag/55 

TATHAM, ARTHUR 

McCaffrey retiring in June; Tatham ending long career. 15 Ja/67 

TATHAM-LAIRD & KUDNER INC. 

Monteil leaves Beebe for TL&K. 22 Ja/4 

Sara Lee adds B&B; cites conflict with TL&K accounts. 25 Je/4 
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TATTOOS 

Skin-Sees tattoo is the new art form among cosmetics. L. Baltera. 
26 F/161 

TAXES 

Cigaret runners may cause N.Y. little cigar tax. 26 F/140 

Michigan's sales tax law moves in on small agencies. 6 Ag/28 

IPSA prop'ty auctioned to pay tax debts. 15 0/98 

TAXICABS 

Ford effort uses taxicabs to push Motorcraft parts. 23 J//26 

Company to offer ads on N.Y. cabs. 23 J//75 

TAYLOR, ARTHUR 

Taylor of CBS sets ‘careful’ path toward further diversification. 
M. Christopher. 26 F/134 

TAYLOR, WILLIAM B. (author) 

The ed happy career of a creative director in the Nixon campaign. 
5 F/4 

TECHNICAL PUBLISHING CO. 

Technical Publishing first-half sales rise. 23 J//6 

Technical earnings up. 22 0/154 

TECHNOLOGY 

Copywriting art overwhelmed by technology: Callo. 29 Ja/70 

Business press’ future rests in use of technology. 8 0/66 

TELCOM ASSOCIATES 

TelCom consults. 26 Mr/91 

TELDEC 

Video cassette makers see ‘tough’ consumer market. 8 0/3 

TELECOMMUNICATIONS INC. 

FC&B out of cable tv; TC! buys five franchises. 9 Ap/14 

TELEGRAMS 

Ersatz messages boost Mailgrams. 9 J//42 

TELEPHONES & TELEGRAPH 

Phone-mate eyes home use in its first tv ad campaign. 26 F/135 

Dick & Dan push ‘Dial 1.’ (Bell System spots use Rowan & Martin). 
25 Je/31 

Bill Russell tosses ‘em in again in rematch with AT&T long lines. 
J. O'Connor. 23 J//2 

MCI seeking counter ads from FCC to fight AT&T. 19 N/2 

Telephone marketing lures Ford, Cousins. 27 N/114 

TELEPROMPTER CORP. 

TelePrompTer income, revenues rise in ‘72. 16 Ap/10 

See also FILMATION ASSOCIATES. 

TELETRONICS INTERNATIONAL 

Video City opens. 17 D/4 

TELEVISION 

TV is part of free press, too. Editorial. (To ask networks to balance 
tv documentaries under the Fairness Doctrine policy is impractical 
and could lead to weak and ineffective documentaries). 4 Je/14 

Middleman buyer weighs prospects of new season. S. Moger. 
24 S/24 

TV entering its ‘most tumultuous’ season on record. R.E. Buchanan. 
24 S/27 

Public tv needs ads, research, Morrisett says. 712 N/16 

Television changes ad world. 27 N/92 

TELEVISION ADVERTISING 

Broadcasters feeling pinch as gasoline ads trimmed. 18 Je/1 

Public’s view of tv ads: Necessary, but annoying. (Roper’s report 
on the public reaction to mass media). 25 Je/10 

Wants longer ads on tv, and fewer of ‘em. 9 J//39 

Words—a big thing in tv, but graphics are still a power. 
H. McMahan. 23 J//54 

Cut the other clutter culprits—promos, credits, public service ads. 
H. McMahan. 20 Ag/38 

TV ad revenue increased 14% in ‘72; volume hits $3.63 billion, 
says FCC. 27 Ag/3 

Group asks stop to use of usual station break term. (The term 
‘station identification’ is deceptive says the NCCB, and asks the 
FCC to halt its use). 27 Ag/8 

Tennis, racing specials spark tv advertisers. J. Forkan. (King-Riggs 
& Secretariat spark strong ad interest). 70 S/8 

Media people need to keep up with public’s changing tastes. 
H. Maneloveg. 10 S/48 

ANA — FCC counsel hit cig ban; execs beef about tv. J. Forkan. 
8 0/2 

Need more paid ads if Europe tv to improve. 29 0/56 

Kaiser buys time on competition to promote fall program fare. 
12 N/26 

TELEVISION—BARTER 

Pan Am barters for tv special in Hispanic markets. 29 J/a/64 


Barter series are strong, but not in prime time slots. J. Forkan. 
9 Ji/3 

TELEVISION—BLACKOUTS 

NFL girds for fight against blackout lift. 30 J//1 

Macdonald seeks early blackout lift. 6 Ag/8 

The blacking-out of America. Editorial. (AA urges an end to tv 
blackouts, suggesting that the NFL build good teams to assure 
8.1.0. games). 6 Ag/16 

Grid blackout ban gives bonus to sponsors; nets hold prices. 17 S/1 

Competing for fans. Editorials. (Home viewers do not get something 
for nothing in the lifting of the tv blackout ban, football owners 
should work harder to hold the crowd and forget the sour 
grapes attitude). 24 S/12 

Nets shift ads to reach home game grid fans. J. Forkan. 1 0/3 

TELEVISION BUREAU OF ADVERTISING 

Predict local tv ad level will top $1 billion mark. 14 My/24 

Know how to shake loose any bucks for spot tv? Tell it to Pete 
Cash. M. Christopher. 19 N/6 

TvB studies goals; Cash wins internal fight. 3 D/4 

Print men optimistic, broadcast reps concerned. (How media 
view the coming year). 17 D/12 


TELEVISION—CABLE 
See CABLE TELEVISION 


TELEVISION, CHILDREN’S 
See CHILDREN—RADIO & TV 


TELEVISION CODE 

‘Disappointed’ Alberto ponders new code rules. 29 Ja/41 

Guarded reaction by drug ad critics to new o-t-c rules from code 
board. 26 F/1 

Helffrich, Lansner discuss new guidelines for medical ads on tv. 
M. Christopher. 5 Mr/4 

Drug group ad rules set; parallel NAB o-t-c code. 5 Mr/8 

Code board to get guides on tv ads for children. M. Christopher. 
(Also, more latitude in feminine product ads to be requested). 
4 Je/8 

NAB revamps children’s ad code, sets meeting on integrated spots. 
(Report on headline items at a tv code board meeting). 17 Je/2 

Large cities no paragon of virtue when it comes to preventing 
clutter. M. Christopher. (BAR report on station compliance to the 
industry's rules for percentage of advertising content and 
multiple spotting). 25 Je/2 

Code men bend on 30s. M. Christopher. 2 J//8 

Non-integrated 30s still a no-no, code board says. M. Christopher. 
23 Ji/8 

Ortho Contraceptives on tv in Puerto Rico. 13 Ag/61 

Blasts Anacin, old Spic & Span ads. 19 N/3 

See also NATIONAL ASSN. OF BROADCASTERS 

TELEVISION COMMERCIAL CLIPPING 

Professor tells of harrassment in his probe of tv clipping. J. Revett. 
20 Ag/1 

TV COMMERCIAL MONITORING 

Monitoring commercial performance—it's time to take it seriously. 
A. Bellaire. 10 D/50 

TV COMMERCIAL PRODUCTION 

Pretest commercial: Smart buy even if it doesn’t win awards. 
A. Bellaire. 1 Ja/21 

Realistic photography is best for almost any commercial. T.V. Byor. 
29 Ja/47 

Successful commercials begin with strong sales messages. 
H. McMahan. 12 Mr/56 

Production can run smoother—if the client plays his role right. 
A. Bellaire. 2 Ap/36 

How to evaluate your commercial to help make sure it works. 
H. McMahan. 30 Ap/58 

Stuck on a certain director? Woods are full of good ones. A. Bellaire. 
7 My/58 

Wylde Films plans greater use of 20th studios, props. 14 My/30 

Shooting on location? Don't let Mother Nature fool you. A. 
Bellaire. (Important points to remember in estimating a location 
shoot). 28 My/36 

When is a commercial a pre-test or demo? Only when it moves 
and makes noise. T.V. Byor. 18 Je/76 

Beware of production ‘time bomb’—player talent cost. 25 Je/36 

Estimates play a big ro's in commercial cost and success. 6 Ag/39 

Best way to balance a budget: Know what's behind the bid. 
A. Bellaire. 17 S/44 
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‘Bloodless’ commercials hurt today’s tv. T. Isidore. (As 60-second 
forms are abandoned, commercial writers must develop new 
approaches to getting an idea into 30 seconds). 24 S/24 

Producer group formed. 24 S/54 

How network tape distribution of commercials can be economic. 
A. Bellaire. 29 0/49 

It's not just what you say or how—vary the where in commercials. 
T.V. Byor. 26 N/36 

Words—the better you put ‘em together, the prettier your pictures 
will be. T.V. Byor. 717 D/102 

TV COMMERCIAL PRODUCTION HOUSES 

TV production shops rebound after lean years; most 
expect good ‘73. J. Forkan. 7 Ja/3 

It's summer and fall boom for tv production houses. 

J. Forkan. 24 S/23 
Production houses face up to possibility of shortages. 17 D/34 


TELEVISION COMMERCIALS 

If :15-:15 spot is good for business, would a :10-:10-:10 be even 
better? H. McMahan. 22 Ja/40 

Talent provides hints on better commercials. 5 F/33 

McMahan picks the 100 best tv commercials of the year. 
H. McMahan. 719 F/33 

Successful commercials begin with strong sales messages. 
H. McMahan. 12 Mr/56 

P&G in major spot tv shift—to reach more working women. 
M. Christopher. 26 Mr/1 

Unfair is fair in strange new world, CBS show proves. Editorial. 
(CBS News’ documentary on advertising and tv commercials 
was unfair and slanted). 30 Ap/2 

How to evaluate your commercial to help make sure it works. 
H. McMahan. 30 Ap/58 

Young critic offers cheers, boos for one evening of tv ad viewing. 
M. Christopher. 14 My/20 

My 12 years of making tv commercials behind the Iron Curtain. 
P. Fierlinger. 27 My/55 

How momentum and continuum affect your tv commercials. 
H. McMahan. 27 My/56 

Package is where it's at—don't forget it in tv spots. T.V. Byor 
21 My/61 

Roses for Coke, Pepsi ads; lemons for tv's Mrs. Olsen. (“Milwaukee 
Journal's” ‘Insight’ Magazine readers’ poll on best and worst tv 
commercials). 27 My/95 

24 questions to help you evaluate your commercials. 17 Je/49 

Maybe 60s, 120s could help you stand out from crowd. M. 
Christopher. 18 Je/64 

Johnson finds more than 12 ad minutes an hour s.o.p. (FCC's 
Johnson makes public ‘Broadcasting in America,’ a detailed 
report on 144 tv stations; degree of commercialization, 
programing and ownership coverd). 9 J//1 

D-F-S views BAR report as lever to fight clutter. M. Christopher. 
13 Ag/3 

The tv spot: If you enjoy it, maybe you shouldn't run it. David 
Grayson. 3 D/52 

Monitoring commercial performance— it's time to take it seriously. 
A. Bellaire. 10 D/50 

How to sell a product without an ‘advantage.’ H. McMahan. 
31 D/15 


TELEVISION COMMERCIALS—MULTI-PRODUCT 

NAB votes multi-30s curbs over Alberto protest. 15 Ja/3 

NAB tackles advertiser queries on implication of new multi-30 
tuling. 29 Ja/2 

‘Disappointed’ Alberto ponders new code rules. 29 Ja/41 

New tv problems: Fresca-Tab multi-product 10s. 5 Mr/1 

Tab-Fresca split-10 in one market only: Coke. M. Christopher. 
12 Mr/1 

Retailers and multi-product rules will be big topic at NAB meeting. 
M. Christopher. 19 Mr/6 

McMahan sees multiple tv ads on rise. 719 Mr/8 

NAB revamps children’s ad code, sets meeting on integrated spots. 
(Report on headline items at a tv code board meeting). 17 Je/2 

Big spenders ask modified interpretation of multi ads. M. 
Christopher. 18 Je/109 

Code men bend on 30s. M. Christopher. 2 J//8 

a 30s still a no-no, code board says. M. Christopher. 

JI 


TELEVISION COMMERCIALS—PROGRAM-LENGTH 
Kaiser seeks test of program-length commercials. 7 O/1 


TELEVISION COMMERCIALS—30 SECOND 

30-second tv ads dominate, records show. 26 Mr/104 

Maybe 60s, 120s could help you stand out from crowd. 
M. Christopher. 18 Je/64 

‘Bloodless’ commercials hurt today's tv. T. Isidore. (As 60-second 
forms are abandoned, commercial writers must develop new 
approaches to getting an idea into 30 second). 24 S/24 

TELEVISION—CONTROVERSIAL 

Network presidents defend controversial programing. 22 0/16 

Schwartz defends controversial tv as entertainment. 5 N/67 

TELEVISION—DAYTIME 

CBS shifts daytime again in turnaround effort. M. Christopher. 
26 F/4 

P&G in major spot tv shift to reach more working women. 
M. Christopher. 26 Mr/1 

Watergate hearings get boffo daytime Nielsens. M. Christopher. 
6 Ag/2 

Designers rap fashions on daytime tv soapers. L. Baltera. 6 Ag/20 

TELEVISION INFORMATION OFFICE 

NAB ready to swap; curb sex talk, get five-year licenses. M. 
Christopher. (Highlights of the NAB convention). 2 Ap/? 

TELEVISION—LOCAL 

Predict local tv ad level will top $1 billion mark. 14 My/24 

Local tv ads up 24% for first half. (Includes top 10 local categories 
in tv, first half 1973 vs. 1972). 24 S/108 

TV—NETWORK 

Net tv total $1.8 billion for new high. 5 Mr/2 

Top 100 net tv advertisers, 1972 vs. ‘71. 5 Mr/59 

Network tv lineup for 1973-74. 16 Ap/107 

Net tv billings rise 14.6% in 1st quarter: NBC leads. 30 Ap/36 

Network tv billings, ‘73 vs. ‘72. 13 Ag/63 

TELEVISION NETWORKS 

Who if not the networks? Editorial. (Network coverage of the 
POWs’ return proved what a vital public service tv coverage can 
& does provide.) 19 F/14 

Nets insist client liable for bills; here's how agencies avoid issue. 
M. Christopher. 9 Ap/16 

Tv nets revenue up 15.5% in ‘72. 7 My/8& : 

Fall tv show outlook grim as strike by writers drags. 4 Je/7 

Networks happy about court ruling; losers see tv access door 
closing. M. Christopher. 4 Je/97 

Nets hustle new season; writer reps approve pact. 25 Je/7 

Networks’ 1973-74 prime time specials. 24 S/30 

Women at three major networks press for employment equality. 
M. Christopher. 12 N/4 

Networks hit possible ban against use of facilities. 710 D/8 

Nets may stop producing entertainment fare. 10 D/12 

TELEVISION NEWS 

See NEWS MEDIA 

TELEVISION, PAY 

See Pay TV vs. FREE TV 


TELEVISION—PRIME TIME 

FCC studies arguments on prime time access. M. Christopher. 
22 Ja/2 

CTW asks prime time rule waiver, seeks ABC deal for special show. 
J. Revett. 26 F/3 

Whitehead pushes FCC to drop access rule and cut prime time 
reruns. 26 Mr/2 

Reprieve seen for prime time rule as NBC voices doubt. J. Revett. 
6 Ag/1 

Networks’ 1973-74 prime time specials. 24 S/30 

Prime time ratings show NBC rebound. 75 0/8 

Prime time king CBS tops in tot rating, too. J. Forkan. 22 0/8 

New season prime time going fast. M. Christopher. 79 N/2 

Quiz shows lead as prime time fill. 719 N/30 

FCC mulls prime time rule change. 3 D/6 

FCC’s prime time access change may benefit network newcasts. 
10 D/4 

TELEVISION PROGRAM SERVICES 

Television Program Services launched. 20 Ag/6 

TELEVISION PROGRAMS 

AT&T drops Long Lines tv speciais. 7 Ja/3 

‘Black Omnibus’ series has three sponsors, 43 markets. 15 Ja/22 

As network bigwigs plan fall fare, agency men try to predict outcome. 
M. Christopher. (New, moved and doomed programs are 
predicted by execs of FC&B and O&M). 29 Ja/10 

No ad losses over Maude, Bernie: CBS. M. Christopher. 12 F/57 
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‘ZOOM’ needs an angel. Editorial. (Funds sought for a popular 
Boston kid tv program.) 19 F/14 

‘Sophisticated sex’ a trend execs see for new tv season. 
M. Christopher. 5 Mr/2 

CBS-TV lists fall ‘73 lineup; more cop, comedy offerings. 
J. Forkan. 2 Ap/8 

Buyers begin looking at next season's tv shows; nets set 19 new 
series. M. Christopher. 9 Ap/2 

Advertisers aplenty for ‘Baby Blue’ film shows on Toronto's CITY- 
TV. F. Slover. 9 Ap/78 

Males-only pick net tv shows, but vow they keep fem viewer in 
mind. M. Christopher. 9 Ap/89 

Public tv program devotes most of the time to critics. S. Cohen. 
9 Ap/90 

Buyers groan at high prices, format similarity of fall shows. 
M. Christopher. 16 Ap/2 

Cops, courts, comedies dominate new season. J. Forkan. 16 Ap/2 

Industry's voice weak in CBS special on ads. S. Cohen. 30 Ap/2 

Unfair is fair in strange new world, CBS show proves. Editorial. 
(CBS News’ documentary on advertising and tv commercials 
was unfair and slanted). 30 Ap/2 

Ad show's critics sound off; Secretary Dent ‘incredulous.’ J. Revett, 
M. Christopher. 7 My/2 

CBS rejects follow show on ad field. M. Christopher. 14 My/2 

AMA protests NBC health special; asks FCC for time. 14 My/57 

Little new in ‘73 warm weather tv. J. Forkan. 27 My/4 

Networks to rotate on Watergate; viewers, ad dollars were declin- 
ing. J. Forkan. 28 My/3 

Salant defends ad show, says gripes unfounded. 28 My/4 

3M VD documentary—programing that’s good for the corporate 
image. M. Christopher. 28 My/16 

Canadians get consumer info tv program. 28 My/53 

‘Soul Train’ producers and rift over ‘Soul Unlimited.’ J. Forkan. 
4 Je/72 

ABC gets mixed results scheduling new shows against summer 
repeats. M. Christopher. 2 J//49 

Several tv specials will air early due to strike. 9 J//2 

CBS, NBC will resume rotation of Watergate. 9 J//8 

Animated version of Star Trek to bow Sept. 8. 6 Ag/56 

Please don't block someone else’s tv view. Editorial. (Religious 
leaders objecting to a particular tv program are urged to shut off 
the tv rather than force the program off the air; ‘Maude’ and 
‘Bridget loves Bernie’ cited). 20 Ag/12 

Groups attack AHP, others for pulling ‘Maude’ ads. M. Christopher. 
20 Ag/55 

Nets escalate the battle for viewers; insomnia set becomes latest 
target. M. Christopher. (Also, promotional buildup is underway 
for the CBS early morning Quinn-Rudd news show). 27 Ag/10 

Middleman buyer weighs prospects of new season. S. Moger. 
24 S/24 

Women come on strong in newest video shows. H. Bernstein. 
24 S/27 

Made-for-tv movie is big future drama. (New NBC president speaks 
at the Hollywood Radio & Tv Society). 24 S/29 

Networks’ 1973-74 prime time specials. 24 S/30 

Heldover demographic leaders on 1973-74 network tv schedule. 
24 S/32 

‘Wee hour’ tv getting new program entries. J. Forkan. 24 S/47 

Network tv lineup for 1973-74. 1 0/56 

KTTV signs agreement to ban violent children’s programs. 8 0/2 

Admen eye new season's ratings losers. M. Christopher. 8 0/8 

‘Bob & Carol’ gets axe from ABC, other cuts at least two weeks 
away. 29 0/3 

Quiz shows lead as prime time fill. 719 N/30 

Axe finally falls at ABC-TV as six shows are canceled, three 
shifted. M. Christopher. 26 N/? 

Writer strike a big factor in ‘peculiar’ new tv season. 26 N/22 


TELEVISION PROGRAMS—PREEMPTING 

What you buy may not be what you get. H. Maneloveg. (Program 
preempting is rapidly becoming a serious problem for media 
men). 23 J//51 


TELEVISION PROGRAMS—RERUNS 

Whitehead pushes FCC to drop access rule and cut prime time 
reruns. 26 Mr/2 

ABC gets mixed results scheduling new shows against summer 

repeats. M. Christopher. 2 J//49 


TELEVISION RATINGS 

Comedy shows high in Neilsen demographics. M. Christopher. 
15 Ja/2 

Paar ratings mixed; hefty sponsor list. 15 J/a/8 

Ratings weather today; Cloudy, overcast in many large cities. 
H. Maneloveg. (How sweep months affect programing & 
ratings). 12 Mr/58 

Ratings held dictating tv news formats. 2 Ap/6 

Flood of Nielsen overnights shows veterans out in front. 
M. Christopher. 17 S/2 

Billie & Bobby beat ‘Bonnie & Clyde.’ 24 S/1 

CBS entries dominate 1st tv ratings; Dems bomb. M Christopher. 
24 S/1 

CBS — ratings lead; Watergate rotation out. M. Christopher. 
1 

Admen eye new season's ratings losers. M. Christopher. 8 0/8 

Prime time ratings show NBC rebound. 75 0/8 

Tennis boosts ABC in first demographic ratings. M. Christopher. 
22 O/1 

Youth counter ratings trend in tv demos. M. Christopher. 5 N/8 

CBS drops three tv shows; 4 newcomers get NBC axe. 
M. Christopher. 712 N/2 

Axe finally falls at ABC-TV as six shows are canceled, three 
shifted. M. Christopher. 26 N/1 

ARB ratings list few new shows at top. 26 N/2 


TELEVISION RATINGS—MINORITY GROUPS 
Spanish-language net still battling ratings. 26 F/140 


TELEVISION SETS 

Zenith asks Moss refute Sony ad featuring study from Georgetown 
group. 26 F/2 

Senate asks Sony change ‘baloney’ ad. 5 Mr/8 

NH&S study says ‘80's ‘new’ thing will be b&w tv. (Report on 
‘The Growth of Television in the U.S.—1960 to 1980’). 
5 Mr/58 

New RCA tv sets offer improved CATV capability. 27 My/96 

Television changes ad world. 27 N/92 


TELEVISION—SPOT 

Spot tv ‘72 outlays rose— at least it looks that way. 23 Ap/137 

Top 100 in spot tv—1972. 23 Ap/137 

Know how to shake loose any bucks for spot tv? Tell it to Pete 
Cash? M. Christopher. 719 N/6 


TELEVISION STATION ADVERTISING 
Kaiser buys time on competition to promote fall program fare. 
12 N/26 


TELEVISION STATIONS 
WFBM-FM., Indianapolis, changes its call letters to WFBQ. 
29 Ja/70 

Senate unit argues with Whitehead views. 26 F/8 

Counter ads may wither in wake of High Court ruling. J. Revett. 
(Broadcasters can reject paid ‘editorial’ ads, Supreme Court 
rules). 4 Je/? 

Large cities no paragon of virtue when it comes to preventing 
clutter. M. Christopher. (BAR report on station compliance to the 
industry's rules for percentage of advertising content and 
multiple spotting). 25 Je/2 

Johnson finds more than 12 ad minutes an hour s.o.p. (FCC's 
Nicholaus Johnson makes public ‘Broadcasting in America,’ a 
detailed report on 144 tv stations; degree of commercialization, 
programing and ownership covered). 9 J//1 

FCC examining combination rates and joint selling. 30 J//54 

D-F-S views BAR report as lever to fight clutter. M. Christopher. 
13 Ag/3 

Professor tells of harrassment in his probe of tv clipping. J. Revett. 
(Hendon tells AMA of how the FCC, local tv stations, and his 
employer reacted to his campaign against clipping and double 
billing). 20 Ag/? 

Lasker blasts FC&B bonus; Stern replies. (Avco claims it, not Group 
W. was the first telecaster to qualify for FC&B’s 10% waiver 
offered to stations). 20 Ag/2 

Kaiser seeks test of program-length commercials. 7 O/7 

Metromedia rep pullback is laid to money squeeze, new ways of 
buying. M. Christopher. 7 0/4 

KTTV signs agreement to ban violent children’s programs. 

8 0/2 
KND Corp. goes public. 8 0/24 
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Mother knows best, but... Editorial. (Metromedia’s agreement to 
drop certain ‘excessively violent’ cartoons on KTTV in LA sets a 
bad precedent but emphasizes telecasters’ responsibility to keep 
morbid, violent sequences off the air). 15 0/12 

Stations make progress in hiring ethnic males; are remiss on 
women. 29 0/22 

Worldvision exec calls meeting to protest ‘coercion.’ 29 0/76 

Study: Public tv ads could replace grants. § N/22 

D&B exec sees slower growth for Corinthian in ‘73. 12 N/32 

Seattle tv station cuts broadcasts at midnight. 3 D/80 

FCC votes for RKO station; Johnson out. 70 D/8 

FCC approves WHDH Corp. sale to Blair rep firm. 10 D/26 

WSNL-TV on the air. 10 D/35 

Fairness doctrine raised over utility ads for rate hikes. 17 D/123 

TELEVISION STATIONS—LICENSE RENEWAL 

See LICENSE RENEWAL 

TELEVISION—TIME BUYING 

Potential sponsors calm as NBC hits ABC ‘swipe’ of Olympic 
coverage. J. Forkan. 7 Ja/? 

Super Bowl is a sellout; 28 sign up. 7 Ja/8 

S&L, Eastern, Borden big inaugural buyers. J. Forkan. 8 Ja/57 

Paar ratings mixed; hefty sponsor list. 15 Ja/8 

ABC, CBS battle over NBA rights may up ad costs. 19 Mr/34 

Buyers begin looking at next season's tv shows; nets set 19 
new series. M. Christopher. 9 Ap/2 

A. B. Dick breaks into net tv with Western Open buy. 9 Ap/6 

Buyers groan at high prices, format similarity of fall shows. 

M. Christopher. 16 Ap/2 

Ford among early buyers. 16 Ap/103 

To buy or not to buy is big question as admen mull new fall 
tv costs. 23 Ap/? 

AHP finishes tv buys; raps price hikes. 23 Ap/140 

Two sides to high tv price story, says veteran who sold for net- 
works. M. Christopher. 30 Ap/4 

McCann study says tv sports still good buy. 30 Ap/30 

ABC buttons down the ‘76 Olympics buy. 14 My/6 

Way ahead on all sales, ABC-TV tells affiliates. M. Christopher. 
28 My/2 

TV grid sponsors sign fast, despite ratings plateau talk. J. Forkan. 
(Major football sponsors on the 3 nets listed). 30 J//3 

Where are the sponsors? Editorial. (AA urges sponsors to buy into 
tv news specials & documentaries.) 22 0/14 

New season prime time going fast. M. Christopher. 19 N/2 

BBC man avers U.S. do!lar power sends Olympics rights cost sky- 
ward. 26 N/3 

\s tv delivering more for less? Not so—and here’s why. W. Starr. 
24 D/16 

TELEVISION VIOLENCE 

KTTV signs agreement to ban violent children’s programs. 

8 O/2 and 15 0/12 

Miracle White chief vows to pull ads from violent shows. 15 0/97 

TELMAR COMMUNICATIONS CORP. 

Telmar adds Metroline. 5 Mr/15 

TEMPEES 

Disposable panties market expected to triple in ‘73. 2 Ap/28 

TEN EIGHTY CORP. 

Travelers sells WTIC. 9 Ap/46 

TENNANT, DON, CO. 

Don Tennant opens agency. 17 S/8 

TEST MARKETING 

New SMSA data reveal shifts in test markets. J. Revett. 8 0/2 

Market Facts’ success with controlled market tests attracts 
Nielsen. J. Honomichi. 8 0/3 

TEXACO INC. 

Texaco objects to logo use by counter ad group. 26 N/59 

TEXAS BROADCASTING CO. 

Johnson family station sold to Times Mirror Co. 5 N/79 

TEXAS INTERNATIONAL AIRLINES 

Ogilvy loses Texas airline for pitching Continental. 6 Ag/2 

Tracy-Locke will expand in Houston with TIA account. 7 0/54 

TEXIZE CHEMICAL CO. 

Texize guarantee spearheads push for Spray ‘n Wash. 19 Mr/40 

THAILAND 

Thailand orders foreigners’ exclusion from advertising. (New law 


orders all foreign ad agencies to hand over ownership to Thai 
citizens). 29 Ja/64 


THAIN, GERALD J. 

FTC easing up on advertising; departing staff cites gains. S. Cohen. 
22 Ja/1 

Thain gets new FTC post. 22 0/154 

THIRD WORLD series 

See WEISS, E. B. 

THOMPSON, J. WALTER, CO. 

Complaint hits Ford, JWT on guard rail ad. 72 F/2 

JWT staffers rate fellow employes; Marschalk offers greater auton- 
omy. D. Grant. 26 F/132 

JWT, FC&B list profits; other data. (Agency billings issue update). 
5 Mr/15 

JWT names two in international unit to strengthen overseas 
operations. 26 Mr/2 

Cuts in JWT staff, trust start tremors. D. Grant. 16 Ap/? 

Nielsen vs. JWT: Research more lucrative than agency business? 
J. Honomichl. 16 Ap/55 

JWT Int'l fires Young; denies shift. R. Bechtos. 16 Ap/103 

JWT says it’s very healthy; sets pr unit. D. Grant. 23 Ap/? 

Stock shift, fund setup key topics at JWT meeting. 30 Ap/2 

Wilson, Treasure get posts in JWT revamp. D. Grant. 14 My/1 

Despite profit, stock declines, JWT healthy, stockholders assured. 
D. Grant. 27 My/3 

Chapin back at JWT—for a visit. 2 J//2 

Teamsters bid to organize Thompson's Chicago office. T. Rowan. 
16 Ji/1 

JWT's Dialog readies unit for free enterprise info. 16 J//8 

JWT and the Teamsters. Editorial. (Agency personnel are more 
than just ‘per-hour’ employees; deep understanding of the crea- 
tive process and the unusual hours and committments to clients 
is necessary—Teamsters show a lack of this understanding). 
30 JI/16 

JWT names Mrs. Beers first woman senior vp. 6 Ag/4 

JWT buys in Lisbon. 20 Ag/28 

Teamsters to hold off on JWT election. 20 Ag/48 

| left giant JWT to run a small agency—all my own. P. Sand- 
haus. 17 S/41 

JWT’s London man organizes for future. R. Bechtos. 24 S/94 

JWT and Kellogg settle out of court with British girl. (Ummarried 
British woman shown as pregnant in a Kellogg ad sues the co. 
and its agency, JWT). 27 Ag/189 

FDA picks JWT, Kaufman for labeling, drug ad campaigns. 7 0/70 

Campbell-Taggart, JWT part. 8 0/70 

JWT to sell insurance interests. 15 O/2 

JWT, Interpublic nine-months’ earnings rise. 5 N/79 

Fourteen new magazines set for British audiences. 72 N/32 

Wilson named Thompson president; Schachte remains on agency 
board. 70 D/1 

JWT to add $6 million via Lord, Geller merger. 17 D/4 

JWT, Chicago forms consumer affairs unit. 17 D/127 

THOMPSON, MAYO 

FTC's newest commissioner for voluntary ad disclosure. J. Revett. 
29 O/1 

THOMSON, A.C. (author) 

Chrysler's new tv spot proves hard to make—for the birds. 

29 0/46 

THOMSON NEWSPAPERS INC. 

Thomson papers merge. 24 S/76 

THONE, CHARLES (Rep.) 

Rep. Thone rips USPS Needham ad campaign. J. Revett. 70 S/7 

3M CO. 

Will advertisers back their claims? Not very often. A. Woodside. 
(Professor shows results of a project which had students ask 
advertisers to document ad claims; 3M case cited). 12 F/40 

3M VD documentary—programing that’s good for the corporate 
image. M. Christopher. 28 My/16 

3M offers free time for community service ads. 17 Je/10 

3M Scotch brand enters sewing field. 20 Ag/? 

THURM, SAM 

Thurm: Excellent choice. Editorial. (AA lauds Sam Thurm’s full 
time appointment as senior vp in the ANA’s Washington office). 
15 0/12 

TICKETRON INC. 

Ticketron monthly adds Miami market. 23 Ap/128 

Ticketron picks head. 22 0/158 

TIE-IN CAMPAIGNS 

McDonald's kills Bay's tie-in campaigns. 4 Je/96 

Stokely back on net tv for toy tie-in campaign. 15 0/24 
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22 0/2 

Florida Citrus, Kellogg set joint promotion effort. 3 D/82 

TIME INC. 

‘Newsweek,’ ‘Time’ tell o’seas plan. 7 Ja/24 

Time merges two T-L units. 15 Ja/68 

‘Time’ pushes Zip markets in new drive. 22 Ja/8 

‘Time’ calm in ad, reader exit due to ‘Last Tango.’ 5 F/3 

‘Life’s’ Valk to head Time Inc. magazine group. 19 F/8 

‘Fortune’ editions hike. 26 F/141 

World leader in revenue, ‘Time’ observes its 50th. D. Grant. 5 Mr/3 

‘Fortune’ adds six. 2 Ap/48 

Shepley sees ‘73 hikes for ‘Time,’ ‘SI.’ 23 Ap/141 

‘Life’ readers pick ‘Money’; June base nearly doubled. 4 Je/97 

Time Inc. to test ‘People.’ 23 J//8 

Time studies ‘Life’ revival; ‘People’ may bow in March. 8 0/8 

‘Time’ finds working gals top prospects. 15 0/32 

‘SI’ sets records. 29 0/32 

‘Time’ sees record year. 5 N/10 

Time sales, income up. 12 N/82 

‘Time’ reports 15% ad boost in 50th year. 19 N/& 

‘Money’ base rises. 3 D/82 

‘Time’ insert ad features 2,653 covers. 17 D/130 

TIME-LIFE CABLE COMMUNICATIONS 

ATC acquires rest of Time cable systems. 4 Je/69 

TIME-LIFE FILMS 

Time-Life taps Paisner. 37 D/8& 

TIME PATTERN RESEARCH INSTITUTE 

Bio-Rhythms uses print ad push. 16 Ap/24 

TIMES MIRROR CO. 

Johnson family station sold to Times Mirror Co. 5 N/79 

TIRE INDUSTRY SAFETY COUNCIL 

Banish those baldies, urges Tire Council. 27 Ag/166 

TIRES 

White Owl eyes General Tire ‘sooner or later’ ad theme. 15 Ja/4 

Uniroyal ‘73 effort to begin with ‘living logo.’ 75 Ja/65 

General Tire tries switch in ‘73 ads; heavy net tv. 22 Ja/67 

FTC finds inadequate backup in early look at tire ad data. 23 Ap/3 

GM 1974 cars offer special tires; divisions plan promotional efforts. 
14 My/2 

Ads set for Shell tire sale. 14 My/517 

FTC orders ‘retractive’ ad in tire case. 17 Je/? 

Which ad attracted more readers? (Starch scores of 4 Uniroyal 
tire ads). 18 Je/82 

Tire makers dispute CAS ad charges. 76 J//2 

Banish those baldies, urges Tire Council. 27 Ag/166 

Trade ad push for DuPont Kevlar tire material ready. S. Feldman. 
27 Ag/184 

Identity efforts, radials get stress in 1974 tire ads. R. Gray. (A 
look at the planned campaigns of the major tire manufacturers). 
29 0/3 

Firestone loses appeal in tire ad claims ruling. 24 D/2. 
Correction 37 D/25 

TOBACCO 

B.C. broadcasters ask end of liquor, tobacco ad ban. 9 Ap/76 

Liquor men reply to B.C. body on ads/alcohol issue. 16 Ap/106 

Simpson cigaret safety suggestion sets stage for new industry 
battle. J. Revett. (CPSC’s Simpson says tar & nicotine standards 
may be established and brands not meeting them would be 
taken off the market; tobacco industry reacts). 27 Ag/2 

Apple tobacco rolls out. 7 0/68 

TOBACCO SUBSTITUTES 

Imperial Tobacco develops cellulose filler for cigarets. 28 My/57 

TOFFLER, ALVIN (author) 

An interview with Alvin Toffler. 27 N/198 

TOIGO, ADOLPH 

Ten who made ad news in 1972. 8 Ja/2 

TOILETRIES 

Denney reenters men’s grooming field via ‘L’ line. 8 0/32 

Mem to introduce American Leather. 8 0/57 

FTC seeking more ad data on toiletries. 12 N/57 

Men's fragrance makers seek image change. L. Baltera. 72 N/67 

Dial bids to buy Burley, Man-Power. 17 D/130 

See also 

FRAGRANCES 

SKIN CARE PRODUCTS 


TORBET, ALAN, ASSOCIATES 

More spot radio users run longer schedules. (Torbet analysis). 
14 My/41 

TOWERS, I.M., & CO. 

Towers affiliates with Paris company. 26 F/134 

TOYNBEE, ARNOLD (author) 

Toynbee speaks to AA about advertising. 27 N/194 

TOYOTA MOTOR SALES/U.S.A. 

Toyota leaps 2,000 years in new tv spot for Corona. 29 Ja/70 

Sweeps are on the decline, A&SP group hears; Toyota, other 
promotions discussed. 12 Mr/2 

Toyota truck spot has the competition in tow. 9 Ap/38 

Japanese marketers regroup after devaluation. L. Link. (Auto & 
camera manufacturers brace themselves for export decline sure 
to follow the devaluation). 18 Je/88 

Toyota's ‘74 campaign adopts new ad theme: ‘Small car special- 
ists.. 15 O/2 

Toys 

See GAMES, TOYS & HOBBYCRAFT 

TRACY-LOCKE ADVERTISING 

New pr division at Tracy-Locke; branch changes. 8 /a/20 

Tracy-Locke buys PSI. 15 Ja/20 

Tracy shop sells KCNW, reports ‘72 revenues up. 19 Mr/90 

Tracy-Locke wins Phillips petroleum. 14 My/1 

Tracy-Locke revenues rise, profits off 14%. 28 My/10 

Tracy-Locke will expand in Houston with TIA account. 1 0/54 

Tracy-Locke sells. 19 N/20 

Tracy-Locke revenue up. 26 N/4 

Tracy-Locke defends media fund request. N. Howard. 3 D/? 

Four A’s unruffled by Tracy-Locke proposal; says ‘allowances’ 
common. 10 D/2 

Dog ‘n pony show bites media. Editorial. (Tracy-Locke’s media fund 
request represents a not so subtle bit of strong arming.) 
10 D/16 

Not enough of us are aghast. S. Bernstein. (SRB is amazed at 
the reaction of the 4A’s to the Tracy-Locke media shakedown 
affair). 17 D/14 

TRADE ASSOCIATIONS 

See ADVERTISING ASSOCIATIONS 

TRADE SHOWS 

Furniture makers cater to individual life styles, offer more informa- 
tion. V. Adams. (Roundup of major home furnishings manu- 
facturers’ ad campaigns). 15 Ja/3 

Trade shows neglected in marketing, show exec says. 23 Ap/141 

Four channel audio stars at electronics exposition. T. Rowan. 
25 Je/70 

Hot lather units, curling irons will get major Yule drives. 
T. Rowan. (Report on new and old products displayed at 
Chicago's Housewares Exhibition). 16 J//3 

Detroit Auto Show features nostalgia in media ad drive. 12 N/26 

TRADEMARKS 

‘Relax’ wins court suit. 9 Ap/81 

Charlie's Girls files against Revion entry. 16 Ap/88 

Seven-Up wins trademark case for ‘The Uncola.’ 7 My/26 

Scott Paper sues Scott’s Liquid Gold on trademark use. 10 D/64 

See also DIAMOND, SIDNEY 

TRADING STAMPS 

Food men look hard at promotional dollars. (At SMI convention 
—pros & cons of extended store hours; affluence and world 
food crisis; SMI supermarket survey; trading stamp usage. 
21 My/64 

Gas station owners restrict stamps, cite fuel shortage. T. Rowan. 
2 Ji/2 

New National moves are turnaround attempt. (New uses of stamps 
being studied as the supermarket chain attempts to restore 
profitability). 30 J//48 

Kroger region quits stamps; adopting discount pricing. 5 N/58 

TRAFFIC AUDIT BUREAU 

Demographic data is needed for outdoor, TAB men told. 29 Ja/82 

TAB starts study on gas cut effects. 24 D/21 

TRAGER, OLIVIA (author) 

Struggles of a two-woman agency in the Madison Ave. jungle. 
2 Ap/31 

TRAIN, RUSSELL 

Ten who made ad news in 1973. 17 D/2 

TRANS INTERNATIONAL AIRLINES 

Trans International charter ads break. 28 My/47 
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TRANS WORLD AIRLINES INC. 

TWA breaks new theme sets $20 million budget. 79 F/2 

TWA '72 profits soar. 26 F/132 

TWA runs corrective ads to settle CAB complaint. 9 Ap/86 

CAB warns airlines on deceptive ads as TWA, Mercury end 
‘throwaways.’ 17 Je/3 

Pan Am boosts budget as devaluation worries threaten foreign trips. 
R. Bechtos. (Report on how setbacks in the economy are affect- 
ing leading airlines). 16 J//2 

TWA buys canteen. 17 S/56 

Getting back to basics. Editorial. (Airline advertising presents a 
lesson to marketers: find out what consumers want—then give it 
to them & forget building campaigns on meaningless slogans 
and promises). 22 0/14 

Airlines ads tackle shortage; TWA ‘flying again.’ 24 D/2 

TRANS-WORLD COMMUNICATIONS 

Columbia uses Viacom. 5 Mr/8 

TRANSIT ADVERTISING 

TD! sells out BART, eyes transit systems growth. J. Forkan. (A 
look at several advertising ventures of TDI after the success 
of selling out San Francisco’s BART ad space). 22 Ja/? 

BritRail resumes ads. 26 F/154 

Ads bedeck Detroit buses. 18 Je/24 

Continental steers clear of Greyhound, Amtrak ad hassle. 
J. O'Connor. 25 Je/2 

DOT to pick team for new transit test within 60 days. 23 J//4 

Salerno drive uses package top ads. 23 J//64 

Company to offer ads on N.Y. cabs. 23 J//75 

DOT spot for dial-a-ride is backfiring; may be axed. J. Revett. 
3 S/2 

Transit advertising prospers. 27 N/126 

Bus line ads lure drivers. 26 N/29 

Amtrak may hike ad budget to lure more travelers and save fuel. 
3 D/3 

Print men optimistic, broadcast reps concerned. (How media view 
the coming year). 17 D/12 

TRANSPORTATION DiSPLAYS INC. 

TDI sells out BART, eyes transit systems growth. J. Forkan. 
22 Ja/3 

O'Hare airport ad agency in federal probe. 20 Ag/57 

TRASH COMPACTORS 

Lifestyle is key word, marketers advise AMA. 19 F/28 

Convenience, cleanliness keep trash compactor market growing. 
T. Rowan. (Roundup of the compactor market). 9 Ap/81 

TRAVEL MARKETING INC. 

Hemp sets travel shop. 30 J//42 

TRAVEL & TOURISM 

Vacation patterns boost linage for dailies: BofA. 22 Ja/28 

Ten set $2,000,000 drive to reclaim touristry Waikiki. 29 Ja/83 

U.S. plans $3,000,000 tourism budget: invites bids from 20 
agencies. 29 Ja/84 

That Florida Hospitality. Editorial. (A good & effective ad for the 
Greater Miami Chamber of Commerce is cited.) 5 F/12 

TWA breaks new theme, sets $20 million budget. 79 F/2 

Western ad lists perils of charters. 26 F/144 

USTS likes devaluation; reviews agency status. 72 Mr/3 

Over 60 stop Bermuda trips after killing: ads continue. 19 Mr/87 

Comparison shop? Grand Union sets European tours. 26 Mr/107 

South America ads promote competitive tour packages. 26 Mr/108 

California ad budget rose 26% in 1972. 9 Ap/38 

Airline, travel advertising declined in ‘71. 9 Ap/66 

CAB warns airlines on deceptive ads as TWA, Mercury end 
‘throwaways. 17 Je/3 

Travel, resort ads reflecting fuel shortage. 25 Je/2 

Don't dare be funny? Editorial. (ASTA’s warpath against an Alka- 
Seltzer spot shows an overreaction and a lack of a sense of 
humor). 25 Je/12 

Alka-Seltzer tv spot gives travel agents a headache. 25 Je/49 

Michigan Tourist Council may return to Ross Roy. 9 J//84 

Pan Am boosts budget as devaluation worries threaten foreign 
trips. R. Bechtos. (Report on how setbacks in the economy are 
affecting leading airlines). 76 J//2 

Study defines European travelers. 13 Ag/51 

Four Star ads try to peddle travel to public. 3 S/38 

P&O starts ads for ‘74 cruises; will stress price, place. 70 S/16 

State tourism spending told; center won't reveal details. 7 0/2 

Merger-made British Airways gets $5,000,000 U.K. push. 7 0/32 


Senate bill would unify gov't tourism efforts, increase ad expendi- 
ture. 15 0/3 

Western Airlines whoosh ‘n Schuss promo lures skiers. 22 0/1317 

Eastern sets new ad campaign for computerzied vacation tours. 
29 0/2 

‘RD’ to push US. travel in five overseas editions. 12 N/2 

States, cities spend $80,000,000 for their advertising. 27 N/1717 

USIA launches efforts to promote tourism. 26 N/50 

Eastern vacation push launched in Canada. 3 D/23 

Governor says ads must seek area tourists. 10 D/59 

Tourist areas cope by using ads which stress proximity. 31 D/8& 

TREASTER, GRANT JR. (author) 

My life and times as an agency's first 23-year-old whiz bang. 
(Group Four’s 24-year-old AD looks back at the successes of 
his 23rd year). 6 Ag/38 

TREASURE, JOHN A.P. 

Ads’ role: Boost brand use. (Treasure speaks at U. of Chicago 
lecture series). 26 N/8& 

TREBECK-STONEDALE INC. 

Houston shops merge. 7 0/33 

TREND PUBLICATIONS 

‘South’ sets ‘74 debut. 5 N/26 

TRENDEX 

Nets to study Norelco data in shaver hassle. J. O'Connor. 22 Ja/8 

TRIANGLE PUBLICATIONS 

September premiere planned for ‘Good Food.’ 8 Ja/3 

Triangle names Shulman publisher of ‘Seventeen.’ 8 Ja/10 

‘TV Guide’ leads circulation race, passes ‘Digest’. 27 My/8 

‘Seventeen’s’ road company a hit in L.A. H. Bernstein. 70 S/68 

TROPICANA PRODUCTS INC. 

DDB named for Tropicana. 16 J//65 

TROUT, JACK 

McCall raps the positioners; Trout says strategy is king. 5 F/3 

TRUBY, J. DAVID (author) 

Nine ways to make a tough audience listen. 27 My/62 

TRUCKS 

Toyota truck spot has the competition in tow. 9 Ap/38 

Alcoa ads seek lyrical rig. 13 Ag/53 

GMC sets ads for trucks and motor homes. 10 S/16 

Shipper marketers eye fuel pinch. 72 N/1 

TRUMAN, HARRY 

Feisty Harry decried admen who meddled with politics. 7 Ja/4 

Truman's distrust of big business led to jousts with advertising. 
S. Cohen. 7 Ja/4 

TUESDAY PUBLICATIONS 

Field papers sue Tuesday. 7 0/65 

TULCHIN PRODUCTIONS 

It's summer and fall boom for tv production houses. J. Forkan. 
24 S/27 

TURNER COMMUNICATIONS CORP. 

Southern sells unit. 17 Je/77 

TUROCK, KENT & DONOUR ADVERTISING 

Turock exits shop he helped found. 13 Ag/64 

TWENTY FIRST CENTURY COMMUNICATIONS 

Abandons ‘Liberty’ and ‘On the Mall’ magazines. 26 F/8 

‘On the Mall’ names. 26 F/145 

‘Lampoon’ gets rough in new renewal letters. 9 Ap/66 

‘Ingenue’ names Marion. 16 Ap/94 

Twenty First income up. 70 S/65 

TWENTY-ONE BRANDS INC. 

Ballantine's breaks new nostalgia ads. 7 0/26 

21 NORTH 

Sperry unit cites saving with new house agency. 29 Ja/83 

TYCER ASSOCIATES 

Tycer Associates bows. 28 My/58 

TYCO INDUSTRIES 

Tyco to run toy trains on tv. 5 F/72 

TYLER, WILLIAM D. (author) 

British agencies fight a good fight against dullness in responsible 
ads. 7 Ja/19 

Tyler picks year’s ten best print campaigns. 22 Ja/37 
Correction: 12 F/43 

Amazing, but it’s true: Print ads are getting more, not less, 
gutsy. 5 Mr/35 

The British are coming—and their ad credo says: Go it without 

Yanks. 16 Ap/83 
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Three ways that ads contribute to new product successes. 
14 My/58 
New product ads try less hard to back claims. 25 Je/42 
Agencies get compulsion to do good—outlet is public service ads. 
30 Ji/23 
Ten best radio spots of year sparkle with music, humor. 20 Ag/31 
‘Going private’ may be new trend of public agencies. 17 S/50 
In outdoor, you make only one sale point—and it better be right. 
22 0/120 
Tyler readies new product success story presentation. 19 N/42 
Less whimsey but fewer duds today in British ads. 24 D/13 


USAA GROUP 

USAA Group picks Bloom. 3 D/8 

UNILEVER LTD. 

Unilever (London) buys Frigo. 2¢ S/917 

Unilever executive says foods are best growth area. 22 0/10 

UNION FIDELITY LIFE INSURANCE CO. 

Direct response insurer hits back. 5 F/28 

UNIROYAL INC. 

Uniroyal ‘73 effort to begin with ‘living logo.’ 15 Ja/65 

Which ad attracted more readers? (Starch readership scores of 4 
Uniroyal tire ads). 18 Je/82 

McCann adds big Uniroyal portion. 25 Je/8 

Identity efforts, radials get stress in 1974 tire ads. R. Gray. (A 
look at the planned campaigns of the major tire manufacturers). 
29 0/3 

UNITED AIR LINES 

Nixon aide gets post at United. 5 F/69 

UAL ads wed prior efforts: friendly skies, your land. 19 F/62 

UAL earnings, cargo revenue took off in ‘72. 16 Ap/23 

Retailers now push United's ‘Six-Packs.’ 6 Ag/58 

Eastern drafts flight cut ads; United undecided. R. Bechtos. 
§ N/2 

Airlines ads tackle shortage; TWA ‘flying again.’ 24 D/2 

UNITED AIRCRAFT CORP. 

Signal, UA merger might spark new ads. 23 J//28 

UNITED BRANDS 

Chiquita 0.j., canned yogurt begin tests. 715 0/30 

UNITED KINGDOM 

British agencies fight a good fight against dullness in responsible 
ads. W. Tyler. 7 Ja/19 

U.K. gives tv review role back to IBA. 26 F/142 

BritRail resumes ads. 26 F/154 

The British are coming—and their ad credo says: Go it without 
Yanks. W. Tyler. 16 Ap/83 

Foley urges greater int'l market research. 14 My/72 

Make a Meal pan dinners bow in U.K. 27 My/44 

Some magazines turn down U.K. doctorates-for-sale ads. 27 My/66 

‘Disaster’ hits Europe—also Wimpy. P. Borden. 4 Je/23 

British housewives who eat take-away food. 4 Je/32 

U.K. advertising comes back strong—billing up 15%. G. Nuttal. 
(Look at the ad industry in 1972). 4 Je/53 

U.K. papers promote more to counter commercial tv. 4 Je/94 

U.K. advertisers oppose uniform EEC regulations. 77 Je/62 

British trade cool to P&G's bid for major toiletries market role. 
18 Je/61 

TBWA sets London office. 30 J//38 

IPA booklet on U.K. ad conditions bows. 13 Ag/36 

Captain America turns up as popular Dublin eatery. 27 Ag/181 

JWT and Kellogg settle out of court with British girl. (Unmarried 
British woman shown as pregnant in a Kellogg ad sues the co. 
and its agency, JWT). 27 Ag/189 

British admen want ads on fourth channel. 17 S/57 

Unilever (London) buys Frigo. 24 S/91 

JWT's London man organizes for future. R. Bechtos. 24 S/94 

Merger-made British Airways gets $5,000,000 U.K. push. 7 0/32 

Tom Caxton brew kits get U.K. push. 8 0/62 

Sponsors put $16 million in U.K. sports. 22 0/126 

Marstellar plugs itself on London commercial radio. 22 0/128 

Britain tops ‘Vision’ list of European industrials. 29 0/60 

Fourteen new magazines set for British audiences. 12 N/32 

Retail chemists in U.K. name McCann. 12 N/90 

British like new commercial radio, survey reports. 19 N/23 

U.K. ad authority looks askance at ‘instant antiques.’ 79 N/59 

‘72 good year for British agencies. 26 N/26 

Gov‘ts and marketers abroad try to cope with energy bind. 3 D/3 


Capital Radio puts off its study, angers British admen. M. 
Kallenbach. 3 D/317 

London idemnity readies ad push. 10 D/75 

MP hits London's new commercial radio station. 17 D/34 

Aims sets campaign. 17 D/119 

British cigarets to bow. 24 D/4 

Less whimsey but fewer duds today in British ads. W. Tyler. 
24 D/13 

B&D sets British push. 24 D/22 

Orbis campaign set. 24 D/24 

British admen see several bright spots amid the crisis. 
M. Kallenbach. 24 D/25 

Wimpy using British tv. 37 D/28 

UNITED MEDIA 

United Media acquires 11 Phoenix newspapers. 17 S/30 

Buyers Guide sold. 29 0/50 

UNITED SPORTS NETWORK INC. 

Sports network formed. 17 S/23 

U.S. AIR FORCE 

Armed forces seeking higher ad budgets. J. Revett. 79 F/2 

Drake ad-pr students try Air Force ads. 26 F/144 

Ad execs see need for revamp of military ad review policy. 
J. Revett. 30 Ap/3 

U.S. ARMY 

Armed forces seeking higher ad budgets. J. Revett. 79 F/2 

Army releases partiai data on agency bids for account. J. Revett. 
9 Ap/3 

Military keeps everyone in the dark about agency selection 
procedures. S. Cohen. 9 Ap/4 

Ayer says Army theme kept because it works; defends reappoint- 
ment. J. Revett. 76 Ap/1 

‘Freedom of Info’ standoff. Editorial. (Futile attempts to secure info 
from U.S. Army and Schick). 16 Ap/16 

Few vie for Grey's Navy account; Herbert studies Army controversy. 
J. Revett. 23 Ap/1 

The Army: Woodstock in combat boots? Editorial. (The thrust of 
Ayer’s ‘Today's Army’ campaign is as important as the Ayer- 
Army relationship). 23 Ap/16 

Ad execs see need for revamp of military ad review policy. 
J. Revett. 30 Ap/3 

Recruit ads under review by Defense Dept. execs. J. Revett. 
7 My/1 

Hope renewed for advocates of paid ads for military. 26 N/3 


U.S. BORAX & CHEMICAL CORP. 

Borateem Plus, a bleach substitute, getting tv effort. 29 Ja/70 

Borax expanding 20 Mule Power bathroom cleaner. 17 S/58 

U.S. BUREAU OF THE CENSUS 

Census to drop buying survey, notes poor record. (Report on a 
major turning point in the debate over the usefulness of predic- 
tion surveys vs. attitude studies). 25 Je/4 

Top 50 SMSAs. 23 J//58 

U.S. begins new reports on ‘72 business census. 3 S/2 

U.S. CHAMBER OF COMMERCE 

C. OF C. hail profits. 9 J//34 

Chamber objects to FTC's call for ad, business data. 22 O/8 

AAA clubs, U.S. Chamber back gas cut theme in ads. 37 D/1 

U.S. CONGRESS 

Consumer finance body disagrees on proposed truth in credit 
changes. 8 Ja/6 

Reynolds pulls Winchester ads; most other ‘smalls’ okay for tv. 
(Lorillard & Reynolds voluntarily discontinue broadcast ads of 
Omega & Winchester after meeting with the Senate Commerce 
Committee). 19 F/1 

Cereal makers say nutrition hearings rigged: won't appear. 
S. Cohen. 5 Mr/1 

Kellogg, Gen’! Mills will testify before Senate committee. S. Cohen. 
12 Mr/1 

Senate taking role in regulatory appointments. (Congress challeng- 
ing the administration's business-oriented nominees for 
regulatory agency positions; Mayo Thompson ok'd for FTC 
post). 18 Je/4 

Senate unit asks review of OK for Pringles, Chipos. (FDA ruling 
that potato chips could be made from dehydrated potatoes, 
previous to the marketing of P&G's Pringles, creates the ‘Potato 
Chip Caper.’) 9 J//75 

Gov't may shrink its outlays to Cotton Inc. 16 J//2 
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point out puzzlements in Mobil’s ‘open letter’ energy 

ads. 16 Ji/3 

U.S. hot for efficiency labels; public is cool, say appliance makers. 
J. Revett. (EPA proposal would have auto sales stickers 
indicate mpg; Senate appliance energy bill proposal requires 
electrical appliances to disclose how they rate compared to 
others in their class as energy savers). 30 J//2 

House quashes bill to ease rate boost phase-in. 30 J//6 

Senate to poll public on how government communicates. 3 S/37 

Little cigar tv ban is now a reality. 17 S/6 

U.S. data didn’t spark low tar ads, says study. (A study for the 
Senate Commerce committee shows the tar content has 
remained the same while nicotine yields are unchanged in most 
major cigarets). 17 S/8 

Senate committee to get bill extending postal rate phase-in. 
S. Cohen. 24 S/2 

Support increases for phased mail rate hikes. 7 0/65 

Full citizenship for electronic press. Editorial. (AA urges Congress 
to open up all public committee hearings and floor sessions 
to electronic news media). 5 N/14 

Groups press for pullout of energy bill ad strictures. J. Revett. 
26 N/1 

Another round open in consumer agency fight. S. Cohen. 24 D/17 

See also LEGISLATION 
Individual senators 

U.S. DEPARTMENT OF COMMERCE 

Let's save the NBCCA. Editorial. (As the Commerce Dept.’s interest 
in the NBCCA wanes, AA urges the business community to 
make a united effort to continue its support). 27 Ag/14 

Commerce sets minority media guide. 27 Ag/184 

Recruit ads under review by Defense Dept. execs. J. Revett. 
7 My/1 

Sad state of affairs—Navy account goes begging. Editorial. 
(Defeatism about military accounts is now at crisis proportions). 
7 My/16 

Defense Dept. seeks $8,000,000 for ‘74 military campaign. J. 
Revett. (‘Corporate’ military campaign would pave the way for 
individual recruiting drives of the branches). 77 Je/1 

Hope renewed for advocates of paid ads for military. 26 N/3 

House unit reports qualified approval of paid military ads. 3 D/2 

U.S. DEPT. OF HEALTH, EDUCATION & WELFARE 

U.S. sets plan limiting drug payments to generic items. S. Cohen. 
24 D/3 

U.S. DEPARTMENT OF TRANSPORTATION 

DOT to pick team for new transit test within 60 days. (Tests aimed 
at determining advertising’s effect in getting people to switch 
from cars to mass transit). 23 J//4 

DOT spot for dial-a-ride is backfiring; may be axed. 
J. Revett. 3 S/2 

U.S. DEPARTMENT OF THE TREASURY 

Treasury Dept.: Bureau of Alcohol, Tobacco, Firearms: Powers over 
advertising; Procedures; Organization and resources. 27 N/150 

U.S. GOVERNMENT 

Government agencies work to stifle free enterprise, Gould warns 
INAE. J. O'Gara. 29 Ja/3 

Consumerism still in budget. (Knauer’s consumer unit shifted to 
HEW: all consumer agencies have at least as much money as 
last year for consumer activities). 5 F/69 

USTS likes devaluation: reviews agency status. 72 Mr/3 

U.S. urges education to combat food poisoning. 27 Ag/166 

Government hopes mileage sticker will push public to smaller 
cars. S. Cohen. 17 S/4 

U.S. sets plan limiting drug payments to generic items. S. Cohen. 
24 D/3 

U.S. GOVERNMENT ADVERTISING 

Uncle Sam moves up on LNA ad list; P&G still 1st. 716 Ap/2 

Government joins 100 leaders list; P&G first again in ‘72 ad 
spending. 25 Je/1 

Creative advertising moves toward the new society. E.B. Weiss. 
2 Ji/27 

Agency trims rates to keep IRS accounts. 76 J//65 

DOT to pick team for new transit test within 60 days. 23 J//4 


White House studies in-house units producing government tv, films. 


J. Revett. 13 Ag/3 

U.S. as a big advertiser. Editorial. (The U.S. govt’s choice of adver- 
tising as a persuasive tool to teach, inform and recruit is a 
strong argument for the power and value of advertising). 
27 Ag/14 


$4,000,000 for tv set by highway act. 27 Ag/165 

DOT spot for dial-a-ride is backfiring; may be axed. J. Revett. 
3 S/2 

Senate to poll public on how government communicates. 3 S/37 

Rep. Thone rips USPS-Needham ad campaign. J. Revett. 70 S/1 

FDA picks JWT, Kaufman for labeling, drug ad campaigns. 7 0/70 

USPS wants ‘limited’ ads, 10-year rate hike phase-in. 8 O/3 

Senate bill would unify gov't tourism efforts, increase ad expendi- 
ture. 15 0/3 

Gov't to back ads pushing conservation as way of life. J. Revett. 
15 0/3 

First ads in new Postal Service drive tackle gripes. 22 O/7 

NFL government anti-drug abuse campaign begins. 22 0/125 

How U.S. uses advertising—a growing activity. 27 N/160 

U.S. energy ads won't hit high-use items—yet. 26 N/8& 

House unit reports qualified approval of paid military ads. 3 D/2 

Amtrak may hike ad budget to lure more travelers and save fuel. 
3 D/3 

Government isn't hostile to ad field: Crichton. 17 D/31 

U.S. INFORMATION AGENCY 

USIA launches efforts to promote tourism. 26 N/50 

U.S. INTERNAL REVENUE SERVICE 

Agency trims rates to keep IRS account. 16 J//65 

U.S. LINES 

U.S. Lines urges ‘ship American.’ 7 My/32 

U.S. MARINES 

Siebert to ACLA: Good ads depend on cooperation. (Ad for Marine 
Corps cited). 5 F/24 

Ad execs see need for revamp of military ad review policy. 
J. Revett. 30 Ap/3 

U.S. NAVY 

Armed forces seeking higher ad budgets. J. Revett. 79 F/2 

1040 a breeze compared to Navy questionnaire. 2 Ap/3 

Few vie for Grey's Navy account; Herbert studies Army contro- 
versy. J. Revett. 23 Ap/? 

Ad execs see need for revamp of military ad review policy. 
J. Revett. 30 Ap/3 

Recruit ads under review by Defense Dept. execs. J. Revett. 
7 My/1 

Sad state of affairs—Navy account goes begging. Editorial. 
(Defeatism about military accounts is now at crisis propor- 
tions). 7 My/16 

Defense Dept. seeks $8,000,000 for ‘74 military campaign. 
J. Revett. (Navy renames Grey). 77 Je/1 

Navy picks black shop, hikes minority ad effort. 27 Ag/2 

U. S. POSTAL SERVICE 

Klassen sees no ‘73 postal rate increase for 1st class. 22 Ja/67 

Exotic reading digs up exotic facts. S. Bernstein. (Comments on 
the first annual report of the U.S. Postal Service). 29 Ja/16 

Demand better service, mailer urges. 29 Ja/35 

Newspapers’ insert clutter, rising rates draw blasts at DMAA 
meeting. 5 Mr/3 

DMAA will study market with O&M research help. 9 Ap/8 

Editorial without comment. Editorial. (USPS note on postal de- 
lays.) 9 Ap/12 

USPS studies ad mail, finds 63% have bought. 7 My/2 

Price freeze halts planned postal rate increase. 18 Je/1 

House postal bill offers slower hikes, aid to media. 25 Je/1 

House quashes bill to ease rate boost phase-in. 30 J//6 

Post Office air mail drive hit by GAO. (Project to assure mailers 
that zip-coded air mail letters mailed before 4 p.m. would get 
overnight delivery within a 600-mile radius promoted without 
a market survey). 13 Ag/8 

No break for media seen in Phase 4. (USPS is permitted to hike 
prices to cover cost increases). 73 Ag/52 

Rep. Thone rips USPS-Needham ad campaign. J. Revett. 70 S/7 

Senate committee to get bill extending postal rate phase-in. 
S. Cohen. 24 S/2 

Postal subsidy isn’t that much. S. Bernstein. (Some details on 
how much it costs to mail Ad Age each month.) 24 S/12 

Support increases for phased mail rate hikes. 7 0/65 

USPS wants ‘limited’ ads, 10-year rate hike phase-in. 8 O/3 

First ads in new Postal Service drive tackle gripes. 22 O/7 

Despite gains, MPA in dumps over paper and postage woes. 
D. Grant. 22 0/2 

Dear U.S. Postal Service . . . Editorial. (As USPS begins its first 
national paid ad campaign, AA urges that it indoctrinate its 
employes on what it’s trying to accomplish.) 29 0/14 
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CLC to hear postal hike phase-in bid. 5 N/4 

USPS: Powers over advertising; Procedures; Organization and re- 
sources. 27 N/150 

How U.S. uses advertising—a growing activity. 27 - ee 

U.S. SECURITIES & EXCHANGE COMMISSIO 

Simon shop is down one as Paragon ads are hit by Bec. 13 Ag/51 

SEC: Powers over advertising; Procedures; Organization and re- 
sources. 27 N/150 

U.S. SUBURBAN PRESS INC. 

Get together, then tell us about it, USSPI advised. N. Howard. 
(Suburban press has the potential to become the biggest new 
national medium since network tv, agency reps tell publishers.) 
9 Ji/30 

U.S. SUZUKI MOTOR CORP. 

Suzuki and dealers set $5,000,000 for ‘74 ads. 24 D/20 

U.S. TRAVEL DATA CENTER 

State tourism spending told; center won't reveal details. 7 0/2 

U.S. TRAVEL SERVICE 

U.S. plans $3,000,000 tourism budget: invites bids from 20 
agencies. 29 Ja/84 

USTS likes devaluation; reviews agency status. 12 Mr/3 

Senate bill would unify gov't tourism efforts, increase ad expendi- 
ture. 15 0/3 

How U.S. uses advertising—a growing activity. 27 N/162 

UNITED VAN LINES 

United Van Lines pushes ‘hotline.’ 29 J/a/42 

UNITED VINTNERS 

Heublein denies FTC Vintners buy complaint. 26 F/144 

UNITY BROADCASTING NETWORK 

Unity Broadcasting sets black network. 27 My/95 

UNIVERSAL COMMUNICATIONS 

Unicom publishing set. 23 Ap/135 

UNIVERSAL FOODS CORP. 

Universal testing wine-making kit. 77 D/31 

UNIVERSAL FURNITURE 

This chairman sells, too. (Universal Furniture’s campaign features a 
man dressed like a chair). 22 Ja/24 

UNIVERSAL PRODUCT CODE SYSTEM 

Consumer, retail loyalty to brands diminishing, chain exec tells 
SMI. L. Doherty & M. Block. 14 My/3 

Tomorrow's retail checkout counter—you just may not recognize it. 
R. Dickens. 2 J//36 

UNIWORLD GROUP 

Avon picks Uni World. 24 D/22 

UNLIMITED SALES ASSISTANCE 

USA opens in Chicago. 18 Je/56 

UPDATE LTD. 

‘Update’ sets new book. 26 N/57 

UPJOHN CO. 

Upjohn begins 1st Kaopectate drive for consumers. 13 Ag/4 

UPLIFT INC. 

‘Slim News’ debuts. 77 S/63 

URE, JAMES W. (author) 

Advice to the harried small agency with a slow pay or no pay 
account. 12 Mr/55 

The short, happy career of an adman at Procter & Gamble. 

7 My/53 

UTILITIES 

Okla. utility appeals state ban on ads. 75 Ja/30 

Environment group scores Com. Ed. ads. (Illinois utility ad 
campaign practices being investigated). 29 Ja/42 

Southern tries to clear the air on electric power. 23 Ap/143 

Gasoline, car ads react to shortage; U.S. effort coming. (Interior 
Dept. advises ways to reduce usage). S. Cohen. 7 My/1 

Utility ad group readies fight against ‘muzzling.’ 7 My/6 

PUAA men urged to combat gov’t's restrictive moves. 27 My/31 

Utility ads ask San Antonians cut energy use. 9 J//47 

Enviro group wants Con Ed to pay for its anti-utility ads. 70 S/20 

Public utilities face increased pressure to cut ads. 26 N/3 

Fairness doctrine raised over utility ads for rate hikes. 17 D/123 


VAN MUNCHING & CO. 

Ads for Ex Bier compare taste, cost to Heineken. J. O’Coniior. 
20 Ag/3 

VANSANT DUGDALE 

VanSant opens D.C. office. 6 Ag/57 


VARKONY/HILL INC. 

Renamed Varkony Inc. 2 Ap/28 

VAUGHN & JABER ASSOCIATES 

Vaughn & Jaber set. 9 J//64 

VEGETABLE PROTEIN PRODUCTS 

Miles puts meat-like line into full-scale test market. 26 F/133 

Chain selling meat with Bontrae extender. 9 Ap/78 

Ground beef with soy hot new item as shoppers seek meat price 
relief. V. Adams. 7 My/3 

Jewel sells extender for ground meat. 27 My/30 

Gen’! Mills testing two soy products. 4 Je/88 

Two soy suppliers test own burger extenders. V. Adams. 5 N/1 

General Mills test markets Burger Builder in 3 areas. 19 N/16 

VENDING MACHINES 

Cigarets tops in vending machine sales despite drop. 30 J//47 

VENEREAL DISEASE 

3M VD documentary—programing that's good for the corporate 
image. M. Christopher. 28 My/16 

Ad Council, ASHA set national VD information push. 12 N/38 

VIACOM INTERNATIONAL 

Viacom buys Suffolk. 15 Ja/32 

Viacom income up 31%. 26 F/167 

Pro sports may be part of fare for N.Y. pay tv. J. Forkan. 23 J//18 

VICTOR COMPTOMETER CORP. 

Tackle makers cast ads to lure eager anglers. M. Popa. 2 Ap/16 

VIDEO CITY INC. 

Video City opens. 17 D/4 

VIDEO RECORD CORP. 

VCA heads quit, company talking possible merger. 16 Ap/94 

VIDEOTAPE 

Tape-to-film service opens. 5 Mr/24 

Cartridge TV was premature; others see growth ahead. H. 
Bernstein. (A look at the growth of the videotape market as 
Cartridge TV files for bankruptcy). 9 J//2 

See also TELEVISION COMMERCIAL PRODUCTION 

VIDEO-TISE INC. 

Video-Tise launches p.o.p. venture in liquors. 26 N/50 

VIDEO TRAN INC. 

Tape-to-film service opens. 5 Mr/24 

VIETNAM 

Admen hail truce; did peace ads aid? (A number of ad industry 
leaders express their opinions). 29 Ja/2 

Back to ‘normal’? (The normalcy this country experienced before 
Vietnam will not be restored; a new climate prevails, but without 
the tension and turmoil of war). 29 Ja/16 

Who if not the networks? Editorial. (Network coverage of the 
POWs’ return proved what a vital public service tv coverage can 
& does provide.) 19 F/14 

The world really has been changing. S. Bernstein. (POWs—out of 
touch for up to 8 yrs.—will find startling changes). 26 Mr/16 

VINEGAR 

Heinz tests vinegar. 6 Ag/14 

VINEYARD & LEE & PARTNERS 

Vinyard & Lee adds Waterbury agency. 22 0/156 

VIRGINIA INN INC. 

Schrafft’s unit sold; Pet seeks totai divestitures. 18 Je/84 

‘VISION’ 

Shakeup at ‘Vision’ is marked by confusion. 16 Ap/103 

VISUAL GRAPHICS CORP. 

VG sets trade ad intro for darkroomless photo printer. 9 Ap/44 

VITAMINS & TONICS 

J.B. Williams appeals fine, wants trial on Gerito!l ads. N. Giges. 
29 Ja/1 

M is for Mennen, E is for—effort? N. Giges. 30 Ap/10 

Ads for new male vitamin use racer. 28 My/30 

Hudson launches two. (Vitamin E oils). 25 Je/26 

One-A-Day tv ads get NARB qualified okay. 23 J//2 

FDA's final rules hit some health food ads. 6 Ag/8 

VITT MEDIA INTERNATIONAL 

Vitt: Slow-pay answer lies in escrow accounts; American uses 
system. 12 F/2 

sae — growing; more advertisers pay direct. D. Grant. 

3 Ag 

VLADIMIR & EVANS 

That Florida Hospitality. Editorial. (A good & effective ad for the 
Greater Miami Chamber of Commerce is cited.) 5 F/12 

Viadimir taps OCERP. (To coordinate European advertising of Chris- 
Craft International). 13 Ag/8 
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VOICE OF AMERICA 

U.S. exports to get plugs on VOA radio. J. Revett. 5 N/2 
VOIR PUBLICATIONS INC. 

Female-oriented ‘Voir’ magazine to debut. 16 J//8 

‘Voir’ is postponed indefinitely. 13 Ag/67 
VOLKSWAGEN OF AMERICA INC. 


VW quits co-op spending; will boost nat'l ad budget by $17,000,000. 


H. Quinn. 1 Ja/? 

Volkswagen wins recognition of ‘Bug’ as proprietary symbol. 
S. Diamond. 5 F/52 

Yoicks! the Fox will get $4,000,000 ad campaign. J. O'Connor. 
14 My/3 

Volkswagen breaks its Thing with $1,000,000 ad effort. 18 Je/2 

NARB panel says VW's ad on warranties is misleading. 25 Je/67 

Volkswagen's puzzling reply to the NARB decision. Editorial. (AA is 
confused by VW's assertion that the paid staff of the NAD is 
more qualified than the expert panel of the NARB to make 
decisions on deception in advertising). 2 J//16 

Volkswagen boosts ‘74 ad budget for new Security Blanket 
warranty. R. Gray. 75 O/3 

Duster price ads take on the Beetle. 19 N/4 

VOLVO INC. 

Volvo agrees to document claims. 26 Mr/12 

Creative Workshop highlights Communications Week in N.Y. (Volvo 
cited as an example of ‘tough and tender advertising’). 30 J//1 


WHDH-CORP. 

Blair seeks more WHDH Corp. stock. 29 0/78 

FCC approves WHDH Corp. sale to Blair rep firm. 10 D/26 

WW/TWENTYFIRST CORP. 

‘Weight Watchers’ rates to increase in 1974. 15 0/95 

WAINRIGHT & ASSOCIATES 

Renamed Wainright, Spaeth & Wright. 75 Ja/30 

WALD, JUDY, ASSOCIATES 

Agencies see some upswing in job market. D. Grant. 15 O/7 

WALDO, CHARLES N. (author) 

What's bothering marketing chiefs most? Segmenting. 4 Je/77 

WALGREEN CO. 

$10,000,000 Walgreen account is switched to Eisaman, Johns & 
Laws. 19 Mr/2 

Walgreen Co. launches Sanborns liquor line. 4 Je/97 

WALKER, HIRAM, INC. 

Walker sales rise. 5 N/31 

WALKER RESEARCH INC. 

Public, irked by survey research, must be educated into coopera- 
tion. J. Honomichl. 15 Ja/49 

WALL, KELVIN A. (author) 

Positioning your product in the black market. 78 Je/71 

Black Creative Group formed. 20 Ag/55 

WALL STREET 

Better late than never. S. Bernstein. (Agencies should look into 
buying advertising for themselves to project a better image to 
Wall St. & others). 72 Mr/14 

Wall St. ignores marketing. (C-P’s marketing capabilities are over- 
looked by Wall St. critics of the Colgate-Rubinstein marriage). 
18 Je/14 

Wall St. is questioning Clint Frank’s unpublic bid. 30 J//2 

Wall St. ad campaigns continue despite slump. S. Feldman. 
(Roundup of ad campaigns by major brokerage firms, the N.Y. 
and American Stock Exchanges). 13 Ag/3 

Egads! Competitive ads on The Street? S. Feldman. 8 0/6 

Agencies paint a rosy picture for Wall Streeters. 17 D/? 

See also ADVERTISING AGENCIES—STOCKS 
FINANCIAL ADVERTISING 
STOCKS 
Individual Institutions 

WALLACE RIVER CREATIVE WORKS 

Todd sets company. 15 Ja/36 

WALSH, CHRISTY, ENTERPRISES 

Walsh sets company. 75 Ja/30 

WARD, MONTGOMERY, & CO. 

Ward's breaks energy crisis ads, info push. 4 Je/95 

WARD CANDY CO. 

Ward going national with Bit-O-Chocolate. 23 Ap/143 

Ward testing gourmet line of bar candy. 3 S/8 

WARHOL, ANDY 

U.K. gives tv review role back to IBA. 26 F/142 


WARING & LAROSA 

Quaker moves its Marx division to Waring & LaRosa. 3 D/8 

WARING PRODUCTS 

Waring launches push. 30 Ap/66 

Proctor, Waring campaigns push new appliance lines. 17 Je/10 

WARNE ADVERTISING 

Renamed Mike Hicks & Associates. 23 J//72 

WARNER-CHILCOTT LABORATORIES 

Top sinus pill Sinutab enters ad arena via tv. 24 D/1 

WARNER COMMUNICATIONS 

Warner ‘72 income up. 19 Mr/40 

‘Words & Music’ stilled. 23 Ap/10 

ATC acquires rest of Time cable systems. 4 Je/69 

Warner purchase off. (Will not buy Sterling Manhattan Cable TV). 
9 Ji/70 

Warner quadradisc ads boost 4-channel sound. 7 0/12 

WARNER-LAMBERT CO. 

Federal judge debunks advertising in decision on breath mint 
names. S. Diamond. 8 Ja/42 

W-L reports record sales. (Profile of W-L in ‘72). 9 Ap/28 

W-L enlarges team concept in top shuffle. 9 J//8 

Lysol fights new Listero!l with lawsuit. J. O'Connor. 19 N/1 

W-L protects mint lead with Dynamints vs. Tic Tac import. 
31 D/1 

WARRANTY ADVERTISING. 

Warranty/FTC bill okayed; Moss readies two new plans. 9 Ap/86 

Volkswagen boosts ‘74 ad budget for new Security Blanket 
warranty. R. Gray. 75 O/3 

WARREN, MULLER, DOLOBOWSKY INC. 

P&G is rolling out with Sure; budget could hit $15 million. 
N. Giges. 18 Je/? 

WASEY-QUADRANT 

Wasey-Quadrant efforts crowned by Vauxhall win. H. Quinn. 
15 Ja/8 

WASHINGTON D.C. 

VanSant opens D.C. office. 6 Ag/57 

Retailer's attorney fears precedent in D.C. false ad case. 17 D/32 

WASHINGTON POST CO. 

Post Co. set to buy Travelers’ WTIC-TV. 29 Ja/80 

Post Co. revenues up. 26 Mr/94 

Israel named new president of Post Co. 14 My/6 

WASILEWSKI, DAVID 

Foster, Wasilewski lock horns on ‘Adbeat’ show. 7 0/2 

WASSERMAN, HOWARD I. 

Wasserman buys books. 5 N/12 

WATER POLLUTION CONTROL FEDERATION 

Water pollution group awards 3. 13 Ag/53 

WATERGATE 

Dailey defends Nixon support ad, says no agency tie to Watergate. 
D. Grant. 7 My/1 

Posey: White House aides tried to change ads. D. Grant. 14 My/3 

Aftermath of Watergate. Editorial. (Ad people must not be dis- 
couraged from participating in the political process; Watergate 
should not be used to put down the ad profession). 14 My/16 

Did the ‘list’ relate to DDB losses? (Mac Dane’s name on the 
‘political enemies’ list triggers speculation about DDB’s 1972 
losing streak). 2 J//1 

All of DDB’s 1971 troubles were not account defections. (DDB 
offices firebombed 3 times in 1971). 9 J//4 

Brown readies 2nd try at Dem. fund telethon. M. Christopher. 
6 Ag/6 

Bob Haldeman, yesterday's adman. Editorial. (A portion of 
Haldeman’s testimony before the Senate committee indicates 
he would have been a poor adman had he stayed in the business). 
13 Ag/16 

Watergate offers ad opportunities: Dichter. 17 S/30 

Today's woes may help ad field: Crain. 29 0/77 

Corporate credibility. Editorial. (AA suggests that corporations 
spotlighted by making illegal contributions to the Nixon campaign 
admit their mistakes publicly thru advertising to help save the 
tarnished images uf big business). 26 N/12 

Nixon's ‘positioning’ has eroded, Dailey says. 77 D/130 

WATERGATE—TELEVISION COVERAGE 

Networks to rotate on Watergate; viewers, ad dollars were declin- 
ing. J. Forkan. 28 My/3 

Watergate ratings rise; coverage may expand. J. Forkan. 77 Je/8 

CBS, NBC will resume rotation of Watergate. 9 J//8 
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Sponsors of daytime tv fade out as Watergate coverage bumps 
shows. M. Christopher. 76 J//1 
Watergate hearings get boffo daytime Nielsens. M. Christopher. 
6 Ag/2 
Watergate shows tv one solution. S. Bernstein. (The agreement 
which had the networks taking turns in broadcasting the 
Watergate hearings was a sensible one and was favored by the 
public). 27 Ag/14 
Bloede, Kurnit urge nets to continue tv Watergate coverage. 
17 S/3 
CBS holds ratings lead; Watergate rotation out. M. Christopher. 
10/8 
WATKINS GLEN 
Ad success story: Drawing 600,000 to Watkins Glen. 13 Ag/10 
WATTS, LAMB, KENYON & HERRICK 
Cleveland shops merge. 9 Ap/78 
WAX, MORTON D., ASSOCIATES 
Shoot ‘Em up bows. 9 J//28 
Location Finders bows. 17 S/27 
WEBB PUBLISHING CO. 
Name change to Webb Co. 7 My/31 
WEIGHT WATCHERS INC. 
Everyone is now target of ads for Weight Watchers line. 24 D/2 
WEIGHTMAN INC. 
Weightman shop adds two Grissmer products. 17 D/120 
WEINER, NORMAN (author) 
How newspapers can become a big direct response medium. 
1 0/41 
WEISS, E.B. (author) 
ADVERTISING IN SEARCH OF ITS FUTURE (series) 
. Jun 26 1972 p.61 
. Aug 7 1972 p.45 
. Sep 18 1972 p.61 
. Oct 23 1972 p.71 
. Dec 4 1972 p.43 
. Advertising must revise profit concept under consumerism. 
8 Ja/35 
. Political advertising blackens the other eye of the ad business. 
12 F/35 
. Advertising nears a big speed-up in communications inno- 
vation. 19 Mr/51 
9. Does consumerism show signs of giving up the ghost? Not 
quite. 30 Ap/47 
10. Creative advertising moves toward the new society. 2 J//27 
ENERGY CRISIS articles 
Advertising to feel energy pinch for 15 years. 9 J//7 
Energy crisis means shift in marketing, more government 
controls ahead. 30 J//27 
Energy and resource crisis strain anti-trust laws; changes 
needed 3 S/217 
Wanted: One billion dollar ad budget to sell energy conservation 
to public, industry. 8 0/39 
POOLED MARKETING (series) 
. Nov 13 1972 p.63 
. Dec 18 1972 p.31 
. Food industry blazes way for new pooled marketing. 29 Ja/52 


. 14 new pooled marketing plans hold the line on rising costs. 


9 Ap/59 
. GE, DuPont, 3M join marketing pool parade. 14 My/62 
. Cunard, NCR, Sears dip into pooled marketing to improve 
sales results. 77 Je/53 
THIRD WORLD (series) 
- 1. The Third World starts emerging as a big consumer market. 
10 D/45 
2. Industrialization builds a new consumer market in the Third 
World. 17 D/99 
3. Jan 7 1974 p.44 
MISCELLANEOUS ARTICLES 
34 coming innovations in agencies. 27 N/44 
WEISS, EDWARD H. 
‘Big idea’ need will keep agencies in demand: Weiss. 24 S/78 
Beam bottles use Weiss art in holiday collector's series. 1 0/69 
WELCH FOODS 
Welch moves beyond grapes into other drinks, eyes frozen food 
market. 7 Ja/3 
WELDON FOODS 
Weldon expands Alba 77. 15 Ja/20 


Weldon expands mixes. 26 Mr/88 

Alba 66 adds markets. 10 S/77 

WELLS FARGO & CO. 

Wells Fargo trademark case shows problem U.S. companies face 
abroad. S. Diamond. 3 S/26 

WELLS, RICH, GREENE INC. 

Two Gardner N.Y. accounts move; others are restless. 15 Ja/1 

Gardner-N.Y. future dim, but WRG may salvage it. R. Bechtos. 
22 Ja/2 

Stacked against gains, Gardner-N.Y. losses are ‘small potatoes’: 
WRG. R. Bechtos. (Accounts gained and lost as a result of the 
WRG-Gardner merger are discussed by Mary Wells Lawrence). 
29 Ja/8 

WRG discriminates in employment, media policies, stockholder 
charges. 5 Mr/2 

P&G hails success of Sure as growth leads to shortage. 

L. Edwards. (Also, P&G's assignment of Liquid Prell to P&G is 
seen as a reward for the successful launch of Sure). 3 S/7 

WRG billings up 51%. 24 S/91 

WRG picks 11 vps following firing of 18. 29 0/8 

Westinghouse ad shift won't affect budget or WRG. 12 N/98 

WELTIN ADVERTISING 

Texize founder starts new venture; Grease Relief is first Intex 
product. R. Crain. 30 Ap/? 

WENCO ENTERPRISES 

Directory published. 20 Ag/55 

WESSON & WARHAFTIG 

Wesson forms unit to aid drug makers. 9 Ap/66 

WESTERN AIRLINES 

Western ad lists perils of charters. 26 F/144 

Pan Am boosts budget as devaluation worries threaten foreign 
trips. R. Bechtos. (Report on how setbacks in the economy 
are affecting leading airlines). 16 J//2 

Western Airlines Whoosh ‘n Schuss promo lures skiers. 22 0/131 

IWC buys Western part of Bushnell. 29 0/56 

WESTERN PUBLISHING CO. 

Western buys interest in Australian publisher. 17 S/36 

Western to list stock. 29 0/77 

WESTERN UNION 

Ersatz messages boost Mailgrams. 9 J//42 

WU's GiftAmerica to bow. 27 Ag/1 

WESTGATE-CALIFORNIA CORP. 

Westgate doubles ad budget in tuna market expansion. 19 Mr/46 

Barnes-Chase, Westgate hang on amid C. Arnholt Smith troubles. 
H. Bernstein. 24 D/3 

WESTINGHOUSE ELECTRIC CORP. 

Westinghouse, Pucci team up. 72 Mr/50 

Microwave units take 5% of range market in ‘72; consumers still 
cool. L. Baltera. 19 Mr/3 

Businessmen targets of Westinghouse push. 7 My/2 

Westinghouse ad shift won't affect budget or WRG. 12 N/98 

WESTON, STAN 

What's in a name? Money, says LCI’s Weston. F. Danzig. 29 0/36 

WESTON GROUP 

Inn Pack testing over. 22 0/156 

WETTERAU FOODS 

Thomas Crabtree buys Eighteen Sixty Nine Advertising from 
Wetterau Foods, St. Louis. 20 Ag/46 

WHALEN, E., BUYING SERVICE 

Whalen opens company. 14 My/86 

WHIPPLE, JEAN, ASSOCIATES 

Whipple Associates set. 6 Ag/54 

WHIRLPOOL CORP. 

Lifestyle is key word, marketers advise AMA. (Whirlpool is an 
example of changing lifestyles affecting new product introduc- 
tion). 19 F/28 

Whirlpool ads put at $4,000,000. 5 Mr/3 

Convenience, cleanliness keep trash compactor market growing. 
T. Rowan. (Roundup of the compactor market). 9 Ap/81 

Whirlpool introduces mini-washer. 17 Je/43 

WHITE FARM EQUIPMENT CO. 

White Farm sets print ads. 19 Mr/34 

WHITE MOTOR CO. 

White retains Wyse. 7 0/25 


WHITE HOUSE 
See U.S. GOVERNMENT; 
NIXON, RICHARD M. 
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WHITE, ROSLIN, HAFEMANN INC. 

Ackerman, Mont, White split, open separate shops. 3 D/23 

WHITE, SANDERS, & ASSOCiATES 

White buys agency. 77 S/80 

WHITECO INDUSTRIES 

Whiteco unit formed. 19 N/26 

WHITEHALL LABORATORIES 

Harper names at Whitehall; Petersen to AHP vp post. 6 Ag/3 

Blasts Anacin, old Spic & Span ads. 19 N/3 

WHITEHEAD, CLAY T. 

A word of caution. Editorial. (AA warns broadcasters to think 
twice before embracing Clay Whitehead’s license renewal 
formula). 7 Ja/10 

Ten who made ad news in 1972. 8 Ja/2 

Whitehead ‘optimistic’ on Nixon broadcast bill. M. Christopher. 
29 Ja/1 

Senate unit argues with Whitehead views. 26 F/8 

Whitehead pushes FCC to drop access rule and cut prime time 
reruns. 26 Mr/2 

See also OFFICE OF TELECOMMUNICATIONS POLICY 

WHITNEY COMMUNICATIONS CORP. 

Whitney publisher adds ‘Hockey News.’ 22 0/45 

WILEY, RICHARD E. 

Wiley favors tri-level regulation of cable tv. 19 N/24 

WILKINSON SWORD CO. 

New Wilkinson blade sets sampling effort. 25 Je/72 

WILLIAMS, C. RICHARD (author) 

Beyond the fringe—benefits, that is. 3 D/47 

WILLIAMS, HAROLD M. 

Self rule needs more publicity; do-it-yourself trend growing. 

J. O'Gara. 5 N/1 

Why and how we are losing the free enterprise battle. 26 N/33 

WILLIAMS, J.B., CO. 

J.B. Williams appeals fine, wants trial on Geritol ads. N. Giges. 
29 Ja/1 

WILSON, EDWARD B. (TED) 

Wilson named Thompson president; Schacihte remains on agency 
board. 10 D/1 

Ten who made ad news in 1973. 17 D/2 

WILSON, HAIGHT & WELCH 

Wilson shop picks Foster. 37 D/22 

WILSON, RYAN & LEIGH 

Wilson buys Pierpont. 17 D/127 

WIMPY INTERNATIONAL 

‘Disaster’ hits Europe—also Wimpy. P. Borden. 4 Je/23 

WINE 

Codpiece caper raises eyebrows at art museum. (New ad campaign 
for Chauvenet red cap wine features a Breughel painting). 
26 F/3 

Ecu sets eastern push. 19 Mr/34 

Mogen David readies test of Jug wines. 9 Ap/85 

Porto spots test. 27 My/70 

Domestic wine consumption grew at slower pace in 1972. 

J. Maxwell. 70 S/2 

Beer, wine spots o.k. for Alberta tv. 5 N/37 

Argentinian wines testing in Boston. 12 N/48 

WINE-MAKING KITS 

Universal testing wine-making mix. 17 D/31 

WINIUS-BRANDON CO. 

Batz absorbs Winius shop; Principals buy Texas unit. 8 0/66 

Cuddihee sentenced in Winius forgery trial. 12 F/30 

WINNEBAGO INDUSTRIES 

Rec vehicle group touts lines as energy savers. 2 J//3 

WIPPETTE SPORTSWEAR INC. 

Wippette sues Ohrbach’s. 7 My/34 

WIRSIG, WOODROW (author) 

Additional function for FTC asked. 5 F/52 

WOLF, ROBERT, & ASSOCIATES 

Wolf forms unit. 29 0/317 

WOLVERINE WORLDWIDE 

Hush Puppies get new push. 16 Ap/108 

WOMEN 

Arpeja ads aim at independent gals. 26 F/135 

Man-in-bed ads score well with women, Stevens says. 26 F/136 

World of Beauty Club aims at uncommitted brand buyer. 26 F/140 

Aussie agency's book explores women’s habits. 12 Mr/48 

P&G in major spot tv shift to reach more working women. 

M. Christopher. 26 Mr/1 


BankAmerica sets guides for women, mull ads use. J. Revett. 
26 Mr/2 

Leg men all, Schick, Gillette. ASR heat up women’s wet shave 
market. 26 Mr/3 

Giving credit to women. Editorial. (P&G and Bankamericard lauded 
for recognizing women in the work force: call for legislation). 
2 Ap/12 

Chad Everett to star for credit unions. 9 Ap/69 

Males-only pick net tv shows, but vow they keep fem viewer in 
mind. M. Christopher. 9 Ap/89 

Women snub Interpublic board, Foley says. 30 Ap/3? 

Woman power theme of new NOW effort. 27 My/10 

Guard changes brochure for women. 25 Je/22 

One-A-Day tv ads get NARB qualified okay. (NARB recommends 
future ads be directed to women of child-bearing age rather than 
to women generally). 23 J//2 

It's s.r.o. for the lightly advertised Corvette. 23 J//20 

Women come on strong in newest video shows. H. Bernstein. 
24 S/27 

C-P’s Hour After Hour ads now aim at young women. 7 0/35 

Blue collar wives seek convenience: MacFadden. (Report on a 
new study of working class women). 8 0/32 

‘Time’ finds working gals top prospects. 15 0/32 

Stations make progress in hiring ethnic males; are remiss on 
women. 29 0/22 

Lionel throws switch, uses female in tv ads. 19 N/2 

Bank card ‘Use me’ spots called degrading to women. 3 D/42 

Entrenched brands attract buyers, says Mary Wells. 10 D/43 

WOMEN IN ADVERTISING 

Doetsch named Chicago adwoman of the year. 19 F/27 

Top Chicago adwoman began agency career after bit of wandering. 
K. Sederberg. (TL&K’s Virginia Doetsch). 26 F/12 

Struggles of a two-woman agency in the Madison Ave. jungle. 
O. Trager. 2 Ap/31 

AAF names seven adwomen of the year. 7 My/39 

Women’s ad group set. 9 J//35 

JWT names Mrs. Beers first woman senior vp. 6 Ag/4 

Janet Carlson lists woes of women in agency work. 27 Ag/165 

Boehning shop open. 24 S/54 

Women’s group elects Sherman, honors five. 12 N/81 

WOMEN’S LIBERATION 

Libs have had little effect on ads to women. 19 Mr/44 

McCaffrey, British MP clash over controls on political ads. R. 
Bechtos. (IAA World Congress; also, comments on the women’s 
Lib movement and multinational corporations). 18 Je/2 

An indignant missive to a Ms. S. Bernstein. (Open letter to the 
chairman of the PRSA to help fight against language changes 
that emphasize title holders as women). 25 Je/12 

Women at three major networks press for employment equality. 
M. Christopher. 12 N/4 

WOMENSWEAR 

Lovable drops its crinolines—altogether. 26 F/154 

Nudity goes public—can fashion cope? J. Foxworth. (The New 
Freedom affects the bra and girdle markets). 28 My/40 

Catalina uses free-form ad for sportswear. 17 D/26 

See also FASHION 

WOODSIDE, ARCH G. (author) 

Will advertisers back their claims? Not very often, students discover. 
(Professor shows results of a project which had students ask 
advertisers to document their ad claims). 12 F/40 

WOOL BUREAU 

Wool Bureau won't battle Du Pont. L. Baltera. 9 J//75 

WORKSHOP WEST 

Pet grocery products unit shifts to Workshop West. 30 Ap/4 

Workshop West gains Pet frozen foods unit. 4 Je/96 

WORLD AIRWAYS 

World Airways launches. 26 Mr/109 

WORLD OF BEAUTY CLUB 

World of Beauty Club aims at uncommitted brand buyer. 26 F/140 

WORLD NEWS CORP. 

Shaheen plans move despite shortage woes. 15 0/93 

‘National Star’ to bow. 12 N/36 

WORLDVISION ENTERPRISES 

Worldvision holds Riggs-King match rights. 24 S/78 

Worldvision exec calls meeting to protest ‘coercion.’ 29 0/76 

WRANGLER DIVISION 

Jack Stewart does ads for Mr. Wrangler. 26 F/159 
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WRIGLEY, WM., JR. CO. 

Wrigley tests outdoor as campaign extender. 3 S/1 

WRITERS GUILD OF AMERICA 

See STRIKES 

WUNDERMAN, RICOTTA & KLINE 

Wurderman sets branch. 16 J//55 

Y&R is still in merger mood; latest may make it No. 1 shop. 
D. Grant. 26 N/3 

WYLDE FILMS 

Wylde Films plans greater use of 20th studios, props. 14 My/30 

It's summer and fall boom for tv production houses. J. Forkan. 
24 S/27 

WYLER FOODS 

See BORDEN CO. 

WYSE ADVERTISING 

American TelePages opened by Wyse agency. 14 My/41 

White retains Wyse. 7 0/25 


XEROX CORP. 

Xerox to test two new units in metro N.Y. 4 Je/87 
XYZYX INFORMATION CORP. 

Xyzyx launches net tv push for H.E.L.P. manual. 15 Ja/29 


YAFFE STONE AUGUST INC. 
Yaffe shop hired to head Borman’'s Northgate agency. 177 D/128 
YAMI PRODUCTS 
Yami On-A-Stick bows. 14 My/43 
YANKEE INC. 
Yankee buys monthly. 75 Ja/30 
YANKELOVICH, DANIEL 
Fielding social data vita! for market execs. 12 N/94 
YARDLEY OF LONDON INC. 
Yardley for the masses as soap market shifts. N. Giges. 18 Je/8 
YELLOW PAGES ADVERTISING 
American TelePages opened by Wyse agency. 14 My/41 
D-F-S phone unit set. 24 S/85 
YOGURT 
Merrywood yogurt-base line bows in 9 markets. 9 J//2 
Colombo ‘Columbo’ radio ads stir company’s yogurt sales. 
16 JI/28 
Chiquita 0.j., canned yogurt begin tests. 715 O/30 
YOO-HOO BEVERAGE CO. 
Yoo-Hoo ads will stress nutrition. 19 Mr/32 
YOST, CHARLES W. 
Kass asks Bauer resign from NARB for ITT help. 72 F/2 
YOUNG, JAMES WEBB 
A remembrance of James W. Young, ad pioneer. S. Bernstein. 
12 Mr/4 
Obituary: 12 Mr/3 
YOUNG COMMUNICATIONS 
‘Tube Talk’ debut set. 25 Je/60 
YOUNG & RUBICAM INTERNATIONAL INC. 
Y&R gives up the sauce as Ocean Spray names Bates. 7 Ja/2 
Y&R splits as American Can spending dips. 8 Ja/57 
Y&R spins off new shop for service work. (Y&R Enterprises 
will handle special client services). 29 Ja/8 
Y&R enters medical field: will acquire Sudier shop. 72 F/1 
Sudler & Hennessey acquisition completed. 17 Je/77 
Y&R names Reilly to new corporate development post. 12 F/44 
Three named to Y&R research committee. 72 F/50 
Y&R takes five IBA awards. 26 Mr/107 
Y&R, Cox form company; ethnic setup uncovered. 9 Ap/8 
Black group drops Y&R exec in dispute over ethnic unit. 23 Ap/139 


GAP’s rip-off. Editorial. (AA disagrees with GAP and views Y&R 
ethnic unit as a positive move). 30 Ap/14 

Ethnic units rapped by Alligood. 25 Je/52 

Y&R foreign billings up $24,000,000. 13 Ag/28 

New Y&R-backed shop gets Chrysler vehicle. 3 S/7 

Competing accounts. Editorial. (AA welcomes attempts to solve 
the conflicting accounts problem; Y&R's half-owned APA 
agency is such an attempt). 70 S/14 

Harvester plows under Y&R’s spin-off scheme. 7 0/2 

Audience research units have ‘deficiencies’ in ethnic coverage: 
Y&R. 5 N/3 

Y&R gets Dr Pepper. 19 N/26 

Y&R is still in merger mood; latest may make it No. 1 shop. 
D. Grant. 26 N/3 

Y&R helps with Foster Parents ads. 26 N/57 

YOUNG, WHITE & ROEHR 

Portland shops merge. 24 S/76 

YOUTH MARKET 

Foster Grant aims at youth market with three new ads. 7 Ja/8 

Lifestyle is key word, marketers advise AMA. 19 F/28 

Fashion trends loom large in ads for growing variety of products. 
L. Baltera. 26 Mr/100 

Creative, research must get together to reach youth. 9 Ap/63 

Youth tunes out advertising. speakers warn AAF meeting. 
J. Graham. 27 My/3 

Retailers now push United's ‘Six-Packs.’ 6 Ag/58 

Miners Makeup bows. 13 Ag/52 

Schiele insists youth market is alive and well. C. Colman. 
27 Ag/166 

Opinion Research starting ‘youth’ audience study. 24 S/58 

Teens dig Alka-Seltzer ads, veto Folger's, study shows. 24 S/70 

Pabst seeks more, younger bibbers with updated ads. 75 O/3 

Youth counter ratings trend in tv demos. M. Christopher. 5 N/8 

Teens are new target of facial mask marketers. L. Baltera. 26 N/2 

Chanel ad drive has fragrance of success. L. Baltera. 10 D/34 


Z PRODUCTIONS 

Idea of ‘productivity’ ads turned Zaccaro on. 27 Ag/4 

ZAPATA KITCHENS 

Chicano group seeks to change Zapata taco ads. 23 J//8 

ZEBCO 

Tackle makers cast ads to lure eager anglers. M. Popa. 2 Ap/16 

ZEBRA ASSOCIATES 

Murray new acting chief of Zebra shop. 27 My/8& 

Five N.Y. shops fill top positions. 4 Je/98 

Pan American names Zebra. 17 S/30 

ZECHA ASSOCIATES 

Doremus, Zecha arrange exchange of services. 13 Ag/28 

ZENITH RADIO CORP. 

Zenith asks Moss refute Sony ad featuring study from Georgetown 
group. 26 F/2 

ZIFF-DAVIS PUBLISHING CO. 

Ziff acquires Gellert. 26 F/155 

New travel magazines launched. 27 Ag/183 

Ziff-Davis to buy C/R/M. 27 Ag/190 

Ziff-Davis to publish meeting site directory. 1 0/69 

Nine-month revenues up for two Ziff monthlies. 8 0/24 

Rapp, Collins gets all Ziff consumer books. 29 0/65 

ZIP CODE ADVERTISING 

Rep. Thone rips USPS-Needham ad campaign. J. Revett. 70 S/1 

ZIP MARKETING SYSTEM 

‘Time’ pushes zip markets in new drive. 22 Ja/8 
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